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Chapter 1: Why Public Speaking Matters Today

Public Speaking in the Twenty-First Century

Nadine Dereza — ‘Insider Secrets of Public Speaking’. — CC BY-NC-ND 2.0.

Public speaking is the process of designing and delivering a message to an audience. Effective public speaking
involves understanding your audience and speaking goals, choosing elements for the speech that will engage your
audience with your topic, and delivering your message skillfully. Good public speakers understand that they must
plan, organize, and revise their material in order to develop an effective speech. This book will help you under-
stand the basics of effective public speaking and guide you through the process of creating your own presenta-
tions. We’ll begin by discussing the ways in which public speaking is relevant to you and can benefit you in your

career, education, and personal life.

In a world where people are bombarded with messages through television, social media, and the Internet, one of
the first questions you may ask is, “Do people still give speeches?” Well, type the words “public speaking” into
Amazon.com or Barnesandnoble.com, and you will find more than two thousand books with the words “public
speaking” in the title. Most of these and other books related to public speaking are not college textbooks. In fact,
many books written about public speaking are intended for very specific audiences: A Handbook of Public Speak-
ing for Scientists and Engineers (by Peter Kenny), Excuse Me! Let Me Speak!: A Young Person’s Guide to Public
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Speaking (by Michelle J. Dyett-Welcome), Professionally Speaking: Public Speaking for Health Professionals
(by Frank De Piano and Arnold Melnick), and Speaking Effectively: A Guide for Air Force Speakers (by John A.
Kline). Although these different books address specific issues related to nurses, engineers, or air force officers,
the content is basically the same. If you search for “public speaking” in an online academic database, you’ll find
numerous articles on public speaking in business magazines (e.g., BusinessWeek, Nonprofit World) and acade-
mic journals (e.g., Harvard Business Review, Journal of Business Communication). There is so much information
available about public speaking because it continues to be relevant even with the growth of technological means
of communication. As author and speaker Scott Berkun writes in his blog, “For all our tech, we’re still very fond
of the most low tech thing there is: a monologue” (Berkun, 2009). People continue to spend millions of dollars
every year to listen to professional speakers. For example, attendees of the 2010 TED (Technology, Entertainment,
Design) conference, which invites speakers from around the world to share their ideas in short, eighteen-minute

presentations, paid six thousand dollars per person to listen to fifty speeches over a four-day period.

Technology can also help public speakers reach audiences that were not possible to reach in the past. Millions of
people heard about and then watched Randy Pausch’s “Last Lecture” online. In this captivating speech, Randy
Pausch, a Carnegie Mellon University professor who retired at age forty-six after developing inoperable tumors,
delivered his last lecture to the students, faculty, and staff. This inspiring speech was turned into a DVD and a
best-selling book that was eventually published in more than thirty-five languages (Carnegie Mellon University,
2011).

We realize that you may not be invited to TED to give the speech of your life or create a speech so inspirational
that it touches the lives of millions via YouTube; however, all of us will find ourselves in situations where we will
be asked to give a speech, make a presentation, or just deliver a few words. In this chapter, we will first address
why public speaking is important, and then we will discuss models that illustrate the process of public speaking
itself.

References

Berkun, S. (2009, March 4). Does public speaking matter in 2009? [Web log message]. Retrieved from

http://www.scottberkun.com/blog.

Carnegie Mellon University. (n.d.). Randy Pausch’s last lecture. Retrieved June 6, 2011, from
http://www.cmu.edu/randyslecture.
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1.1 Why Is Public Speaking Important?

Learning Objectives

1. Explore three types of public speaking in everyday life: informative, persuasive, and entertaining.
2. Understand the benefits of taking a course in public speaking.

3. Explain the benefits people get from engaging in public speaking.

Christian Pierret — Leader — CC BY 2.0.

In today’s world, we are constantly bombarded with messages both good and bad. No matter where you live,
where you work or go to school, or what kinds of media you use, you are probably exposed to hundreds. if not
thousands, of advertising messages every day. Researcher Norman W. Edmund estimates that by 2020 the amount
of knowledge in the world will double every seventy-three days (Edmund, 2005). Because we live in a world

where we are overwhelmed with content, communicating information in a way that is accessible to others is more
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important today than ever before. To help us further understand why public speaking is important, we will first

examine public speaking in everyday life. We will then discuss how public speaking can benefit you personally.

Everyday Public Speaking

Every single day people across the United States and around the world stand up in front of some kind of audience
and speak. In fact, there’s even a monthly publication that reproduces some of the top speeches from around the
United States called Vital Speeches of the Day (http://www.vsotd.com). Although public speeches are of various
types, they can generally be grouped into three categories based on their intended purpose: informative, persua-

sive, and entertaining.

Informative Speaking

One of the most common types of public speaking is informative speaking. The primary purpose of informative
presentations is to share one’s knowledge of a subject with an audience. Reasons for making an informative
speech vary widely. For example, you might be asked to instruct a group of coworkers on how to use new com-
puter software or to report to a group of managers how your latest project is coming along. A local community
group might wish to hear about your volunteer activities in New Orleans during spring break, or your classmates
may want you to share your expertise on Mediterranean cooking. What all these examples have in common is the

goal of imparting information to an audience.

Informative speaking is integrated into many different occupations. Physicians often lecture about their areas of
expertise to medical students, other physicians, and patients. Teachers find themselves presenting to parents as
well as to their students. Firefighters give demonstrations about how to effectively control a fire in the house.
Informative speaking is a common part of numerous jobs and other everyday activities. As a result, learning how

to speak effectively has become an essential skill in today’s world.

Persuasive Speaking

A second common reason for speaking to an audience is to persuade others. In our everyday lives, we are often
called on to convince, motivate, or otherwise persuade others to change their beliefs, take an action, or reconsider
a decision. Advocating for music education in your local school district, convincing clients to purchase your com-
pany’s products, or inspiring high school students to attend college all involve influencing other people through

public speaking.

For some people, such as elected officials, giving persuasive speeches is a crucial part of attaining and continuing
career success. Other people make careers out of speaking to groups of people who pay to listen to them. Moti-
vational authors and speakers, such as Les Brown (http://www.lesbrown.com), make millions of dollars each
year from people who want to be motivated to do better in their lives. Brian Tracy, another professional speaker
and author, specializes in helping business leaders become more productive and effective in the workplace

(http://www.briantracy.com).
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Whether public speaking is something you do every day or just a few times a year, persuading others is a chal-

lenging task. If you develop the skill to persuade effectively, it can be personally and professionally rewarding.

Entertaining Speaking

Entertaining speaking involves an array of speaking occasions ranging from introductions to wedding toasts, to
presenting and accepting awards, to delivering eulogies at funerals and memorial services in addition to after-din-
ner speeches and motivational speeches. Entertaining speaking has been important since the time of the ancient
Greeks, when Aristotle identified epideictic speaking (speaking in a ceremonial context) as an important type of
address. As with persuasive and informative speaking, there are professionals, from religious leaders to come-
dians, who make a living simply from delivering entertaining speeches. As anyone who has watched an awards
show on television or has seen an incoherent best man deliver a wedding toast can attest, speaking to entertain is

a task that requires preparation and practice to be effective.

Personal Benefits of Public Speaking

Oral communication skills were the number one skill that college graduates found useful in the business world,
according to a study by sociologist Andrew Zekeri (Zekeri, 2004). That fact alone makes learning about public
speaking worthwhile. However, there are many other benefits of communicating effectively for the hundreds of
thousands of college students every year who take public speaking courses. Let’s take a look at some of the per-

sonal benefits you’ll get both from a course in public speaking and from giving public speeches.

Benefits of Public Speaking Courses

In addition to learning the process of creating and delivering an effective speech, students of public speaking leave

the class with a number of other benefits as well. Some of these benefits include

+ developing critical thinking skills,
+ fine-tuning verbal and nonverbal skills,

» overcoming fear of public speaking.

Developing Critical Thinking Skills

One of the very first benefits you will gain from your public speaking course is an increased ability to think crit-
ically. Problem solving is one of many critical thinking skills you will engage in during this course. For example,
when preparing a persuasive speech, you’ll have to think through real problems affecting your campus, commu-
nity, or the world and provide possible solutions to those problems. You’ll also have to think about the positive
and negative consequences of your solutions and then communicate your ideas to others. At first, it may seem
easy to come up with solutions for a campus problem such as a shortage of parking spaces: just build more spaces.

But after thinking and researching further you may find out that building costs, environmental impact from loss of



green space, maintenance needs, or limited locations for additional spaces make this solution impractical. Being
able to think through problems and analyze the potential costs and benefits of solutions is an essential part of
critical thinking and of public speaking aimed at persuading others. These skills will help you not only in public
speaking contexts but throughout your life as well. As we stated earlier, college graduates in Zekeri’s study rated
oral communication skills as the most useful for success in the business world. The second most valuable skill

they reported was problem-solving ability, so your public speaking course is doubly valuable!

Another benefit to public speaking is that it will enhance your ability to conduct and analyze research. Public
speakers must provide credible evidence within their speeches if they are going to persuade various audiences. So

your public speaking course will further refine your ability to find and utilize a range of sources.

Fine-Tuning Verbal and Nonverbal Skills

A second benefit of taking a public speaking course is that it will help you fine-tune your verbal and nonverbal
communication skills. Whether you competed in public speaking in high school or this is your first time speaking
in front of an audience, having the opportunity to actively practice communication skills and receive professional
feedback will help you become a better overall communicator. Often, people don’t even realize that they twirl
their hair or repeatedly mispronounce words while speaking in public settings until they receive feedback from a
teacher during a public speaking course. People around the United States will often pay speech coaches over one
hundred dollars per hour to help them enhance their speaking skills. You have a built-in speech coach right in your
classroom, so it is to your advantage to use the opportunity to improve your verbal and nonverbal communication
skills.

Overcoming Fear of Public Speaking

An additional benefit of taking a public speaking class is that it will help reduce your fear of public speaking.
Whether they’ve spoken in public a lot or are just getting started, most people experience some anxiety when
engaging in public speaking. Heidi Rose and Andrew Rancer evaluated students’ levels of public speaking anxiety
during both the first and last weeks of their public speaking class and found that those levels decreased over the
course of the semester (Rose & Rancer, 1993). One explanation is that people often have little exposure to pub-
lic speaking. By taking a course in public speaking, students become better acquainted with the public speaking
process, making them more confident and less apprehensive. In addition, you will learn specific strategies for
overcoming the challenges of speech anxiety. We will discuss this topic in greater detail in Chapter 3 “Speaking
Confidently”.

Benefits of Engaging in Public Speaking

Once you’ve learned the basic skills associated with public speaking, you’ll find that being able to effectively
speak in public has profound benefits, including

+ influencing the world around you,
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* developing leadership skills,

* becoming a thought leader.

Influencing the World around You

If you don’t like something about your local government, then speak out about your issue! One of the best ways
to get our society to change is through the power of speech. Common citizens in the United States and around
the world, like you, are influencing the world in real ways through the power of speech. Just type the words “cit-
izens speak out” in a search engine and you’ll find numerous examples of how common citizens use the power
of speech to make real changes in the world—for example, by speaking out against “fracking” for natural gas (a
process in which chemicals are injected into rocks in an attempt to open them up for fast flow of natural gas or
oil) or in favor of retaining a popular local sheriff. One of the amazing parts of being a citizen in a democracy is
the right to stand up and speak out, which is a luxury many people in the world do not have. So if you don’t like

something, be the force of change you’re looking for through the power of speech.

Developing Leadership Skills

Have you ever thought about climbing the corporate ladder and eventually finding yourself in a management or
other leadership position? If so, then public speaking skills are very important. Hackman and Johnson assert that
effective public speaking skills are a necessity for all leaders (Hackman & Johnson, 2004). If you want people
to follow you, you have to communicate effectively and clearly what followers should do. According to Bender,
“Powerful leadership comes from knowing what matters to you. Powerful presentations come from expressing
this effectively. It’s important to develop both” (Bender, 1998). One of the most important skills for leaders to
develop is their public speaking skills, which is why executives spend millions of dollars every year going to pub-

lic speaking workshops; hiring public speaking coaches; and buying public speaking books, CDs, and DVDs.

Becoming a Thought Leader

Even if you are not in an official leadership position, effective public speaking can help you become a “thought
leader.” Joel Kurtzman, editor of Strategy & Business, coined this term to call attention to individuals who con-
tribute new ideas to the world of business. According to business consultant Ken Lizotte, “when your colleagues,
prospects, and customers view you as one very smart guy or gal to know, then you’re a thought leader” (Lizotte,
2008). Typically, thought leaders engage in a range of behaviors, including enacting and conducting research on
business practices. To achieve thought leader status, individuals must communicate their ideas to others through
both writing and public speaking. Lizotte demonstrates how becoming a thought leader can be personally and
financially rewarding at the same time: when others look to you as a thought leader, you will be more desired
and make more money as a result. Business gurus often refer to “intellectual capital,” or the combination of your
knowledge and ability to communicate that knowledge to others (Lizotte, 2008). Whether standing before a group
of executives discussing the next great trend in business or delivering a webinar (a seminar over the web), thought

leaders use public speaking every day to create the future that the rest of us live in.



Key Takeaways

» People have many reasons for engaging in public speaking, but the skills necessary for public speak-
ing are applicable whether someone is speaking for informative, persuasive, or entertainment rea-
sons.

» Taking a public speaking class will improve your speaking skills, help you be a more critical thinker,
fine-tune your verbal and nonverbal communication skills, and help you overcome public speaking
anxiety.

 Effective public speaking skills have many direct benefits for the individual speaker, including influ-
encing the world around you, developing leadership skills, and becoming a go-to person for ideas
and solutions.

Exercises

1. Talk to people who are currently working in the career you hope to pursue. Of the three types of
public speaking discussed in the text, which do they use most commonly use in their work?

2. Read one of the free speeches available at http://www.vsotd.com. What do you think the speaker
was trying to accomplish? What was her or his reason for speaking?

3. Which personal benefit are you most interested in receiving from a public speaking class? Why?
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1.2 The Process of Public Speaking

Learning Objectives

1. Identify the three components of getting your message across to others.

2. Distinguish between the interactional models of communication and the transactional model of
communication.

3. Explain the three principles discussed in the dialogical theory of public speaking.

Looking4poetry — megaphone head man — CC BY-NC-ND 2.0.

As noted earlier, all of us encounter thousands of messages in our everyday environments, so getting your idea
heard above all the other ones is a constant battle. Some speakers will try gimmicks, but we strongly believe that
getting your message heard depends on three fundamental components: message, skill, and passion. The first part
of getting your message across is the message itself. When what you are saying is clear and coherent, people are
more likely to pay attention to it. On the other hand, when a message is ambiguous, people will often stop paying

attention. Our discussions in the first part of this book involve how to have clear and coherent content.
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The second part of getting your message heard is having effective communication skills. You may have the best
ideas in the world, but if you do not possess basic public speaking skills, you’re going to have a problem getting
anyone to listen. In this book, we will address the skills you must possess to effectively communicate your ideas
to others.

Lastly, if you want your message to be heard, you must communicate passion for your message. One mistake that
novice public speakers make is picking topics in which they have no emotional investment. If an audience can
tell that you don’t really care about your topic, they will just tune you out. Passion is the extra spark that draws

people’s attention and makes them want to listen to your message.

In this section, we’re going to examine the process of public speaking by first introducing you to a basic model
of public speaking and then discussing how public speaking functions as dialogue. These models will give you a

basic understanding of the communication process and some challenges that you may face as a speaker.

Models of Public Speaking

A basic model of human communication is one of the first topics that most communication teachers start with in
any class. For our focus on public speaking, we will introduce two widely discussed models in communication:
interactional and transactional.

Interactional Model of Public Speaking

Linear Model

m | i Receiver I - m ! i Receiver

Receiver -> Source -> Receiver” width="497" class="alignnone size-full wp-image-36" />

The interactional model of public speaking comes from the work of Claude Shannon and Warren Weaver (Shan-
non & Weaver, 1949). The original model mirrored how radio and telephone technologies functioned and con-
sisted of three primary parts: source, channel, and receiver. The source was the part of a telephone a person spoke
into, the channel was the telephone itself, and the receiver was the part of the phone where one could hear the
other person. Shannon and Weaver also recognized that often there is static that interferes with listening to a tele-
phone conversation, which they called noise.

Although there are a number of problems with applying this model to human communication, it does have some
useful parallels to public speaking. In public speaking, the source is the person who is giving the speech, the
channel is the speaker’s use of verbal and nonverbal communication, and the receivers are the audience members

listening to the speech. As with a telephone call, a wide range of distractions (noise) can inhibit an audience mem-
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ber from accurately attending to a speaker’s speech. Avoiding or adapting to these types of noise is an important

challenge for public speakers.

Interactional Model

I > Receiver
: m

class="alignnone size-full wp-image-37" />

Receiver |

Receiver. Receiver -> Source” width="497"

The interactional model of communication developed by Wilbur Schramm builds upon the linear model
(Schramm, 1954). Schramm added three major components to the Shannon and Weaver model. First, Schramm
identified two basic processes of communication: encoding and decoding. Encoding is what a source does when
“creating a message, adapting it to the receiver, and transmitting it across some source-selected channel” (Wrench,
McCroskey & Richmond, 2008). When you are at home preparing your speech or standing in front of your class-

room talking to your peers, you are participating in the encoding process.

The second major process is the decoding process, or “sensing (for example, hearing or seeing) a source’s mes-
sage, interpreting the source’s message, evaluating the source’s message, and responding to the source’s message”
(Wrench, McCroskey & Richmond, 2008). Decoding is relevant in the public speaking context when, as an audi-
ence member, you listen to the words of the speech, pay attention to nonverbal behaviors of the speaker, and attend

to any presentation aids that the speaker uses. You must then interpret what the speaker is saying.

Although interpreting a speaker’s message may sound easy in theory, in practice many problems can arise. A
speaker’s verbal message, nonverbal communication, and mediated presentation aids can all make a message
either clearer or harder to understand. For example, unfamiliar vocabulary, speaking too fast or too softly, or small
print on presentation aids may make it difficult for you to figure out what the speaker means. Conversely, by pro-
viding definitions of complex terms, using well-timed gestures, or displaying graphs of quantitative information,

the speaker can help you interpret his or her meaning.

Once you have interpreted what the speaker is communicating, you then evaluate the message. Was it good? Do
you agree or disagree with the speaker? Is a speaker’s argument logical? These are all questions that you may ask

yourself when evaluating a speech.

The last part of decoding is “responding to a source’s message,” when the receiver encodes a message to send
to the source. When a receiver sends a message back to a source, we call this process feedback. Schramm talks
about three types of feedback: direct, moderately direct, and indirect (Schramm, 1954). The first type, direct feed-
back, occurs when the receiver directly talks to the source. For example, if a speech ends with a question-and-

answer period, listeners will openly agree or disagree with the speaker. The second type of feedback, moderately
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direct, focuses on nonverbal messages sent while a source is speaking, such as audience members smiling and
nodding their heads in agreement or looking at their watches or surreptitiously sending text messages during the
speech. The final type of feedback, indirect, often involves a greater time gap between the actual message and the
receiver’s feedback. For example, suppose you run for student body president and give speeches to a variety of
groups all over campus, only to lose on student election day. Your audiences (the different groups you spoke to)
have offered you indirect feedback on your message through their votes. One of the challenges you’ll face as a
public speaker is how to respond effectively to audience feedback, particularly the direct and moderately direct

forms of feedback you receive during your presentation.

Transactional Model of Public Speaking

Feedback C

One of the biggest concerns that some people have with the interactional model of communication is that it tends
to place people into the category of either source or receiver with no overlap. Even with Schramm’s model,
encoding and decoding are perceived as distinct for sources and receivers. Furthermore, the interactional model
cannot handle situations where multiple sources are interacting at the same time (Mortenson, 1972). To address
these weaknesses, Dean Barnlund proposed a transactional model of communication (Barnlund, 2008). The basic
premise of the transactional model is that individuals are sending and receiving messages at the same time.

Whereas the interactional model has individuals engaging in the role of either source or receiver and the meaning
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of a message is sent from the source to the receiver, the transactional model assumes that meaning is cocreated by

both people interacting together.

The idea that meanings are cocreated between people is based on a concept called the “field of experience.”
According to West and Turner, a field of experience involves “how a person’s culture, experiences, and heredity
influence his or her ability to communicate with another” (West & Turner, 2010). Our education, race, gender,
ethnicity, religion, personality, beliefs, actions, attitudes, languages, social status, past experiences, and customs
are all aspects of our field of experience, which we bring to every interaction. For meaning to occur, we must have
some shared experiences with our audience; this makes it challenging to speak effectively to audiences with very
different experiences from our own. Our goal as public speakers is to build upon shared fields of experience so

that we can help audience members interpret our message.

Dialogic Theory of Public Speaking

Most people think of public speaking as engaging in a monologue where the speaker stands and delivers infor-
mation and the audience passively listens. Based on the work of numerous philosophers, however, Ronald Arnett
and Pat Arneson proposed that all communication, even public speaking, could be viewed as a dialogue (Arnett
& Arneson, 1999). The dialogic theory is based on three overarching principles:

1. Dialogue is more natural than monologue.
2. Meanings are in people not words.

3. Contexts and social situations impact perceived meanings (Bakhtin, 2001a; Bakhtin, 2001b).

Let’s look at each of these in turn.

Dialogue vs. Monologue

The first tenet of the dialogic perspective is that communication should be a dialogue and not a monologue. Lev
Yakubinsky argued that even public speaking situations often turn into dialogues when audience members actively
engage speakers by asking questions. He even claimed that nonverbal behavior (e.g., nodding one’s head in agree-
ment or scowling) functions as feedback for speakers and contributes to a dialogue (Yakubinsky, 1997). Overall,
if you approach your public speaking experience as a dialogue, you’ll be more actively engaged as a speaker and
more attentive to how your audience is responding, which will, in turn, lead to more actively engaged audience

members.

Meanings Are in People, Not Words

Part of the dialogic process in public speaking is realizing that you and your audience may differ in how you
see your speech. Hellmut Geissner and Edith Slembeck (1986) discussed Geissner’s idea of responsibility, or the
notion that the meanings of words must be mutually agreed upon by people interacting with each other (Geissner
& Slembek, 1986). If you say the word “dog” and think of a soft, furry pet and your audience member thinks



of the animal that attacked him as a child, the two of you perceive the word from very different vantage points.
As speakers, we must do our best to craft messages that take our audience into account and use audience feed-
back to determine whether the meaning we intend is the one that is received. To be successful at conveying our
desired meaning, we must know quite a bit about our audience so we can make language choices that will be the
most appropriate for the context. Although we cannot predict how all our audience members will interpret spe-
cific words, we do know that—for example—using teenage slang when speaking to the audience at a senior center

would most likely hurt our ability to convey our meaning clearly.

Contexts and Social Situations

Russian scholar Mikhail Bahktin notes that human interactions take place according to cultural norms and rules
(Bakhtin, 2001a; Bakhtin, 2001b). How we approach people, the words we choose, and how we deliver speeches
are all dependent on different speaking contexts and social situations. On September 8, 2009, President Barack
Obama addressed school children with a televised speech (http://www.whitehouse.gov/mediaresources/Prepared-
SchoolRemarks). If you look at the speech he delivered to kids around the country and then at his speeches tar-
geted toward adults, you’ll see lots of differences. These dissimilar speeches are necessary because the audiences
(speaking to kids vs. speaking to adults) have different experiences and levels of knowledge. Ultimately, good
public speaking is a matter of taking into account the cultural background of your audience and attempting to

engage your audience in a dialogue from their own vantage point.

Considering the context of a public speech involves thinking about four dimensions: physical, temporal, social-
psychological, and cultural (DeVito, 2009).

Physical Dimension

The physical dimension of communication involves the real or touchable environment where communication
occurs. For example, you may find yourself speaking in a classroom, a corporate board room, or a large amphithe-
ater. Each of these real environments will influence your ability to interact with your audience. Larger physical
spaces may require you to use a microphone and speaker system to make yourself heard or to use projected pre-

sentation aids to convey visual material.

How the room is physically decorated or designed can also impact your interaction with your audience. If the
room is dimly lit or is decorated with interesting posters, audience members’ minds may start wandering. If the
room is too hot, you’ll find people becoming sleepy. As speakers, we often have little or no control over our phys-

ical environment, but we always need to take it into account when planning and delivering our messages.

Temporal Dimension

According to Joseph DeVito, the temporal dimension “has to do not only with the time of day and moment in
history but also with where a particular message fits into the sequence of communication events” (DeVito, 2009).

The time of day can have a dramatic effect on how alert one’s audience is. Don’t believe us? Try giving a speech
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in front of a class around 12:30 p.m. when no one’s had lunch. It’s amazing how impatient audience members get

once hunger sets in.

In addition to the time of day, we often face temporal dimensions related to how our speech will be viewed in
light of societal events. Imagine how a speech on the importance of campus security would be interpreted on the
day after a shooting occurred. Compare this with the interpretation of the same speech given at a time when the

campus had not had any shootings for years, if ever.

Another element of the temporal dimension is how a message fits with what happens immediately before it. For
example, if another speaker has just given an intense speech on death and dying and you stand up to speak about
something more trivial, people may downplay your message because it doesn’t fit with the serious tone estab-
lished by the earlier speech. You never want to be the funny speaker who has to follow an emotional speech where
people cried. Most of the time in a speech class, you will have no advance notice as to what the speaker before
you will be talking about. Therefore, it is wise to plan on being sensitive to previous topics and be prepared to
ease your way subtly into your message if the situation so dictates.

Social-Psychological Dimension

The social-psychological dimension of context refers to “status relationships among participants, roles and games
that people play, norms of the society or group, and the friendliness, formality, or gravity of the situation” (DeVito,

2009). You have to know the types of people in your audience and how they react to a wide range of messages.

Cultural Dimension

The final context dimension Joseph DeVito mentions is the cultural dimension (DeVito, 2009). When we interact
with others from different cultures, misunderstandings can result from differing cultural beliefs, norms, and prac-
tices. As public speakers engaging in a dialogue with our audience members, we must attempt to understand the
cultural makeup of our audience so that we can avoid these misunderstandings as much as possible.

Each of these elements of context is a challenge for you as a speaker. Throughout the rest of the book, we’ll dis-
cuss how you can meet the challenges presented by the audience and context and become a more effective public

speaker in the process.

Key Takeaways

» Getting your message across to others effectively requires attention to message content, skill in com-
municating content, and your passion for the information presented.

+ The interactional models of communication provide a useful foundation for understanding communi-
cation and outline basic concepts such as sender, receiver, noise, message, channel, encoding, decod-
ing, and feedback. The transactional model builds on the interactional models by recognizing that
people can enact the roles of sender and receiver simultaneously and that interactants cocreate mean-




ing through shared fields of experience.

* The dialogic theory of public speaking understands public speaking as a dialogue between speaker
and audience. This dialogue requires the speaker to understand that meaning depends on the
speaker’s and hearer’s vantage points and that context affects how we must design and deliver our
messages.

Exercises

1. Draw the major models of communication on a piece of paper and then explain how each compo-
nent is important to public speaking.

2. When thinking about your first speech in class, explain the context of your speech using DeVito’s
four dimensions: physical, temporal, social-psychological, and cultural. How might you address
challenges posed by each of these four dimensions?
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1.3 Chapter Exercises

End-of-Chapter Assessment

1. José is a widely sought-after speaker on the topic of environmental pollution. He’s written numer-
ous books on the topic and is always seen as the “go-to” guy by news channels when the topic sur-
faces. What is José?

a. thought leader

b. innovator

c. business strategist

d. rhetorical expert

e. intellectual capitalist
2. Fatima is getting ready for a speech she is delivering to the United Nations. She realizes that there
are a range of relationships among her various audience members. Furthermore, the United Nations
has a variety of norms that are specific to that context. Which of DeVito’s (2009) four aspects of
communication context is Fatima concerned with?

a. physical

b. temporal

c. social-psychological

d. cultural

e. rhetorical

Answer Key




Chapter 2: Ethics Matters: Understanding the
Ethics of Public Speaking

Ethics Today

Pixabay — CCO public domain.

Every day, people around the world make ethical decisions regarding public speech. Is it ever appropriate to lie to
a group of people if it’s in the group’s best interest? As a speaker, should you use evidence within a speech that
you are not sure is correct if it supports the speech’s core argument? As a listener, should you refuse to listen to
a speaker with whom you fundamentally disagree? These three examples represent ethical choices speakers and
listeners face in the public speaking context. In this chapter, we will explore what it means to be both an ethical
speaker and an ethical listener. To help you understand the issues involved with thinking about ethics, this chapter

begins by presenting a model for ethical communication known as the ethics pyramid. We will then show how the
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National Communication Association (NCA) Credo for Ethical Communication can be applied to public speak-

ing. The chapter will conclude with a general discussion of free speech.



2.1 The Ethics Pyramid

Learning Objective

1. Explain how the three levels of the ethics pyramid might be used in evaluating the ethical choices
of a public speaker or listener.

Dannon Loveland — ETHICS — CC BY 2.0.

The word “ethics” can mean different things to different people. Whether it is an ethical lapse in business or pol-
itics or a disagreement about medical treatments and end-of-life choices, people come into contact with ethical
dilemmas regularly. Speakers and listeners of public speech face numerous ethical dilemmas as well. What kinds
of support material and sources are ethical to use? How much should a speaker adapt to an audience without sac-

rificing his or her own views? What makes a speech ethical?
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Figure 2.1 Ethical Pyramid

Intent

Elspeth Tilley, a public communication ethics expert from Massey University, proposes a structured approach to
thinking about ethics (Tilley, 2005). Her ethics pyramid involves three basic concepts: intent, means, and ends.
Figure 2.1 “Ethical Pyramid” illustrates the Tilley pyramid.

Intent

According to Tilley, the first major consideration to be aware of when examining the ethicality of something is the
issue of intent. To be an ethical speaker or listener, it is important to begin with ethical intentions. For example,
if we agree that honesty is ethical, it follows that ethical speakers will prepare their remarks with the intention of
telling the truth to their audiences. Similarly, if we agree that it is ethical to listen with an open mind, it follows

that ethical listeners will be intentional about letting a speaker make his or her case before forming judgments.

One option for assessing intent is to talk with others about how ethical they think a behavior is; if you get a
variety of answers, it might be a sign that the behavior is not ethical and should be avoided. A second option is
to check out existing codes of ethics. Many professional organizations, including the Independent Computer Con-
sultants Association, American Counseling Association, and American Society of Home Inspectors, have codes
of conduct or ethical guidelines for their members. Individual corporations such as Monsanto, Coca-Cola, Intel,
and ConocoPhillips also have ethical guidelines for how their employees should interact with suppliers or clients.
Even when specific ethical codes are not present, you can apply general ethical principles, such as whether a
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behavior is beneficial for the majority or whether you would approve of the same behavior if you were listening

to a speech instead of giving it.

In addition, it is important to be aware that people can engage in unethical behavior unintentionally. For example,
suppose we agree that it is unethical to take someone else’s words and pass them off as your own—a behavior
known as plagiarism. What happens if a speaker makes a statement that he believes he thought of on his own, but
the statement is actually quoted from a radio commentator whom he heard without clearly remembering doing so?

The plagiarism was unintentional, but does that make it ethical?

Means

Tilley describes the means you use to communicate with others as the second level of the ethics pyramid. Accord-
ing to McCroskey, Wrench, and Richmond (McCroskey, Wrench, & Richmond, 2003), “means” are the tools or
behaviors we employ to achieve a desired outcome. We must realize that there are a range of possible behavioral

choices for any situation and that some choices are good, some are bad, and some fall in between.

For example, suppose you want your friend Marty to spend an hour reviewing a draft of your speech according
to criteria, such as audience appropriateness, adequate research, strong support of assertions, and dynamic intro-
duction and conclusion. What means might you use to persuade Marty to do you this favor? You might explain
that you value Marty’s opinion and will gladly return the favor the next time Marty is preparing a speech (good
means), or you might threaten to tell a professor that Marty cheated on a test (bad means). While both of these
means may lead to the same end—having Marty agree to review your speech—one is clearly more ethical than
the other.

Ends

The final part of the ethics pyramid is the ends. According to McCroskey, Wrench, and Richmond (McCroskey,
Wrench, & Richmond, 2003), ends are those outcomes that you desire to achieve. Examples of ends might include
persuading your audience to make a financial contribution for your participation in Relay for Life, persuading a
group of homeowners that your real estate agency would best meet their needs, or informing your fellow students
about newly required university fees. Whereas the means are the behavioral choices we make, the ends are the
results of those choices.

Like intentions and means, ends can be good or bad, or they can fall into a gray area where it is unclear just how
ethical or unethical they are. For example, suppose a city council wants to balance the city’s annual budget. Bal-
ancing the budget may be a good end, assuming that the city has adequate tax revenues and areas of discretionary
spending for nonessential services for the year in question. However, voters might argue that balancing the budget
is a bad end if the city lacks these things for the year in question, because in that case balancing the budget would

require raising taxes, curtailing essential city services, or both.

When examining ends, we need to think about both the source and the receiver of the message or behavior. Some

end results could be good for the source but bad for the receiver, or vice versa. Suppose, for example, that Anita



belongs to a club that is raffling off a course of dancing lessons. Anita sells Ben a ten-dollar raffle ticket. How-
ever, Ben later thinks it over and realizes that he has no desire to take dancing lessons and that if he should win
the raffle, he will never take the lessons. Anita’s club has gained ten dollars—a good end—but Ben has lost ten
dollars—a bad end. Again, the ethical standards you and your audience expect to be met will help in deciding
whether a particular combination of speaker and audience ends is ethical.

Thinking through the Pyramid

Ultimately, understanding ethics is a matter of balancing all three parts of the ethical pyramid: intent, means, and
ends. When thinking about the ethics of a given behavior, Tilley recommends asking yourself three basic ques-
tions:

1. “Have I discussed the ethicality of the behavior with others and come to a general consensus that the

behavior is ethical?”

2. “Does the behavior adhere to known codes of ethics?”

3. “Would I be happy if the outcomes of the behavior were reversed and applied to me?” (Tilley, 2005)
While you do not need to ask yourself these three questions before enacting every behavior as you go through a
day, they do provide a useful framework for thinking through a behavior when you are not sure whether a given

action, or statement, may be unethical. Ultimately, understanding ethics is a matter of balancing all three parts of

the ethical pyramid: intent, means, and ends.

Key Takeaway

* The ethics pyramid is a pictorial way of understanding the three fundamental parts of ethics: intent,
means, and ends. Intent exists at the base of the ethical pyramid and serves as a foundation for deter-
mining the ethics of specific behavior. Means are the tools one uses to accomplish a goal and consti-
tute the second layer of the ethical pyramid. Finally, ends are the results that occur after a specific
behavior has occurred and exist at the top of the pyramid.

Exercises

1. Can you think of a time when you intended to have a “good” end and employed “good” means,
but you ended up accomplishing a “bad” end? Why do you think our ends are not always in line with
our intentions?

2. Ursula is developing a speech on the importance of organ donation. She has found lots of impres-
sive statistics in her research but feels she needs an interesting story to really make an impression on
her audience and persuade them to become organ donors. Ursula can’t find a true story she really
likes, so she takes elements of several stories and pieces them together into a single story. Her




speech is a huge success and six of her classmates sign up to be organ donors immediately after her
presentation. How do we decide whether Ursula’s behavior is ethical?

3. Pablo has been scheduled to work late several nights this week and is very tired by the time his
public speaking class rolls around in the late afternoon. One of his classmates gives a speech about
environmental sustainability and Pablo does not really pay attention to what the classmate is saying.
After the speech, Pablo’s teacher asks him to critique the speech. Because he doesn’t really know
what happened in the speech, Pablo makes a general statement that the speech was pretty good, that
the delivery was OK, and that the organization was fine. Using the ethics pyramid as a guide, in
what ways might Pablo’s response be ethical? In what ways might it be unethical? What are Pablo’s
responsibilities as an ethical listener?
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2.2 Ethics in Public Speaking

Learning Objectives

1. Understand how to apply the National Communication Association (NCA) Credo for Ethical
Communication within the context of public speaking.

2. Understand how you can apply ethics to your public speaking preparation process.

The study of ethics in human communication is hardly a recent endeavor. One of the earliest discussions of ethics
in communication (and particularly in public speaking) was conducted by the ancient Greek philosopher Plato in
his dialogue Phaedrus. In the centuries since Plato’s time, an entire subfield within the discipline of human com-

munication has developed to explain and understand communication ethics.

Communication Code of Ethics

In 1999, the National Communication Association officially adopted the Credo for Ethical Communication (see
the following sidebar). Ultimately, the NCA Credo for Ethical Communication is a set of beliefs communication

scholars have about the ethics of human communication.

National Communication Association Credo for Ethical Communication

Questions of right and wrong arise whenever people communicate. Ethical communication is fundamental
to responsible thinking, decision making, and the development of relationships and communities within
and across contexts, cultures, channels, and media. Moreover, ethical communication enhances human
worth and dignity by fostering truthfulness, fairness, responsibility, personal integrity, and respect for self
and others. We believe that unethical communication threatens the quality of all communication and con-
sequently the well-being of individuals and the society in which we live. Therefore we, the members of the
National Communication Association, endorse and are committed to practicing the following principles of
ethical communication:

»  We advocate truthfulness, accuracy, honesty, and reason as essential to the integrity of communica-
tion.

* We endorse freedom of expression, diversity of perspective, and tolerance of dissent to achieve the
informed and responsible decision making fundamental to a civil society.




* We strive to understand and respect other communicators before evaluating and responding to their
messages.

* We promote access to communication resources and opportunities as necessary to fulfill human
potential and contribute to the well-being of families, communities, and society.

* We promote communication climates of caring and mutual understanding that respect the unique
needs and characteristics of individual communicators.

* We condemn communication that degrades individuals and humanity through distortion, intimida-
tion, coercion, and violence, and through the expression of intolerance and hatred.

» We are committed to the courageous expression of personal convictions in pursuit of fairness and
justice.

* We advocate sharing information, opinions, and feelings when facing significant choices while also
respecting privacy and confidentiality.

*  We accept responsibility for the short- and long-term consequences of our own communication and
expect the same of others.

Source: http://www.natcom.org/Default.aspx?id=134&terms=Credo

Applying the NCA Credo to Public Speaking

The NCA Credo for Ethical Communication is designed to inspire discussions of ethics related to all aspects of
human communication. For our purposes, we want to think about each of these principles in terms of how they
affect public speaking.

We Advocate Truthfulness, Accuracy, Honesty, and Reason as Essential to the Integrity of
Communication


http://www.natcom.org/Default.aspx?id=134&terms=Credo

Carmella Fernando — Promise? — CC BY 2.0.

As public speakers, one of the first ethical areas we should be concerned with is information honesty. While there
are cases where speakers have blatantly lied to an audience, it is more common for speakers to prove a point by
exaggerating, omitting facts that weigh against their message, or distorting information. We believe that speakers
build a relationship with their audiences, and that lying, exaggerating, or distorting information violates this rela-
tionship. Ultimately, a speaker will be more persuasive by using reason and logical arguments supported by facts

rather than relying on emotional appeals designed to manipulate the audience.

It is also important to be honest about where all your information comes from in a speech. As speakers, examine
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your information sources and determine whether they are biased or have hidden agendas. For example, you are
not likely to get accurate information about nonwhite individuals from a neo-Nazi website. While you may not
know all your sources of information firsthand, you should attempt to find objective sources that do not have an
overt or covert agenda that skews the argument you are making. We will discuss more about ethical sources of

information in Chapter 7 “Researching Your Speech” later in this book.

The second part of information honesty is to fully disclose where we obtain the information in our speeches. As
ethical speakers, it is important to always cite your sources of information within the body of a speech. Whether
you conducted an interview or read a newspaper article, you must tell your listeners where the information came
from. We mentioned earlier in this chapter that using someone else’s words or ideas without giving credit is called
plagiarism. The word “plagiarism” stems from the Latin word plagiaries, or kidnapper. The American Psycholog-
ical Association states in its publication manual that ethical speakers do not claim “words and ideas of another as
their own; they give credit where credit is due” (American Psychological Association, 2001).

In the previous sentence, we placed quotation marks around the sentence to indicate that the words came from
the American Psychological Association and not from us. When speaking informally, people sometimes use “air
quotes” to signal direct quotations—but this is not a recommended technique in public speaking. Instead, speakers
need to verbally tell an audience when they are using someone else’s information. The consequences for failing
to cite sources during public speeches can be substantial. When Senator Joseph Biden was running for president
of the United States in 1988, reporters found that he had plagiarized portions of his stump speech from British
politician Neil Kinnock. Biden was forced to drop out of the race as a result. More recently, the student newspaper
at Malone University in Ohio alleged that the university president, Gary W. Streit, had plagiarized material in a

public speech. Streit retired abruptly as a result.

Even if you are not running for president of the United States or serving as a college president, citing sources
is important to you as a student. Many universities have policies that include dismissal from the institution for
student plagiarism of academic work, including public speeches. Failing to cite your sources might result, at best,
in lower credibility with your audience and, at worst, in a failing grade on your assignment or expulsion from
your school. While we will talk in more detail about plagiarism later in this book, we cannot emphasize enough
the importance of giving credit to the speakers and authors whose ideas we pass on within our own speeches and

writing.

Speakers tend to fall into one of three major traps with plagiarism. The first trap is failing to tell the audience the
source of a direct quotation. In the previous paragraph, we used a direct quotation from the American Psycholog-
ical Association; if we had not used the quotation marks and clearly listed where the cited material came from,
you, as a reader, wouldn’t have known the source of that information. To avoid plagiarism, you always need to
tell your audience when you are directly quoting information within a speech.

The second plagiarism trap public speakers fall into is paraphrasing what someone else said or wrote without giv-
ing credit to the speaker or author. For example, you may have read a book and learned that there are three types
of schoolyard bullying. In the middle of your speech you talk about those three types of schoolyard bullying. If
you do not tell your audience where you found that information, you are plagiarizing. Typically, the only infor-
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mation you do not need to cite is information that is general knowledge. General knowledge is information that is
publicly available and widely known by a large segment of society. For example, you would not need to provide
a citation within a speech for the name of Delaware’s capital. Although many people do not know the capital of
Delaware without looking it up, this information is publicly available and easily accessible, so assigning credit to

one specific source is not useful or necessary.

The third plagiarism trap that speakers fall into is re-citing someone else’s sources within a speech. To explain this
problem, let’s look at a brief segment from a research paper written by Wrench, DiMartino, Ramirez, Oviedio,

and Tesfamariam:

The main character on the hit Fox television show House, Dr. Gregory House, has one basic mantra, “It’s a basic truth
of the human condition that everybody lies. The only variable is about what” (Shore & Barclay, 2005). This notion that
“everybody lies” is so persistent in the series that t-shirts have been printed with the slogan. Surprisingly, research has
shown that most people do lie during interpersonal interactions to some degree. In a study conducted by Turner, Edgley,
and Olmstead (1975), the researchers had 130 participants record their own conversations with others. After recording
these conversations, the participants then examined the truthfulness of the statements within the interactions. Only 38.5%
of the statements made during these interactions were labeled as “completely honest.”

In this example, we see that the authors of this paragraph cited information from two external sources: Shore and
Barclay and Tummer, Edgley, and Olmstead. These two groups of authors are given credit for their ideas. The
authors make it clear that they did not produce the television show House or conduct the study that found that only
38.5 percent of statements were completely honest. Instead, these authors cited information found in two other

locations. This type of citation is appropriate.

However, if a speaker read the paragraph and said the following during a speech, it would be plagiarism: “Accord-
ing to Wrench DiMartino, Ramirez, Oviedio, and Tesfamariam, in a study of 130 participants, only 38.5 percent of
the responses were completely honest.” In this case, the speaker is attributing the information cited to the authors
of the paragraph, which is not accurate. If you want to cite the information within your speech, you need to read

the original article by Turner, Edgley, and Olmstead and cite that information yourself.

There are two main reasons we do this. First, Wrench, DiMartino, Ramirez, Oviedio, and Tesfamariam may have
mistyped the information. Suppose the study by Turner, Edgley, and Olstead really actually found that 58.5 per-
cent of the responses were completely honest. If you cited the revised number (38.5 percent) from the paragraph,

you would be further spreading incorrect information.

The second reason we do not re-cite someone else’s sources within our speeches is because it’s intellectually dis-
honest. You owe your listeners an honest description of where the facts you are relating came from, not just the
name of an author who cited those facts. It is more work to trace the original source of a fact or statistic, but by

doing that extra work you can avoid this plagiarism trap.

We Endorse Freedom of Expression, Diversity of Perspective, and Tolerance of Dissent to Achieve
the Informed and Responsible Decision Making Fundamental to a Civil Society

This ethical principle affirms that a civil society depends on freedom of expression, diversity of perspective, and



tolerance of dissent and that informed and responsible decisions can only be made if all members of society are
free to express their thoughts and opinions. Further, it holds that diverse viewpoints, including those that disagree

with accepted authority, are important for the functioning of a democratic society.

If everyone only listened to one source of information, then we would be easily manipulated and controlled. For
this reason, we believe that individuals should be willing to listen to a range of speakers on a given subject. As
listeners or consumers of communication, we should realize that this diversity of perspectives enables us to be
more fully informed on a subject. Imagine voting in an election after listening only to the campaign speeches of
one candidate. The perspective of that candidate would be so narrow that you would have no way to accurately
understand and assess the issues at hand or the strengths and weaknesses of the opposing candidates. Unfortu-
nately, some voters do limit themselves to listening only to their candidate of choice and, as a result, base their

voting decisions on incomplete—and, not infrequently, inaccurate—information.

Listening to diverse perspectives includes being willing to hear dissenting voices. Dissent is by nature uncom-
fortable, as it entails expressing opposition to authority, often in very unflattering terms. Legal scholar Steven H.
Shiffrin has argued in favor of some symbolic speech (e.g., flag burning) because we as a society value the ability
of anyone to express their dissent against the will and ideas of the majority (Shiffrin, 1999). Ethical communica-
tors will be receptive to dissent, no matter how strongly they may disagree with the speaker’s message because

they realize that a society that forbids dissent cannot function democratically.

Ultimately, honoring free speech and seeking out a variety of perspectives is very important for all listeners. We
will discuss this idea further in the chapter on listening.

We Strive to Understand and Respect Other Communicators before Evaluating and Responding to
Their Messages

This is another ethical characteristic that is specifically directed at receivers of a message. As listeners, we often
let our perceptions of a speaker’s nonverbal behavior—his or her appearance, posture, mannerisms, eye contact,
and so on—determine our opinions about a message before the speaker has said a word. We may also find our-
selves judging a speaker based on information we have heard about him or her from other people. Perhaps you
have heard from other students that a particular teacher is a really boring lecturer or is really entertaining in class.
Even though you do not have personal knowledge, you may prejudge the teacher and his or her message based on
information you have been given from others. The NCA credo reminds us that to be ethical listeners, we need to
avoid such judgments and instead make an effort to listen respectfully; only when we have understood a speaker’s

viewpoint are we ready to begin forming our opinions of the message.

Listeners should try to objectively analyze the content and arguments within a speech before deciding how to
respond. Especially when we disagree with a speaker, we might find it difficult to listen to the content of the
speech and, instead, work on creating a rebuttal the entire time the speaker is talking. When this happens, we do

not strive to understand the speaker and do not respect the speaker.

Of course, this does not just affect the listener in the public speaking situation. As speakers, we are often called



upon to evaluate and refute potential arguments against our positions. While we always want our speeches to be
as persuasive as possible, we do ourselves and our audiences a disservice when we downplay, distort, or refuse to
mention important arguments from the opposing side. Fairly researching and evaluating counterarguments is an

important ethical obligation for the public speaker.

We Promote Access to Communication Resources and Opportunities as Necessary to Fulfill
Human Potential and Contribute to the Well-Being of Families, Communities, and Society

Human communication is a skill that can and should be taught. We strongly believe that you can become a better,
more ethical speaker. One of the reasons the authors of this book teach courses in public speaking and wrote this
college textbook on public speaking is that we, as communication professionals, have an ethical obligation to pro-

vide others, including students like you, with resources and opportunities to become better speakers.

We Promote Communication Climates of Caring and Mutual Understanding That Respect the
Unique Needs and Characteristics of Individual Communicators

Speakers need to take a two-pronged approach when addressing any audience: caring about the audience and
understanding the audience. When you as a speaker truly care about your audience’s needs and desires, you avoid
setting up a manipulative climate. This is not to say that your audience will always perceive their own needs and
desires in the same way you do, but if you make an honest effort to speak to your audience in a way that has their
best interests at heart, you are more likely to create persuasive arguments that are not just manipulative appeals.

Second, it is important for a speaker to create an atmosphere of mutual understanding. To do this, you should first
learn as much as possible about your audience, a process called audience analysis. We will discuss this topic in
more detail in the audience analysis chapter.

To create a climate of caring and mutual respect, it is important for us as speakers to be open with our audiences
so that our intentions and perceptions are clear. Nothing alienates an audience faster than a speaker with a hidden
agenda unrelated to the stated purpose of the speech. One of our coauthors once listened to a speaker give a two-
hour talk, allegedly about workplace wellness, which actually turned out to be an infomercial for the speaker’s
weight-loss program. In this case, the speaker clearly had a hidden (or not-so-hidden) agenda, which made the

audience feel disrespected.

We Condemn Communication That Degrades Individuals and Humanity through Distortion,
Intimidation, Coercion, and Violence and through the Expression of Intolerance and Hatred

This ethical principle is very important for all speakers. Hopefully, intimidation, coercion, and violence will not
be part of your public speaking experiences, but some public speakers have been known to call for violence and
incite mobs of people to commit attrocities. Thus distortion and expressions of intolerance and hatred are of spe-

cial concern when it comes to public speaking.



Distortion occurs when someone purposefully twists information in a way that detracts from its original meaning.
Unfortunately, some speakers take information and use it in a manner that is not in the spirit of the original infor-
mation. One place we see distortion frequently is in the political context, where politicians cite a statistic or the
results of a study and either completely alter the information or use it in a deceptive manner. FactCheck.org, a pro-
ject of the Annenberg Public Policy Center (http://www.factcheck.org), and the St. Petersburg Times’s Politifact
(http://www.politifact.com) are nonpartisan organizations devoted to analyzing political messages and demon-

strating how information has been distorted.

Expressions of intolerance and hatred that are to be avoided include using ageist, heterosexist, racist, sexist, and
any other form of speech that demeans or belittles a group of people. Hate speech from all sides of the political
spectrum in our society is detrimental to ethical communication. As such, we as speakers should be acutely aware
of how an audience may perceive words that could be considered bigoted. For example, suppose a school board
official involved in budget negotiations used the word “shekels” to refer to money, which he believes the teachers’
union should be willing to give up (Associated Press, 2011). The remark would be likely to prompt accusations
of anti-Semitism and to distract listeners from any constructive suggestions the official might have for resolving
budget issues. Although the official might insist that he meant no offense, he damaged the ethical climate of the
budget debate by using a word associated with bigotry.

At the same time, it is important for listeners to pay attention to expressions of intolerance or hatred. Extremist
speakers sometimes attempt to disguise their true agendas by avoiding bigoted “buzzwords” and using mild-
sounding terms instead. For example, a speaker advocating the overthrow of a government might use the term
“regime change” instead of “revolution”; similarly, proponents of genocide in various parts of the world have used
the term “ethnic cleansing” instead of “extermination.” By listening critically to the gist of a speaker’s message

as well as the specific language he or she uses, we can see how that speaker views the world.

We Are Committed to the Courageous Expression of Personal Convictions in Pursuit of Fairness
and Justice

We believe that finding and bringing to light situations of inequality and injustice within our society is important.
Public speaking has been used throughout history to point out inequality and injustice, from Patrick Henry arguing
against the way the English government treated the American colonists and Sojourner Truth describing the evils
of slavery to Martin Luther King Jr.’s “I Have a Dream” speech and Army Lt. Dan Choi’s speeches arguing that
the military’s “don’t ask, don’t tell policy” is unjust. Many social justice movements have started because young

public speakers have decided to stand up for what they believe is fair and just.

We Advocate Sharing Information, Opinions, and Feelings When Facing Significant Choices While
Also Respecting Privacy and Confidentiality

This ethical principle involves balancing personal disclosure with discretion. It is perfectly normal for speakers

to want to share their own personal opinions and feelings about a topic; however, it is also important to highlight
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information within a speech that represents your own thoughts and feelings. Your listeners have a right to know

the difference between facts and personal opinions.

Similarly, we have an obligation to respect others’ privacy and confidentiality when speaking. If information is
obtained from printed or publicly distributed material, it’s perfectly appropriate to use that information without
getting permission, as long as you cite it. However, when you have a great anecdote one of your friends told you
in confidence, or access to information that is not available to the general public, it is best to seek permission

before using the information in a speech.

This ethical obligation even has legal implications in many government and corporate contexts. For example, indi-
viduals who work for the Central Intelligence Agency are legally precluded from discussing their work in public
without prior review by the agency. And companies such as Google also have policies requiring employees to

seek permission before engaging in public speaking in which sensitive information might be leaked.

We Accept Responsibility for the Short- and Long-Term Consequences of Our Own
Communication and Expect the Same of Others

The last statement of NCA'’s ethical credo may be the most important one. We live in a society where a speaker’s
message can literally be heard around the world in a matter of minutes, thanks to our global communication net-
works. Extreme remarks made by politicians, media commentators, and celebrities, as well as ordinary people,
can unexpectedly “go viral” with regrettable consequences. It is not unusual to see situations where a speaker talks
hatefully about a specific group, but when one of the speaker’s listeners violently attacks a member of the group,
the speaker insists that he or she had no way of knowing that this could possibly have happened. Washing one’s
hands of responsibility is unacceptable: all speakers should accept responsibility for the short-term and long-term
consequences of their speeches. Although it is certainly not always the speaker’s fault if someone commits an act
of violence, the speaker should take responsibility for her or his role in the situation. This process involves being

truly reflective and willing to examine how one’s speech could have tragic consequences.

Furthermore, attempting to persuade a group of people to take any action means you should make sure that you
understand the consequences of that action. Whether you are persuading people to vote for a political candidate
or just encouraging them to lose weight, you should know what the short-term and long-term consequences of
that decision could be. While our predictions of short-term and long-term consequences may not always be right,
we have an ethical duty to at least think through the possible consequences of our speeches and the actions we

encourage.

Practicing Ethical Public Speaking

Thus far in this section we’ve introduced you to the basics of thinking through the ethics of public speaking.
Knowing about ethics is essential, but even more important to being an ethical public speaker is putting that

knowledge into practice by thinking through possible ethical pitfalls prior to standing up and speaking out. Table



2.1 “Public Speaking Ethics Checklist” is a checklist based on our discussion in this chapter to help you think

through some of these issues.

Table 2.1 Public Speaking Ethics Checklist

Instructions: For each of the following ethical issues, check either “true” or “false.” True False
1. Thave knowingly added information within my speech that is false.

2. Thave attempted to persuade people by unnecessarily tapping into emotion rather than logic.

3. Thave not clearly cited all the information within my speech.

4.  1do not know who my sources of information are or what makes my sources credible.

5. I wrote my speech based on my own interests and really haven’t thought much about my audience.

6. Ihaven’t really thought much about my audience’s needs and desires.

7.  Thave altered some of the facts in my speech to help me be more persuasive.

8.  Some of the language in my speech may be considered bigoted.

9. My goal is to manipulate my audience to my point of view.

10. I sometimes blend in my personal opinions when discussing actual facts during the speech.

11. My personal opinions are just as good as facts, so I don’t bother to distinguish between the two during my speech.
12. T’ve used information in my speech from a friend or colleague that probably shouldn’t be repeated.

13. T’'m using information in my speech that a source gave me even though it was technically “off the record.”

14. It’s just a speech. I really don’t care what someone does with the information when I’m done speaking.

15. Thaven’t really thought about the short- or long-term consequences of my speech.

Scoring: For ethical purposes, all your answers should have been “false.”

Key Takeaways

+ All eight of the principles espoused in the NCA Credo for Ethical Communication can be applied to
public speaking. Some of the principles relate more to the speaker’s role in communication, while
others relate to both the speaker’s and the audience’s role in public speech.

* When preparing a speech, it is important to think about the ethics of public speaking from the begin-
ning. When a speaker sets out to be ethical in his or her speech from the beginning, arriving at ethi-
cal speech is much easier.

Exercises

1. Fill out the “Public Speaking Ethics Checklist” while thinking about your first speech. Did you
mark “true” for any of the statements? If so, why? What can you do as a speaker to get to the point
where you can check them all as “false”?




2. Robert is preparing a speech about legalizing marijuana use in the United States. He knows that
his roommate wrote a paper on the topic last semester and asks his roommate about the paper in an
attempt to gather information. During his speech, Robert orally cites his roommate by name as a
source of his information but does not report that the source is his roommate, whose experience is
based on writing a paper. In what ways does Robert’s behavior violate the guidelines set out in the
NCA Credo for Ethical Communication?
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2.3 Free Speech

Learning Objectives

1. Define the concept of free speech and discuss its origins.
2. Discuss the First Amendment to the US Constitution in terms of free speech.

3. Describe how free speech relates to other freedoms guaranteed by the First Amendment to the US
Constitution.

Soumyadeep Paul — Mouth wide shut — CC BY 2.0.

What Is Free Speech?

Free speech has been a constitutional right since the founding of our nation, and according to Merriam Webster’s
Dictionary of Law, free speech entails “the right to express information, ideas, and opinions free of government
restrictions based on content and subject only to reasonable limitations (as the power of the government to avoid
a clear and present danger) esp. as guaranteed by the First and Fourteenth Amendments to the U.S. Constitution”
(Freedom of speech). Free speech is especially important to us as public speakers because expressing informa-
tion and ideas is the purpose of public speaking. It is also important to audiences of public speeches because free

speech allows us to hear and consider multiple points of view so that we can make more informed decisions.
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The First Amendment to the Constitution

Free speech was so important to the founders of the United States that it is included in the first of the ten amend-
ments to the US Constitution that are known as the Bill of Rights. This is not surprising, considering that many
American colonists had crossed the Atlantic to escape religious persecution and that England had imposed many
restrictions on personal freedoms during the colonial era. The text of the First Amendment reads, “Congress shall
make no law respecting an establishment of religion, or prohibiting the free exercise thereof; or abridging the free-
dom of speech, or of the press; or the right of the people peaceably to assemble, and to petition the Government
for a redress of grievances” (National Archives and Records Administration, 2011).

The freedoms protected by the First Amendment may seem perfectly natural today, but they were controversial in
1791 when the Bill of Rights was enacted. Proponents argued that individuals needed protection from overreach-
ing powers of government, while opponents believed these protections were unnecessary and that amending them

to the Constitution could weaken the union.

Freedom of speech, of the press, of religion, of association, of assembly and petition are all guaranteed in amend-
ments to the US Constitution. Free speech allows us to exercise our other First Amendment rights. Freedom of
assembly means that people can gather to discuss and protest issues of importance to them. If free speech were
not protected, citizens would not be able to exercise their right to protest about activities such as war or policies
such as health care reform.

Free speech does not mean, however, that every US citizen has the legal right to say anything at any time. If your
speech is likely to lead to violence or other illegal acts, it is not protected. One recent example is a 2007 Supreme
Court decision in the Morse et al. v. Frederick case. In this case, a high school student held up a sign reading
“Bong Hits 4 Jesus” across from the school during the 2002 Olympic Torch Relay. The principal suspended the
teenager, and the teen sued the principal for violating his First Amendment rights. Ultimately, the court decided
that the principal had the right to suspend the student because he was advocating illegal behavior (Supreme Court
of the United States, 2007).

The meaning of “free speech” is constantly being debated by politicians, judges, and the public, even within the
United States, where this right has been discussed for over two hundred years. As US citizens, it is important to be
aware of both the protections afforded by free speech and its limits so that we can be both articulate speakers and
critical listeners when issues such as antiwar protests at military funerals or speech advocating violence against

members of specific groups come up within our communities.



Wikimedia Commons — public domain.

Key Takeaways

» Freedom of speech is the right to express information, ideas, and opinions free of government
restrictions based on content and subject only to reasonable limitations.

» Free speech helps us to enact other freedoms protected by the First Amendment, including freedom
of assembly and freedom of religion. Without free speech, we would not be able to assemble in
groups to publically debate and challenge government policies or laws. Without free speech, we
would not be able to exercise our rights to express our religious views even when they are at odds
with popular opinion.

Exercises

1. What are your campus’s internal codes on speech and free speech? Do you have free speech areas
on campus? If so, how are they used and regulated?

2. Some college campuses have experienced controversy in recent years when they invited speakers
such as Ward Churchill or those who deny that the Holocaust occurred to campus. Discuss in a small
group how these controversies reflect the importance of free speech in our society.
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2.4 Chapter Exercises

Speaking Ethically

Jerold Follinsworth is an elected official on the verge of giving the most important speech of his entire
life, but he doesn’t know which speech to give. He looks down at his hands and sees two very different
speeches. The speech in his left hand clearly admits to the public that he has been having an affair with
a senior staffer. The allegations have been around for a few months, but his office has been denying the
allegations as slanderous attacks from his opponents. In his right hand, he has a speech that sidesteps the
affair allegations and focuses on an important policy issue. If Jerold gives the speech in his left hand, an
important initiative for his state will be defeated by his political enemies. If Jerold gives the speech in his
right hand, he will be deceiving the public, but it will lead to increased growth in jobs for his state. Jerold
asked his top speech writer to prepare both speeches. As Jerold waits in the wings for his press conference,
he’s just not sure which speech he should give.

1. What ethical communication choices do you see Jerold as having in this case?

2. How would you analyze Jerold’s decision using the ethical pyramid?

3. How would you apply the National Communication Association (NCA) Credo for Ethical Com-
munication to this case?

End-of-Chapter Assessment

1. Darlene is in the process of preparing a speech on global warming. She knowingly includes a
source from a fringe group that has been previously discredited, but she thinks the source will really
help her drive her argument home. What combination of the ethics pyramid does this case represent?

a. intentional use of bad means

b. intentional use of good means

c. unintentional use of bad means
d. unintentional use of good means
e. intentional use of neutral means

2. Which of the following is not an ethical aspect described by the NCA Credo for Ethical Commu-
nication?




a. freedom of expression

b. access to communication resources and opportunities

c. accepting responsibility for one’s own communication
d. respecting a source before evaluating her or his message

e. promoting ethical standards in business

Answer Key




Chapter 3: Speaking Confidently

Battling Nerves and the Unexpected

Ron Bulovs — Speech! — CC BY 2.0.

One of your biggest concerns about public speaking might be how to deal with nervousness or unexpected events.
If that’s the case, you’re not alone—fear of speaking in public consistently ranks at the top of lists of people’s
common fears. Some people are not joking when they say they would rather die than stand up and speak in front
of a live audience. The fear of public speaking ranks right up there with the fear of flying, death, and spiders
(Wallechinsky, Wallace, & Wallace, 1977). Even if you are one of the fortunate few who don’t typically get ner-
vous when speaking in public, it’s important to recognize things that can go wrong and be mentally prepared for
them. On occasion, everyone misplaces speaking notes, has technical difficulties with a presentation aid, or gets
distracted by an audience member. Speaking confidently involves knowing how to deal with these and other unex-

pected events while speaking.
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In this chapter, we will help you gain knowledge about speaking confidently by exploring what communication
apprehension is, examining the different types and causes of communication apprehension, suggesting strategies
you can use to manage your fears of public speaking, and providing tactics you can use to deal with a variety of

unexpected events you might encounter while speaking.
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3.1 What Is Communication Apprehension?

Learning Objectives

1. Explain the nature of communication apprehension.
2. List the physiological symptoms of communication apprehension.

3. Identify different misconceptions about communication anxiety.

“Speech is a mirror of the soul,” commented Publilius Syrus, a popular writer in 42 BCE (Bartlett, 1919). Other
people come to know who we are through our words. Many different social situations, ranging from job inter-
views to dating to public speaking, can make us feel uncomfortable as we anticipate that we will be evaluated
and judged by others. How well we communicate is intimately connected to our self-image, and the process of
revealing ourselves to the evaluation of others can be threatening whether we are meeting new acquaintances,

participating in group discussions, or speaking in front of an audience.

Definition of Communication Apprehension

According to James McCroskey, communication apprehension is the broad term that refers to an individual’s “fear
or anxiety associated with either real or anticipated communication with another person or persons” (McCroskey,
2001). At its heart, communication apprehension is a psychological response to evaluation. This psychological
response, however, quickly becomes physical as our body responds to the threat the mind perceives. Our bod-
ies cannot distinguish between psychological and physical threats, so we react as though we were facing a Mack
truck barreling in our direction. The body’s circulatory and adrenal systems shift into overdrive, preparing us to
function at maximum physical efficiency—the “flight or fight” response (Sapolsky, 2004). Yet instead of running
away or fighting, all we need to do is stand and talk. When it comes to communication apprehension, our physical
responses are often not well adapted to the nature of the threat we face, as the excess energy created by our body
can make it harder for us to be effective public speakers. But because communication apprehension is rooted in
our minds, if we understand more about the nature of the body’s responses to stress, we can better develop mech-

anisms for managing the body’s misguided attempts to help us cope with our fear of social judgment.

Physiological Symptoms of Communication Apprehension



Isaac Mao — Brain — CC BY 2.0.

There are a number of physical sensations associated with communication apprehension. We might notice our
heart pounding or our hands feeling clammy. We may break out in a sweat. We may have “stomach butterflies” or
even feel nauseated. Our hands and legs might start to shake, or we may begin to pace nervously. Our voices may
quiver, and we may have a “dry mouth” sensation that makes it difficult to articulate even simple words. Breathing
becomes more rapid and, in extreme cases, we might feel dizzy or light-headed. Anxiety about communicating
is profoundly disconcerting because we feel powerless to control our bodies. Furthermore, we may become so
anxious that we fear we will forget our name, much less remember the main points of the speech we are about to

deliver.

The physiological changes produced in the body at critical moments are designed to contribute to the efficient use
of muscles and expand available energy. Circulation and breathing become more rapid so that additional oxygen
can reach the muscles. Increased circulation causes us to sweat. Adrenaline rushes through our body, instruct-
ing the body to speed up its movements. If we stay immobile behind a lectern, this hormonal urge to speed up
may produce shaking and trembling. Additionally, digestive processes are inhibited so we will not lapse into the
relaxed, sleepy state that is typical after eating. Instead of feeling sleepy, we feel butterflies in the pit of our stom-
ach. By understanding what is happening to our bodies in response to the stress of public speaking, we can better

cope with these reactions and channel them in constructive directions.

Any conscious emotional state such as anxiety or excitement consists of two components: a primary reaction of
the central nervous system and an intellectual interpretation of these physiological responses. The physiological
state we label as communication anxiety does not differ from ones we label rage or excitement. Even experienced,

effective speakers and performers experience some communication apprehension. What differs is the mental label
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that we put on the experience. Effective speakers have learned to channel their body’s reactions, using the energy
released by these physiological reactions to create animation and stage presence.

Myths about Communication Apprehension

Speaker at Podium — CC BY 2.0.

A wealth of conventional wisdom surrounds the discomfort of speaking anxiety, as it surrounds almost any phe-
nomenon that makes us uncomfortable. Most of this “folk” knowledge misleads us, directing our attention away
from effective strategies for thinking about and coping with anxiety reactions. Before we look in more detail at
the types of communication apprehension, let’s dispel some of the myths about it.

1. People who suffer from speaking anxiety are neurotic. As we have explained, speaking anxiety is a
normal reaction. Good speakers can get nervous just as poor speakers do. Winston Churchill, for example,
would get physically ill before major speeches in Parliament. Yet he rallied the British people in a time of
crisis. Many people, even the most professional performers, experience anxiety about communicating. Such
a widespread problem, Dr. Joyce Brothers contends, “cannot be attributed to deep-seated neuroses” (Broth-
ers, 2008).

2. Telling a joke or two is always a good way to begin a speech. Humor is some of the toughest material
to deliver effectively because it requires an exquisite sense of timing. Nothing is worse than waiting for a

laugh that does not come. Moreover, one person’s joke is another person’s slander. It is extremely easy to
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offend when using humor. The same material can play very differently with different audiences. For these
reasons, it is not a good idea to start with a joke, particularly if it is not well related to your topic. Humor is
just too unpredictable and difficult for many novice speakers. If you insist on using humor, make sure the
“joke” is on you, not on someone else. Another tip is never to pause and wait for a laugh that may not
come. If the audience catches the joke, fine. If not, you’re not left standing in awkward silence waiting for a
reaction.

3. Imagine the audience is naked. This tip just plain doesn’t work because imagining the audience naked
will do nothing to calm your nerves. As Malcolm Kushner noted, “There are some folks in the audience I
wouldn’t want to see naked—especially if I’m trying not to be frightened” (Kushner, 1999). The audience is
not some abstract image in your mind. It consists of real individuals who you can connect with through
your material. To “imagine” the audience is to misdirect your focus from the real people in front of you to

an “imagined” group. What we imagine is usually more threatening than the reality that we face.

4. Any mistake means that you have “blown it.” We all make mistakes. What matters is not whether we
make a mistake but how well we recover. One of the authors of this book was giving a speech and wanted
to thank a former student in the audience. Instead of saying “former student,” she said, “former friend.”
After the audience stopped laughing, the speaker remarked, “Well, I guess she’ll be a former friend
now!”—which got more laughter from the audience. A speech does not have to be perfect. You just have to

make an effort to relate to the audience naturally and be willing to accept your mistakes.

5. Avoid speaking anxiety by writing your speech out word for word and memorizing it. Memorizing
your speech word for word will likely make your apprehension worse rather than better. Instead of remem-
bering three to five main points and subpoints, you will try to commit to memory more than a thousand bits
of data. If you forget a point, the only way to get back on track is to start from the beginning. You are invit-
ing your mind to go blank by overloading it with details. In addition, audiences do not like to listen to
“canned,” or memorized, material. Your delivery is likely to suffer if you memorize. Audiences appreciate

speakers who talk naturally to them rather than recite a written script.

6. Audiences are out to get you. With only a few exceptions, which we will talk about in Section 3.2 “All
Anxiety Is Not the Same: Sources of Communication Apprehension”, the natural state of audiences is
empathy, not antipathy. Most face-to-face audiences are interested in your material, not in your image.
Watching someone who is anxious tends to make audience members anxious themselves. Particularly in
public speaking classes, audiences want to see you succeed. They know that they will soon be in your shoes
and they identify with you, most likely hoping you’ll succeed and give them ideas for how to make their
own speeches better. If you establish direct eye contact with real individuals in your audience, you will see

them respond to what you are saying, and this response lets you know that you are succeeding.

7. You will look to the audience as nervous as you feel. Empirical research has shown that audiences do
not perceive the level of nervousness that speakers report feeling (Clevenger, 1959). Most listeners judge
speakers as less anxious than the speakers rate themselves. In other words, the audience is not likely to per-
ceive accurately the level of anxiety you might be experiencing. Some of the most effective speakers will
return to their seats after their speech and exclaim they were so nervous. Listeners will respond, “You didn’t

look nervous.” Audiences do not necessarily perceive our fears. Consequently, don’t apologize for your
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nerves. There is a good chance the audience will not notice if you do not point it out to them.

8. A little nervousness helps you give a better speech. This “myth” is true! Professional speakers, actors,
and other performers consistently rely on the heightened arousal of nervousness to channel extra energy
into their performance. People would much rather listen to a speaker who is alert and enthusiastic than one
who is relaxed to the point of boredom. Many professional speakers say that the day they stop feeling ner-
vous is the day they should stop speaking in public. The goal is to control those nerves and channel them

into your presentation.

Key Takeaways

» Communication apprehension refers to the fear or anxiety people experience at the thought of being
evaluated by others. Some anxiety is a normal part of the communication process.

» The psychological threat individuals perceive in the communication situation prompts physiological
changes designed to help the body respond. These physical reactions to stress create the uncomfort-
able feelings of unease called speech anxiety and may include sweaty palms, shaking, butterflies in
the stomach, and dry mouth.

» A great deal of conventional advice for managing stage fright is misleading, including suggestions
that speech anxiety is neurotic, that telling a joke is a good opening, that imagining the audience
naked is helpful, that any mistake is fatal to an effective speech, that memorizing a script is useful,
that audiences are out to get you, and that your audience sees how nervous you really are.

Exercises

1. Create an inventory of the physiological symptoms of communication apprehension you experi-
ence when engaged in public speaking. Which ones are you most interested in learning to manage?

2. With a partner or in a small group, discuss which myths create the biggest problems for public
speakers. Why do people believe in these myths?
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3.2 All Anxiety Is Not the Same: Sources of
Communication Apprehension

Learning Objectives

1. Distinguish among the four different types of communication apprehension.

2. Identify various factors that cause communication apprehension.

We have said that experiencing some form of anxiety is a normal part of the communication process. Most people
are anxious about being evaluated by an audience. Interestingly, many people assume that their nervousness is an
experience unique to them. They assume that other people do not feel anxious when confronting the threat of pub-
lic speaking (McCroskey, 2001). Although anxiety is a widely shared response to the stress of public speaking,
not all anxiety is the same. Many researchers have investigated the differences between apprehension grounded in
personality characteristics and anxiety prompted by a particular situation at a particular time (Witt, et. al., 2006).
McCroskey argues there are four types of communication apprehension: anxiety related to trait, context, audience,
and situation (McCroskey, 2001). If you understand these different types of apprehension, you can gain insight

into the varied communication factors that contribute to speaking anxiety.

Trait Anxiety

Some people are just more disposed to communication apprehension than others. As Witt, Brown, Roberts,
Weisel, Sawyer, and Behnke explain, “Trait anxiety measures how people generally feel across situations and
time periods” (Witt, et. al., 2006). This means that some people feel more uncomfortable than the average person
regardless of the context, audience, or situation. It doesn’t matter whether you are raising your hand in a group
discussion, talking with people you meet at a party, or giving speeches in a class, you’re likely to be uncomfort-
able in all these settings if you experience trait anxiety. While trait anxiety is not the same as shyness, those with
high trait anxiety are more likely to avoid exposure to public speaking situations, so their nervousness might be
compounded by lack of experience or skill (Witt, et. al., 2006). People who experience trait anxiety may never
like public speaking, but through preparation and practice, they can learn to give effective public speeches when

they need to do so.

Context Anxiety



MTEA — Michelle Alexander at Podium — CC BY-NC 2.0.

Context anxiety refers to anxiety prompted by specific communication contexts. Some of the major context factors

that can heighten this form of anxiety are formality, uncertainty, and novelty.

Formality

Some individuals can be perfectly composed when talking at a meeting or in a small group; yet when faced with
a more formal public speaking setting, they become intimidated and nervous. As the formality of the communi-
cation context increases, the stakes are raised, sometimes prompting more apprehension. Certain communication
contexts, such as a press conference or a courtroom, can make even the most confident individuals nervous. One
reason is that these communication contexts presuppose an adversarial relationship between the speaker and some

audience members.

Uncertainty

In addition, it is hard to predict and control the flow of information in such contexts, so the level of uncertainty is
high. The feelings of context anxiety might be similar to those you experience on the first day of class with a new
instructor: you don’t know what to expect, so you are more nervous than you might be later in the semester when

you know the instructor and the class routine better.

Novelty

Additionally, most of us are not experienced in high-tension communication settings. The novelty of the commu-

nication context we encounter is another factor contributing to apprehension. Anxiety becomes more of an issue
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in communication environments that are new to us, even for those who are normally comfortable with speaking

in public.

Most people can learn through practice to cope with their anxiety prompted by formal, uncertain, and novel com-
munication contexts. Fortunately, most public speaking classroom contexts are not adversarial. The opportunities
you have to practice giving speeches reduces the novelty and uncertainty of the public speaking context, enabling

most students to learn how to cope with anxiety prompted by the communication context.

Audience Anxiety

For some individuals, it is not the communication context that prompts anxiety; it is the people in the audience
they face. Audience anxiety describes communication apprehension prompted by specific audience characteris-

tics. These characteristics include similarity, subordinate status, audience size, and familiarity.

You might have no difficulty talking to an audience of your peers in student government meetings, but an audience
composed of parents and students on a campus visit might make you nervous because of the presence of parents
in the audience. The degree of perceived similarity between you and your audience can influence your level of
speech anxiety. We all prefer to talk to an audience that we believe shares our values more than to one that does
not. The more dissimilar we are compared to our audience members, the more likely we are to be nervous. Studies
have shown that subordinate status can also contribute to speaking anxiety (Witt, et. al., 2006). Talking in front of
your boss or teacher may be intimidating, especially if you are being evaluated. The size of the audience can also
play a role: the larger the audience, the more threatening it may seem. Finally, familiarity can be a factor. Some of
us prefer talking to strangers rather than to people we know well. Others feel more nervous in front of an audience

of friends and family because there is more pressure to perform well.

Situational Anxiety

Situational anxiety, McCroskey explains, is the communication apprehension created by “the unique combination
of influences generated by audience, time and context” (McCroskey, 2001). Each communication event involves
several dimensions: physical, temporal, social-psychological, and cultural. These dimensions combine to create a
unique communication situation that is different from any previous communication event. The situation created

by a given audience, in a given time, and in a given context can coalesce into situational anxiety.

For example, I once had to give a presentation at a general faculty meeting on general education assessment. To
my surprise, I found myself particularly nervous about this speech. The audience was familiar to me but was rel-
atively large compared to most classroom settings. I knew the audience well enough to know that my topic was
controversial for some faculty members who resented the mandate for assessment coming from top administra-
tion. The meeting occurred late on a Friday afternoon, and my presentation was scheduled more than an hour
into the two-hour meeting. All these factors combined to produce situational anxiety for me. While I successfully
applied the principles that we will discuss in Section 3.3 “Reducing Communication Apprehension” for managing
stage fright, this speaking situation stands out in my mind as one of the most nerve-wracking speaking challenges

I have ever faced.
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Key Takeaways

» Communication apprehension stems from many sources, including the speaker’s personality charac-
teristics, communication context, nature of the audience, or situation.

* Many factors exaggerate communication apprehension. Formality, familiarity, novelty, perceived
similarity, and subordinate status are a few of the factors that influence our tendency to feel anxious
while speaking.

Exercise

1. Make a list of sources of your communication apprehension. What factors contribute most to your
anxiety about public speaking?
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3.3 Reducing Communication Apprehension

Learning Objectives

1. Explain steps for managing anxiety in the speech preparation process.
2. Identify effective techniques for coping with anxiety during delivery.

3. Recognize the general options available for stress reduction and anxiety management.

Freddie Pena — Nervous? — CC BY-NC 2.0.

Experiencing some nervousness about public speaking is normal. The energy created by this physiological
response can be functional if you harness it as a resource for more effective public speaking. In this section, we
suggest a number of steps that you can take to channel your stage fright into excitement and animation. We will
begin with specific speech-related considerations and then briefly examine some of the more general anxiety man-

agement options available.
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Speech-Related Considerations

Communication apprehension does not necessarily remain constant throughout all the stages of speech preparation
and delivery. One group of researchers studied the ebb and flow of anxiety levels at four stages in the delivery of

a speech. They compared indicators of physiological stress at different milestones in the process:

+ anticipation (the minute prior to starting the speech),
+ confrontation (the first minute of the speech),
* adaptation (the last minute of the speech), and

* release (the minute immediately following the end of the speech) (Witt, et. al., 2006).

These researchers found that anxiety typically peaked at the anticipatory stage. In other words, we are likely to be
most anxious right before we get up to speak. As we progress through our speech, our level of anxiety is likely
to decline. Planning your speech to incorporate techniques for managing your nervousness at different times will
help you decrease the overall level of stress you experience. We also offer a number of suggestions for managing

your reactions while you are delivering your speech.

Think Positively

As we mentioned earlier, communication apprehension begins in the mind as a psychological response. This
underscores the importance of a speaker’s psychological attitude toward speaking. To prepare yourself mentally
for a successful speaking experience, we recommend using a technique called cognitive restructuring. Cognitive
restructuring is simply changing how you label the physiological responses you will experience. Rather than
thinking of public speaking as a dreaded obligation, make a conscious decision to consider it an exciting opportu-
nity. The first audience member that you have to convince is yourself, by deliberately replacing negative thoughts

with positive ones. If you say something to yourself often enough, you will gradually come to believe it.

We also suggest practicing what communication scholars Metcalfe, Beebe, and Beebe call positive self-talk rather
than negative self-talk (Metcalfe, 1994; Beebe, 2000). If you find yourself thinking, “I’m going to forget every-
thing when I get to the front of the room,” turn that negative message around to a positive one. Tell yourself, “I
have notes to remind me what comes next, and the audience won’t know if I don’t cover everything in the order
I planned.” The idea is to dispute your negative thoughts and replace them with positive ones, even if you think
you are “conning” yourself. By monitoring how you talk about yourself, you can unlearn old patterns and change
the ways you think about things that produce anxiety.

Reducing Anxiety through Preparation

As we have said earlier in this chapter, uncertainty makes for greater anxiety. Nothing is more frightening than
facing the unknown. Although no one can see into the future and predict everything that will happen during a

speech, every speaker can and should prepare so that the “unknowns” of the speech event are kept to a minimum.



You can do this by gaining as much knowledge as possible about whom you will be addressing, what you will say,

how you will say it, and where the speech will take place.

Analyze Your Audience

The audience that we imagine in our minds is almost always more threatening than the reality of the people sitting
in front of us. The more information you have about the characteristics of your audience, the more you will be able
to craft an effective message. Since your stage fright is likely to be at its highest in the beginning of your speech,
it is helpful to open the speech with a technique to prompt an audience response. You might try posing a question,
asking for a show of hands, or sharing a story that you know is relevant to your listeners’ experience. When you
see the audience responding to you by nodding, smiling, or answering questions, you will have directed the focus
of attention from yourself to the audience. Such responses indicate success; they are positively reinforcing, and

thus reduce your nervousness.

Clearly Organize Your Ideas

Being prepared as a speaker means knowing the main points of your message so well that you can remember them
even when you are feeling highly anxious, and the best way to learn those points is to create an outline for your
speech. With a clear outline to follow, you will find it much easier to move from one point to the next without

stumbling or getting lost.

A note of caution is in order: you do not want to react to the stress of speaking by writing and memorizing a man-
uscript. Your audience will usually be able to tell that you wrote your speech out verbatim, and they will tune out
very quickly. You are setting yourself up for disaster if you try to memorize a written text because the pressure of
having to remember all those particulars will be tremendous. Moreover, if you have a momentary memory lapse

during a memorized speech, you may have a lot of trouble continuing without starting over at the beginning.

What you do want to prepare is a simple outline that reminds you of the progression of ideas in your speech. What
is important is the order of your points, not the specifics of each sentence. It is perfectly fine if your speech varies

in terms of specific language or examples each time you practice it.

It may be a good idea to reinforce this organization through visual aids. When it comes to managing anxiety,

visual aids have the added benefit of taking attention off the speaker.

Adapt Your Language to the Oral Mode

Another reason not to write out your speech as a manuscript is that to speak effectively you want your language to
be adapted to the oral, not the written, mode. You will find your speaking anxiety more manageable if you speak
in the oral mode because it will help you to feel like you are having a conversation with friends rather than deliv-

ering a formal proclamation.

Appropriate oral style is more concrete and vivid than written style. Effective speaking relies on verbs rather than



nouns, and the language is less complex. Long sentences may work well for novelists such as William Faulkner
or James Joyce, where readers can go back and reread passages two, three, or even seven or eight times. Your

listeners, though, cannot “rewind” you in order to catch ideas they miss the first time through.

Don’t be afraid to use personal pronouns freely, frequently saying “I” and “me”—or better yet, “us” and “we.”
Personal pronouns are much more effective in speaking than language constructions, such as the following “this
author,” because they help you to build a connection with your audience. Another oral technique is to build audi-
ence questions into your speech. Rhetorical questions, questions that do not require a verbal answer, invite the
audience to participate with your material by thinking about the implications of the question and how it might
be answered. If you are graphic and concrete in your language selection, your audience is more likely to listen

attentively. You will be able to see the audience listening, and this feedback will help to reduce your anxiety.

Practice in Conditions Similar to Those You Will Face When Speaking

It is not enough to practice your speech silently in your head. To reduce anxiety and increase the likelihood of a
successful performance, you need to practice out loud in a situation similar to the one you will face when actually
performing your speech. Practice delivering your speech out loud while standing on your feet. If you make a mis-
take, do not stop to correct it but continue all the way through your speech; that is what you will have to do when

you are in front of the audience.

If possible, practice in the actual room where you will be giving your speech. Not only will you have a better sense
of what it will feel like to actually speak, but you may also have the chance to practice using presentation aids and
potentially avoid distractions and glitches like incompatible computers, blown projector bulbs, or sunlight glaring

in your eyes.

Two very useful tools for anxiety-reducing practice are a clock and a mirror. Use the clock to time your speech,
being aware that most novice speakers speak too fast, not too slowly. By ensuring that you are within the time
guidelines, you will eliminate the embarrassment of having to cut your remarks short because you’ve run out of
time or of not having enough to say to fulfill the assignment. Use the mirror to gauge how well you are maintain-
ing eye contact with your audience; it will allow you to check that you are looking up from your notes. It will also
help you build the habit of using appropriate facial expressions to convey the emotions in your speech. While you
might feel a little absurd practicing your speech out loud in front of a mirror, the practice that you do before your

speech can make you much less anxious when it comes time to face the audience.

Watch What You Eat

A final tip about preparation is to watch what you eat immediately before speaking. The butterflies in your stom-
ach are likely to be more noticeable if you skip normal meals. While you should eat normally, you should avoid
caffeinated drinks because they can make your shaking hands worse. Carbohydrates operate as natural sedatives,
so you may want to eat carbohydrates to help slow down your metabolism and to avoid fried or very spicy foods

that may upset your stomach. Especially if you are speaking in the morning, be sure to have breakfast. If you



haven’t had anything to eat or drink since dinner the night before, dizziness and light-headedness are very real

possibilities.
Reducing Nervousness during Delivery

Anticipate the Reactions of Your Body

There are a number of steps you can take to counteract the negative physiological effects of stress on the body.
Deep breathing will help to counteract the effects of excess adrenaline. You can place symbols in your notes, like
“slow down” or ©, that remind you to pause and breathe during points in your speech. It is also a good idea to
pause a moment before you get started to set an appropriate pace from the onset. L.ook at your audience and smile.
It is a reflex for some of your audience members to smile back. Those smiles will reassure you that your audience

members are friendly.

Physical movement helps to channel some of the excess energy that your body produces in response to anxiety.
If at all possible, move around the front of the room rather than remaining imprisoned behind the lectern or grip-
ping it for dear life (avoid pacing nervously from side to side, however). Move closer to the audience and then
stop for a moment. If you are afraid that moving away from the lectern will reveal your shaking hands, use note
cards rather than a sheet of paper for your outline. Note cards do not quiver like paper, and they provide you with
something to do with your hands.

Vocal warm-ups are also important before speaking. Just as athletes warm up before practice or competition and
musicians warm up before playing, speakers need to get their voices ready to speak. Talking with others before
your speech or quietly humming to yourself can get your voice ready for your presentation. You can even sing or
practice a bit of your speech out loud while you’re in the shower (just don’t wake the neighbors), where the warm,
moist air is beneficial for your vocal mechanism. Gently yawning a few times is also an excellent way to stretch

the key muscle groups involved in speaking.

Immediately before you speak, you can relax the muscles of your neck and shoulders, rolling your head gently
from side to side. Allow your arms to hang down your sides and stretch out your shoulders. Isometric exercises
that involve momentarily tensing and then relaxing specific muscle groups are an effective way to keep your mus-

cles from becoming stiff.

Focus on the Audience, Not on Yourself

During your speech, make a point of establishing direct eye contact with your audience members. By looking at
individuals, you establish a series of one-to-one contacts similar to interpersonal communication. An audience
becomes much less threatening when you think of them not as an anonymous mass but as a collection of individ-

uals.

A colleague once shared his worst speaking experience when he reached the front of the room and forgot every-

thing he was supposed to say. When I asked what he saw when he was in the front of the room, he looked at me



like I was crazy. He responded, “I didn’t see anything. All I remember is a mental image of me up there in the
front of the room blowing it.” Speaking anxiety becomes more intense if you focus on yourself rather than con-

centrating on your audience and your material.

Maintain Your Sense of Humor

No matter how well we plan, unexpected things happen. That fact is what makes the public speaking situation so
interesting. When the unexpected happens to you, do not let it rattle you. At the end of a class period late in the
afternoon of a long day, a student raised her hand and asked me if I knew that I was wearing two different colored
shoes, one black and one blue. I looked down and saw that she was right; my shoes did not match. I laughed at
myself, complimented the student on her observational abilities and moved on with the important thing, the mate-

rial I had to deliver.

Stress Management Techniques

Even when we employ positive thinking and are well prepared, some of us still feel a great deal of anxiety about
public speaking. When that is the case, it can be more helpful to use stress management than to try to make the

anxiety go away.

One general technique for managing stress is positive visualization. Visualization is the process of seeing some-
thing in your mind’s eye; essentially it is a form of self-hypnosis. Frequently used in sports training, positive
visualization involves using the imagination to create images of relaxation or ultimate success. Essentially, you
imagine in great detail the goal for which you are striving, say, a rousing round of applause after you give your
speech. You mentally picture yourself standing at the front of the room, delivering your introduction, moving
through the body of your speech, highlighting your presentation aids, and sharing a memorable conclusion. If you
imagine a positive outcome, your body will respond to it as through it were real. Such mind-body techniques cre-
ate the psychological grounds for us to achieve the goals we have imagined. As we discussed earlier, communi-
cation apprehension has a psychological basis, so mind-body techniques such as visualization can be important to
reducing anxiety. It’s important to keep in mind, though, that visualization does not mean you can skip practicing
your speech out loud. Just as an athlete still needs to work out and practice the sport, you need to practice your

speech in order to achieve the positive results you visualize.

Systematic desensitization is a behavioral modification technique that helps individuals overcome anxiety disor-
ders. People with phobias, or irrational fears, tend to avoid the object of their fear. For example, people with a
phobia of elevators avoid riding in elevators—and this only adds to their fear because they never “learn” that rid-
ing in elevators is usually perfectly safe. Systematic desensitization changes this avoidance pattern by gradually

exposing the individual to the object of fear until it can be tolerated.

First, the individual is trained in specific muscle relaxation techniques. Next, the individual learns to respond
with conscious relaxation even when confronted with the situation that previously caused them fear. James
McCroskey used this technique to treat students who suffered from severe, trait-based communication apprehen-

sion (McCroskey, 1972). He found that “the technique was eighty to ninety percent effective” for the people who



received the training (McCroskey, 2001). If you’re highly anxious about public speaking, you might begin a pro-
gram of systematic desensitization by watching someone else give a speech. Once you are able to do this without
discomfort, you would then move to talking about giving a speech yourself, practicing, and, eventually, delivering

your speech.

The success of techniques such as these clearly indicates that increased exposure to public speaking reduces over-
all anxiety. Consequently, you should seek out opportunities to speak in public rather than avoid them. As the
famous political orator William Jennings Bryan once noted, “The ability to speak effectively is an acquirement
rather than a gift” (Carnegie, 1955).

Key Takeaways

» There are many steps you can take during the speech preparation process to manage your communi-
cation apprehension, including thinking positively, analyzing your audience, clearly organizing your
ideas, adapting your language to the oral mode, and practicing.

* You can employ a variety of techniques while you are speaking to reduce your apprehension, such as
anticipating your body’s reactions, focusing on the audience, and maintaining your sense of humor.

» Stress management techniques, including cognitive restructuring and systematic desensitization, can
also be helpful.

Exercises

1. Go to http://www.hypknowsis.com and practice a few of the simple beginning visualization exer-
cises presented there.

2. Make a plan for managing your anxiety before and during your speech that includes specific tech-
niques you want to try before your next public speaking assignment.
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3.4 Coping with the Unexpected

Learning Objectives

1. Identify common difficulties that may fluster even experienced speakers.

2. Describe some basic strategies for dealing with unexpected events during a public speech.

Des Morris — I H8 PC — CC BY-NC-ND 2.0

Even the most prepared, confident public speaker may encounter unexpected challenges during the speech. This
section discusses some common unexpected events and addresses some general strategies for combating the unex-

pected when you encounter it in your own speaking.

Speech Content Issues

Nearly every experienced speaker has gotten to the middle of a presentation and realized that a key notecard is
missing or that he or she skipped important information from the beginning of the speech. When encountering

these difficulties, a good strategy is to pause for a moment to think through what you want to do next. Is it impor-
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tant to include the missing information, or can it be omitted without hurting the audience’s ability to understand
the rest of your speech? If it needs to be included, do you want to add the information now, or will it fit better
later in the speech? It is often difficult to remain silent when you encounter this situation, but pausing for a few
seconds will help you to figure out what to do and may be less distracting to the audience than sputtering through
a few “ums” and “uhs.”

Technical Difficulties

Technology has become a very useful aid in public speaking, allowing us to use audio or video clips, presentation
software, or direct links to websites. However, one of the best known truisms about technology is that it does
break down. Web servers go offline, files will not download in a timely manner, and media are incompatible with
the computer in the presentation room. It is important to always have a backup plan, developed in advance, in
case of technical difficulties with your presentation materials. As you develop your speech and visual aids, think
through what you will do if you cannot show a particular graph or if your presentation slides are hopelessly gar-
bled. Although your beautifully prepared chart may be superior to the oral description you can provide, your abil-

ity to provide a succinct oral description when technology fails can give your audience the information they need.

External Distractions

Although many public speaking instructors directly address audience etiquette during speeches, you’re still likely
to encounter an audience member who walks in late, a ringing cell phone, or even a car alarm going off outside
your classroom. If you are distracted by external events like these, it is often useful, and sometimes necessary (as
in the case of the loud car alarm), to pause and wait so that you can regain the audience’s attention and be heard.

Whatever the unexpected event, your most important job as a speaker is to maintain your composure. It is impor-
tant not to get upset or angry because of these types of glitches—and, once again, the key to this is being fully

prepared. If you keep your cool and quickly implement a “plan B” for moving forward with your speech, your

audience is likely to be impressed and may listen even more attentively to the rest of your presentation.

Key Takeaway

1. Plan ahead for how to cope with unexpected difficulties such as forgetting part of your speech
content, having technical trouble with visual aids, or being interrupted by external distractions.

Exercises

1. Talk to people who engage in public speaking regularly (e.g., teachers and professionals) and find
out what unexpected events have happened when they were giving speeches. What did they do to




deal with these unexpected happenings?

2. Fill out the Personal Report of Communication Apprehension (PRCA24). The measure can be
found at http://www.jamescmccroskey.com/measures/prca24.htm.
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3.5 Chapter Exercises

Test Your Knowledge of Communication Apprehension

Table 3.1 Myths or Facts about Communication Apprehension

1.
2

=

o

10.

Instructions: For each of the following questions, check either “myth” or “fact.”

Audiences will be able to tell how nervous you feel.

Some stage fright might be a good thing, as you can channel it to make your delivery more energetic.
Most audiences are basically hostile, looking to see you make a fool of yourself.

Experienced speakers don’t feel any stage fright.

Most speakers tend to relax as they progress through their speeches.

Moving around the front of the room during your speech will make you less nervous.

Most audiences would rather see a speaker do well.

Focusing on yourself rather than the audience is an effective way to reduce your stage fright.

The positive or negative label you ascribe to the public speaking situation will influence how nervous you
feel.

Telling a joke in your introduction is guaranteed to get the audience on your side.

Scoring: Myths: 1, 3, 4, 8, and 10; Facts: 2, 5, 6, 7, and 9

Myth Fact




Chapter 4: The Importance of Listening

Zach Graves — The Importance of Listening — CC BY-SA 2.0.

“Are you listening to me?” This question is often asked because the speaker thinks the listener is nodding off or
daydreaming. We sometimes think that listening means we only have to sit back, stay barely awake, and let a
speaker’s words wash over us. While many Americans look upon being active as something to admire, to engage
in, and to excel at, listening is often understood as a “passive” activity. More recently, O, the Oprah Magazine
featured a cover article with the title, “How to Talk So People Really Listen: Four Ways to Make Yourself Heard.”
This title leads us to expect a list of ways to leave the listening to others and insist that they do so, but the article
contains a surprise ending. The final piece of advice is this: “You can’t go wrong by showing interest in what
other people say and making them feel important. In other words, the better you listen, the more you’ll be listened
to” (Jarvis, 2009).

You may have heard the adage, “We have two ears but only one mouth”—an easy way to remember that listening
can be twice as important as talking. As a student, you most likely spend many hours in a classroom doing a large

amount of focused listening, yet sometimes it is difficult to apply those efforts to communication in other areas of
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your life. As a result, your listening skills may not be all they could be. In this chapter, we will examine listening

versus hearing, listening styles, listening difficulties, listening stages, and listening critically.
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4.1 Listening vs. Hearing

Learning Objectives

1. Understand the differences between listening and hearing.

2. Explain the benefits of listening.

Kimba Howard — megaphone — CC BY 2.0.

Listening or Hearing

Hearing is an accidental and automatic brain response to sound that requires no effort. We are surrounded by
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sounds most of the time. For example, we are accustomed to the sounds of airplanes, lawn mowers, furnace blow-
ers, the rattling of pots and pans, and so on. We hear those incidental sounds and, unless we have a reason to do
otherwise, we train ourselves to ignore them. We learn to filter out sounds that mean little to us, just as we choose

to hear our ringing cell phones and other sounds that are more important to us.

Figure 4.1 Hearing vs. Listening

Hearing Listening

 Accidental  Focused
« Involuntary - Voluntary
« Effortless . Intentional

Listening, on the other hand, is purposeful and focused rather than accidental. As a result, it requires motivation
and effort. Listening, at its best, is active, focused, concentrated attention for the purpose of understanding the
meanings expressed by a speaker. We do not always listen at our best, however, and later in this chapter we will

examine some of the reasons why and some strategies for becoming more active critical listeners.

Benefits of Listening

Listening should not be taken for granted. Before the invention of writing, people conveyed virtually all knowl-
edge through some combination of showing and telling. Elders recited tribal histories to attentive audiences.
Listeners received religious teachings enthusiastically. Myths, legends, folktales, and stories for entertainment sur-
vived only because audiences were eager to listen. Nowadays, however, you can gain information and entertain-
ment through reading and electronic recordings rather than through real-time listening. If you become distracted
and let your attention wander, you can go back and replay a recording. Despite that fact, you can still gain at least
four compelling benefits by becoming more active and competent at real-time listening.

You Become a Better Student

When you focus on the material presented in a classroom, you will be able to identify not only the words used in a
lecture but their emphasis and their more complex meanings. You will take better notes, and you will more accu-
rately remember the instructor’s claims, information, and conclusions. Many times, instructors give verbal cues
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about what information is important, specific expectations about assignments, and even what material is likely to
be on an exam, so careful listening can be beneficial.

You Become a Better Friend

When you give your best attention to people expressing thoughts and experiences that are important to them, those
individuals are likely to see you as someone who cares about their well-being. This fact is especially true when

you give your attention only and refrain from interjecting opinions, judgments, and advice.

People Will Perceive You as Intelligent and Perceptive

When you listen well to others, you reveal yourself as being curious and interested in people and events. In addi-
tion, your ability to understand the meanings of what you hear will make you a more knowledgeable and thought-
ful person.

Good Listening Can Help Your Public Speaking

When you listen well to others, you start to pick up more on the stylistic components related to how people form
arguments and present information. As a result, you have the ability to analyze what you think works and doesn’t
work in others’ speeches, which can help you transform your speeches in the process. For example, really paying

attention to how others cite sources orally during their speeches may give you ideas about how to more effectively

cite sources in your presentation.

Key Takeaways

* Hearing is the physiological process of attending to sound within one’s environment; listening, how-
ever, is a focused, concentrated approach to understanding the message a source is sending.

» Learning how to be an effective listener has numerous advantages. First, effective listening can help
you become a better student. Second, effective listening can help you become more effective in your
interpersonal relationships. Third, effective listening can lead others to perceive you as more intelli-
gent. Lastly, effective listening can help you become a stronger public speaker.

Exercise

1. With a partner, discuss how you find out when you haven’t been listening carefully. What are
some of the consequences of poor listening?




4.2 Listening Styles

Learning Objectives

1. Understand the nature of listening styles.
2. Explain the people listening style.

3. Explain the action listening style.

4. Explain the content listening style.

5. Explain the time listening style.

John Benson — Listening Styles — CC BY 2.0.

If listening were easy, and if all people went about it in the same way, the task for a public speaker would be much
easier. Even Aristotle, as long ago as 325 BC, recognized that listeners in his audience were varied in listening
style. He differentiated them as follows:

Rhetoric falls into three divisions, determined by the three classes of listeners to speeches. For of the three elements in
speech-making—speaker, subject, and person addressed—it is the last one, the hearer, that determines the speech’s end
and object. The hearer must be either a judge, with a decision to make about things past or future, or an observer. A
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member of the assembly decides about future events, a juryman about past events: while those who merely decide on the
orator’s skill are observers (Aristotle, c. 350 BCE).

Thus Aristotle classified listeners into those who would be using the speech to make decisions about past events,
those who would make decisions affecting the future, and those who would evaluate the speaker’s skills. This is
all the more remarkable when we consider that Aristotle’s audiences were composed exclusively of male citizens

of one city-state, all prosperous property owners.

Our audiences today are likely to be much more heterogeneous. Think about the classroom audience that will lis-
ten to your speeches in this course. Your classmates come from many religious and ethnic backgrounds. Some of
them may speak English as a second language. Some might be survivors of war-torn parts of the world such as
Bosnia, Darfur, or northwest China. Being mindful of such differences will help you prepare a speech in which

you minimize the potential for misunderstanding.

Part of the potential for misunderstanding is the difference in listening styles. In an article in the International
Journal of Listening, Watson, Barker, and Weaver (Watson, et al., 1995) identified four listening styles: people,

action, content, and time.

People

The people-oriented listener is interested in the speaker. People-oriented listeners listen to the message in order to
learn how the speaker thinks and how they feel about their message. For instance, when people-oriented listeners
listen to an interview with a famous rap artist, they are likely to be more curious about the artist as an individual
than about music, even though the people-oriented listener might also appreciate the artist’s work. If you are a
people-oriented listener, you might have certain questions you hope will be answered, such as: Does the artist feel
successful? What’s it like to be famous? What kind of educational background does he or she have? In the same
way, if we’re listening to a doctor who responded to the earthquake crisis in Haiti, we might be more interested
in the doctor as a person than in the state of affairs for Haitians. Why did he or she go to Haiti? How did he or
she get away from his or her normal practice and patients? How many lives did he or she save? We might be less

interested in the equally important and urgent needs for food, shelter, and sanitation following the earthquake.

The people-oriented listener is likely to be more attentive to the speaker than to the message. If you tend to be

such a listener, understand that the message is about what is important to the speaker.

Action

Action-oriented listeners are primarily interested in finding out what the speaker wants. Does the speaker want
votes, donations, volunteers, or something else? It’s sometimes difficult for an action-oriented speaker to listen

through the descriptions, evidence, and explanations with which a speaker builds his or her case.

Action-oriented listening is sometimes called task-oriented listening. In it, the listener seeks a clear message about
what needs to be done, and might have less patience for listening to the reasons behind the task. This can be espe-

cially true if the reasons are complicated. For example, when you’re a passenger on an airplane waiting to push



back from the gate, a flight attendant delivers a brief speech called the preflight safety briefing. The flight atten-
dant does not read the findings of a safety study or the regulations about seat belts. The flight attendant doesn’t
explain that the content of his or her speech is actually mandated by the Federal Aviation Administration. Instead,
the attendant says only to buckle up so we can leave. An action-oriented listener finds “buckling up” a more com-
pelling message than a message about the underlying reasons.

Content

Content-oriented listeners are interested in the message itself, whether it makes sense, what it means, and whether
it’s accurate. When you give a speech, many members of your classroom audience will be content-oriented lis-
teners who will be interested in learning from you. You therefore have an obligation to represent the truth in the
fullest way you can. You can emphasize an idea, but if you exaggerate, you could lose credibility in the minds
of your content-oriented audience. You can advocate ideas that are important to you, but if you omit important
limitations, you are withholding part of the truth and could leave your audience with an inaccurate view.

Imagine you’re delivering a speech on the plight of orphans in Africa. If you just talk about the fact that there
are over forty-five million orphansin Africa but don’t explain why, you’ll sound like an infomercial. In such an
instance, your audience’s response is likely to be less enthusiastic than you might want. Instead, content-oriented
listeners want to listen to well-developed information with solid explanations.

Time

People using a time-oriented listening style prefer a message that gets to the point quickly. Time-oriented listeners
can become impatient with slow delivery or lengthy explanations. This kind of listener may be receptive for only
a brief amount of time and may become rude or even hostile if the speaker expects a longer focus of attention.
Time-oriented listeners convey their impatience through eye rolling, shifting about in their seats, checking their
cell phones, and other inappropriate behaviors. If you’ve been asked to speak to a group of middle-school stu-
dents, you need to realize that their attention spans are simply not as long as those of college students. This is
an important reason speeches to young audiences must be shorter, or broken up by more variety than speeches to
adults.

In your professional future, some of your audience members will have real time constraints, not merely perceived
ones. Imagine that you’ve been asked to deliver a speech on a new project to the board of directors of a local
corporation. Chances are the people on the board of directors are all pressed for time. If your speech is long and
filled with overly detailed information, time-oriented listeners will simply start to tune you out as you’re speak-
ing. Obviously, if time-oriented listeners start tuning you out, they will not be listening to your message. This is
not the same thing as being a time-oriented listener who might be less interested in the message content than in its
length.



Key Takeaways

A listening style is a general manner in which an individual attends to the messages of another per-
son.

» People-oriented listeners pay attention to the personal details of a speaker and not to the speaker’s
actual message.

» Action-oriented listeners pay attention to the physical actions a speaker wants the listener to engage
in.
» Content-oriented listeners pay attention to the meaning and credibility of a speaker’s message.

» Time-oriented listeners pay attention to messages that are short and concise as a result of limited
attention spans or limited time commitments.

Exercises

1. In a small group, discuss what each person’s usual listening style is. Under what circumstances
might you practice a different listening style?

2. Make a list of benefits and drawbacks to each of the listening styles discussed in this section.

3. As you prepare for your next speech, identify ways that you can adapt your message to each of the
listening styles noted in this section.
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4.3 Why Listening Is Difficult

Learning Objectives

1. Understand the types of noise that can affect a listener’s ability to attend to a message.

2. Explain how a listener’s attention span can limit the listener’s ability to attend to a speaker’s mes-
sage.

3. Analyze how a listener’s personal biases can influence her or his ability to attend to a message.

4. Define receiver apprehension and the impact it can have on a listener’s ability to attend to a mes-
sage.

Ian T. McFarland — Listen — CC BY-SA 2.0.

At times, everyone has difficulty staying completely focused during a lengthy presentation. We can sometimes
have difficulty listening to even relatively brief messages. Some of the factors that interfere with good listening
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might exist beyond our control, but others are manageable. It’s helpful to be aware of these factors so that they

interfere as little as possible with understanding the message.

Noise

Noise is one of the biggest factors to interfere with listening; it can be defined as anything that interferes with your
ability to attend to and understand a message. There are many kinds of noise, but we will focus on only the four
you are most likely to encounter in public speaking situations: physical noise, psychological noise, physiological

noise, and semantic noise.

Physical Noise

Physical noisef

consists of various sounds in an environment that interfere with a source’s ability to hear. Construction noises
right outside a window, planes flying directly overhead, or loud music in the next room can make it difficult to
hear the message being presented by a speaker even if a microphone is being used. It is sometimes possible to
manage the context to reduce the noise. Closing a window might be helpful. Asking the people in the next room
to turn their music down might be possible. Changing to a new location is more difficult, as it involves finding a

new location and having everyone get there.

Psychological Noise

Psychological noise consists of distractions to a speaker’s message caused by a receiver’s internal thoughts. For
example, if you are preoccupied with personal problems, it is difficult to give your full attention to understanding
the meanings of a message. The presence of another person to whom you feel attracted, or perhaps a person you

dislike intensely, can also be psychosocial noise that draws your attention away from the message.

Physiological Noise

Physiological noise consists of distractions to a speaker’s message caused by a listener’s own body. Maybe you’re
listening to a speech in class around noon and you haven’t eaten anything. Your stomach may be growling and
your desk is starting to look tasty. Maybe the room is cold and you’re thinking more about how to keep warm
than about what the speaker is saying. In either case, your body can distract you from attending to the information

being presented.

Semantic Noise

Semantic noise occurs when a receiver experiences confusion over the meaning of a source’s word choice. While
you are attempting to understand a particular word or phrase, the speaker continues to present the message. While
you are struggling with a word interpretation, you are distracted from listening to the rest of the message. One of

the authors was listening to a speaker who mentioned using a sweeper to clean carpeting. The author was con-



fused, as she did not see how a broom would be effective in cleaning carpeting. Later, the author found out that
the speaker was using the word “sweeper” to refer to a vacuum cleaner; however, in the meantime, her listening
was hurt by her inability to understand what the speaker meant. Another example of semantic noise is euphemism.
Euphemism is diplomatic language used for delivering unpleasant information. For instance, if someone is said to
be “flexible with the truth,” it might take us a moment to understand that the speaker means this person sometimes

lies.



Figure 4.2 Types of Noise
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Many distractions are the fault of neither the listener nor the speaker. However, when you are the speaker, being
aware of these sources of noise can help you reduce some of the noise that interferes with your audience’s ability

to understand you.

Attention Span

A person can only maintain focused attention for a finite length of time. In his 1985 book Amusing Ourselves to
Death: Public Discourse in the Age of Show Business, New York University’s Steinhardt School of Education pro-
fessor Neil Postman argued that modern audiences have lost the ability to sustain attention to a message (Postman,
1985). More recently, researchers have engaged in an ongoing debate over whether Internet use is detrimental to
attention span (Carr, 2010). Whether or not these concerns are well founded, you have probably noticed that even
when your attention is “glued” to something in which you are deeply interested, every now and then you pause to

do something else, such as getting a drink of water, stretching, or looking out the window.

The limits of the human attention span can interfere with listening, but listeners and speakers can use strategies to
prevent this interference. As many classroom instructors know, listeners will readily renew their attention when
the presentation includes frequent breaks in pacing (Middendorf & Kalish, 1996). For example, a fifty- to seventy-
five-minute class session might include some lecture material alternated with questions for class discussion, video
clips, handouts, and demonstrations. Instructors who are adept at holding listeners’ attention also move about the
front of the room, writing on the board, drawing diagrams, and intermittently using slide transparencies or Pow-

erPoint slides.

If you have instructors who do a good job of keeping your attention, they are positive role models showing strate-

gies you can use to accommodate the limitations of your audience’s attention span.

Receiver Biases

Good listening involves keeping an open mind and withholding judgment until the speaker has completed the
message. Conversely, biased listening is characterized by jumping to conclusions; the biased listener believes, “I
don’t need to listen because I already know what I think.” Receiver biases can refer to two things: biases with
reference to the speaker and preconceived ideas and opinions about the topic or message. Both can be considered

noise. Everyone has biases, but good listeners have learned to hold them in check while listening.

The first type of bias listeners can have is related to the speaker. Often a speaker stands up and an audience mem-
ber simply doesn’t like the speaker, so the audience member may not listen to the speaker’s message. Maybe you
have a classmate who just gets under your skin for some reason, or maybe you question a classmate’s competence
on a given topic. When we have preconceived notions about a speaker, those biases can interfere with our ability

to listen accurately and competently to the speaker’s message.

The second type of bias listeners can have is related to the topic or content of the speech. Maybe the speech topic
is one you’ve heard a thousand times, so you just tune out the speech. Or maybe the speaker is presenting a topic

or position you fundamentally disagree with. When listeners have strong preexisting opinions about a topic, such



as the death penalty, religious issues, affirmative action, abortion, or global warming, their biases may make it
difficult for them to even consider new information about the topic, especially if the new information is inconsis-
tent with what they already believe to be true. As listeners, we have difficulty identifying our biases, especially
when they seem to make sense. However, it is worth recognizing that our lives would be very difficult if no one
ever considered new points of view or new information. We live in a world where everyone can benefit from clear

thinking and open-minded listening.

Listening or Receiver Apprehension

Listening or receiver apprehension is the fear that you might be unable to understand the message or process
the information correctly or be able to adapt your thinking to include the new information coherently (Wheeless,
1975). In some situations, you might worry that the information presented will be “over your head”—too complex,

technical, or advanced for you to understand adequately.

Many students will actually avoid registering for courses in which they feel certain they will do poorly. In other
cases, students will choose to take a challenging course only if it’s a requirement. This avoidance might be under-
standable but is not a good strategy for success. To become educated people, students should take a few courses
that can shed light on areas where their knowledge is limited.

As a speaker, you can reduce listener apprehension by defining terms clearly and using simple visual aids to hold
the audience’s attention. You don’t want to underestimate or overestimate your audience’s knowledge on a subject,
so good audience analysis is always important. If you know your audience doesn’t have special knowledge on a
given topic, you should start by defining important terms. Research has shown us that when listeners do not feel
they understand a speaker’s message, their apprehension about receiving the message escalates. Imagine that you
are listening to a speech about chemistry and the speaker begins talking about “colligative properties.” You may
start questioning whether you’re even in the right place. When this happens, apprehension clearly interferes with
a listener’s ability to accurately and competently understand a speaker’s message. As a speaker, you can lessen
the listener’s apprehension by explaining that colligative properties focus on how much is dissolved in a solution,
not on what is dissolved in a solution. You could also give an example that they might readily understand, such as
saying that it doesn’t matter what kind of salt you use in the winter to melt ice on your driveway, what is important

is how much salt you use.

Key Takeaways

+ Listeners are often unable to accurately attend to messages because of four types of noise. Physical
noise is caused by the physical setting a listener is in. Psychological noise exists within a listener’s
own mind and prevents him or her from attending to a speaker’s message. Physiological noise exists
because a listener’s body is feeling some sensation that prevents him or her from attending to a
speaker’s message. Semantic noise is caused by a listener’s confusion over the meanings of words
used by a speaker.




» All audiences have a limited attention span. As a speaker, you must realize how long you can rea-
sonably expect an audience to listen to your message.

 Listeners must be aware of the biases they have for speakers and the topics speakers choose. Biases
can often prevent a listener from accurately and competently listening to a speaker’s actual message.

» Receiver apprehension is the fear that a listener might be unable to understand the message, process
the information correctly, or adapt thinking to include new information coherently. Speakers need to
make sure their messages are appropriate to the audience’s knowledge level and clearly define and
explain all terms that could lead to increased anxiety.

Exercises

1. In a group, discuss what distracts you most from listening attentively to a speaker. Have you
found ways to filter out or manage the distraction?

2. This chapter refers to psychological noise as one of the distractions you might experience. Identify
strategies you have successfully used to minimize the impact of the specific psychological noises
you have experienced.

3. Make a list of biases you might have as a listener. You can think about how you’d answer such
questions as, With whom would I refuse to be seen socially or in public? Who would I reject as a
trustworthy person to help if I were in danger? What topics do I refuse to discuss? The answers to
these questions might provide useful insights into your biases as a listener.
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4.4 Stages of Listening

Learning Objectives

1. Explain the receiving stage of listening.

2. Explain the understanding stage of listening.
3. Explain the remembering stage of listening.
4. Explain the evaluating stage of listening.

5. Explain the responding stage of listening.

6. Understand the two types of feedback listeners give to speakers.

Figure 4.3 Stages of Feedback

Stage 1 Stage 2 Stage 2 Stage 2 Stage 5
Receiving Understanding Remembering Evaluating Feedback

As you read earlier, there are many factors that can interfere with listening, so you need to be able to manage a
number of mental tasks at the same time in order to be a successful listener. Author Joseph DeVito has divided the
listening process into five stages: receiving, understanding, remembering, evaluating, and responding (DeVito,
2000).

Receiving

Receiving is the intentional focus on hearing a speaker’s message, which happens when we filter out other sources
so that we can isolate the message and avoid the confusing mixture of incoming stimuli. At this stage, we are
still only hearing the message. Notice in Figure 4.3 “Stages of Feedback” that this stage is represented by the ear

because it is the primary tool involved with this stage of the listening process.

One of the authors of this book recalls attending a political rally for a presidential candidate at which about five
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thousand people were crowded into an outdoor amphitheater. When the candidate finally started speaking, the
cheering and yelling was so loud that the candidate couldn’t be heard easily despite using a speaker system. In
this example, our coauthor had difficulty receiving the message because of the external noise. This is only one
example of the ways that hearing alone can require sincere effort, but you must hear the message before you can
continue the process of listening.

Understanding

In the understanding stage, we attempt to learn the meaning of the message, which is not always easy. For one
thing, if a speaker does not enunciate clearly, it may be difficult to tell what the message was—did your friend say,
“I think she’ll be late for class,” or “my teacher delayed the class”? Notice in Figure 4.3 “Stages of Feedback” that
stages two, three, and four are represented by the brain because it is the primary tool involved with these stages of

the listening process.

Even when we have understood the words in a message, because of the differences in our backgrounds and expe-
rience, we sometimes make the mistake of attaching our own meanings to the words of others. For example, say
you have made plans with your friends to meet at a certain movie theater, but you arrive and nobody else shows
up. Eventually you find out that your friends are at a different theater all the way across town where the same
movie is playing. Everyone else understood that the meeting place was the “west side” location, but you wrongly

understood it as the “east side” location and therefore missed out on part of the fun.

The consequences of ineffective listening in a classroom can be much worse. When your professor advises stu-
dents to get an “early start” on your speech, he or she probably hopes that you will begin your research right away
and move on to developing a thesis statement and outlining the speech as soon as possible. However, students in
your class might misunderstand the instructor’s meaning in several ways. One student might interpret the advice
to mean that as long as she gets started, the rest of the assignment will have time to develop itself. Another student
might instead think that to start early is to start on the Friday before the Monday due date instead of Sunday night.

So much of the way we understand others is influenced by our own perceptions and experiences. Therefore, at the
understanding stage of listening we should be on the lookout for places where our perceptions might differ from

those of the speaker.

Remembering

Remembering begins with listening; if you can’t remember something that was said, you might not have been
listening effectively. Wolvin and Coakley note that the most common reason for not remembering a message after
the fact is because it wasn’t really learned in the first place (Wolvin & Coakley, 1996). However, even when you
are listening attentively, some messages are more difficult than others to understand and remember. Highly com-
plex messages that are filled with detail call for highly developed listening skills. Moreover, if something distracts
your attention even for a moment, you could miss out on information that explains other new concepts you hear

when you begin to listen fully again.



It’s also important to know that you can improve your memory of a message by processing it meaningfully—that
is, by applying it in ways that are meaningful to you (Gluck, et al., 2008). Instead of simply repeating a new
acquaintance’s name over and over, for example, you might remember it by associating it with something in your
own life. “Emily,” you might say, “reminds me of the Emily I knew in middle school,” or “Mr. Impiari’s name
reminds me of the Impala my father drives.”

Finally, if understanding has been inaccurate, recollection of the message will be inaccurate too.

Evaluating

The fourth stage in the listening process is evaluating, or judging the value of the message. We might be thinking,
“This makes sense” or, conversely, “This is very odd.” Because everyone embodies biases and perspectives
learned from widely diverse sets of life experiences, evaluations of the same message can vary widely from one
listener to another. Even the most open-minded listeners will have opinions of a speaker, and those opinions will
influence how the message is evaluated. People are more likely to evaluate a message positively if the speaker

speaks clearly, presents ideas logically, and gives reasons to support the points made.

Unfortunately, personal opinions sometimes result in prejudiced evaluations. Imagine you’re listening to a speech
given by someone from another country and this person has an accent that is hard to understand. You may have a
hard time simply making out the speaker’s message. Some people find a foreign accent to be interesting or even
exotic, while others find it annoying or even take it as a sign of ignorance. If a listener has a strong bias against
foreign accents, the listener may not even attempt to attend to the message. If you mistrust a speaker because of
an accent, you could be rejecting important or personally enriching information. Good listeners have learned to

refrain from making these judgments and instead to focus on the speaker’s meanings.

Responding

Responding—sometimes referred to as feedback—is the fifth and final stage of the listening process. It’s the stage
at which you indicate your involvement. Almost anything you do at this stage can be interpreted as feedback. For
example, you are giving positive feedback to your instructor if at the end of class you stay behind to finish a sen-
tence in your notes or approach the instructor to ask for clarification. The opposite kind of feedback is given by
students who gather their belongings and rush out the door as soon as class is over. Notice in Figure 4.3 “Stages of
Feedback” that this stage is represented by the lips because we often give feedback in the form of verbal feedback;

however, you can just as easily respond nonverbally.

Formative Feedback

Not all response occurs at the end of the message. Formative feedback is a natural part of the ongoing transaction
between a speaker and a listener. As the speaker delivers the message, a listener signals his or her involvement
with focused attention, note-taking, nodding, and other behaviors that indicate understanding or failure to under-

stand the message. These signals are important to the speaker, who is interested in whether the message is clear



and accepted or whether the content of the message is meeting the resistance of preconceived ideas. Speakers can
use this feedback to decide whether additional examples, support materials, or explanation is needed.

Summative Feedback

Summative feedback is given at the end of the communication. When you attend a political rally, a presentation
given by a speaker you admire, or even a class, there are verbal and nonverbal ways of indicating your apprecia-
tion for or your disagreement with the messages or the speakers at the end of the message. Maybe you’ll stand up
and applaud a speaker you agreed with or just sit staring in silence after listening to a speaker you didn’t like. In
other cases, a speaker may be attempting to persuade you to donate to a charity, so if the speaker passes a bucket
and you make a donation, you are providing feedback on the speaker’s effectiveness. At the same time, we do not
always listen most carefully to the messages of speakers we admire. Sometimes we simply enjoy being in their
presence, and our summative feedback is not about the message but about our attitudes about the speaker. If your
feedback is limited to something like, “I just love your voice,” you might be indicating that you did not listen

carefully to the content of the message.

There is little doubt that by now, you are beginning to understand the complexity of listening and the great poten-
tial for errors. By becoming aware of what is involved with active listening and where difficulties might lie,
you can prepare yourself both as a listener and as a speaker to minimize listening errors with your own public

speeches.

Key Takeaways

» The receiving stage of listening is the basic stage where an individual hears a message being sent by
a speaker.

» The understanding stage of listening occurs when a receiver of a message attempts to figure out the
meaning of the message.

» The remembering stage of listening is when a listener either places information into long-term mem-
ory or forgets the information presented.

» The evaluating stage of listening occurs when a listener judges the content of the message or the
character of the speaker.

» The responding stage of listening occurs when a listener provides verbal or nonverbal feedback
about the speaker or message.

» During the responding stage of listening, listeners can provide speakers with two types of feedback
designed to help a speaker know whether a listener is understanding and what the listener thinks of a
message. Formative feedback is given while the speaker is engaged in the act of speech making.
Summative feedback is given at the conclusion of a speech.




Exercises

1. Make a list of some of the abstract words you have misunderstood. What were the consequences
of the misunderstanding?

2. Reflect on your listening in class or in other settings where remembering information is important.
What keeps you from remembering important information accurately?

3. Give an example of a time when you felt that your message was misunderstood or treated with
shallow attention. How did you know your message had been misunderstood or rejected? What does
this mean you must do as a student of public speaking?
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4.5 Listening Critically

Learning Objectives

1. Define and explain critical listening and its importance in the public speaking context.
2. Understand six distinct ways to improve your ability to critically listen to speeches.

3. Evaluate what it means to be an ethical listener.

Kizzzbeth — Good Listener — CC BY-SA 2.0.

As a student, you are exposed to many kinds of messages. You receive messages conveying academic information,
institutional rules, instructions, and warnings; you also receive messages through political discourse, advertise-
ments, gossip, jokes, song lyrics, text messages, invitations, web links, and all other manner of communication.
You know it’s not all the same, but it isn’t always clear how to separate the truth from the messages that are mis-

leading or even blatantly false. Nor is it always clear which messages are intended to help the listener and which
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ones are merely self-serving for the speaker. Part of being a good listener is to learn when to use caution in evalu-

ating the messages we hear.

Critical listening in this context means using careful, systematic thinking and reasoning to see whether a message
makes sense in light of factual evidence. Critical listening can be learned with practice but is not necessarily easy
to do. Some people never learn this skill; instead, they take every message at face value even when those mes-
sages are in conflict with their knowledge. Problems occur when messages are repeated to others who have not yet
developed the skills to discern the difference between a valid message and a mistaken one. Critical listening can
be particularly difficult when the message is complex. Unfortunately, some speakers may make their messages
intentionally complex to avoid critical scrutiny. For example, a city treasurer giving a budget presentation might
use very large words and technical jargon, which make it difficult for listeners to understand the proposed budget

and ask probing questions.

Six Ways to Improve Your Critical Listening

Critical listening is first and foremost a skill that can be learned and improved. In this section, we are going to

explore six different techniques you can use to become a more critical listener.

Recognizing the Difference between Facts and Opinions

Senator Daniel Patrick Moynihan is credited with saying, “Everyone is entitled to their own opinions, but they are
not entitled to their own facts” (Wikiquote). Part of critical listening is learning to separate opinions from facts,
and this works two ways: critical listeners are aware of whether a speaker is delivering a factual message or a
message based on opinion, and they are also aware of the interplay between their own opinions and facts as they

listen to messages.

In American politics, the issue of health care reform is heavily laden with both opinions and facts, and it is
extremely difficult to sort some of them out. A clash of fact versus opinion happened on September 9, 2010, dur-
ing President Obama’s nationally televised speech to a joint session of Congress outlining his health care reform
plan. In this speech, President Obama responded to several rumors about the plan, including the claim “that our
reform effort will insure illegal immigrants. This, too, is false—the reforms I’'m proposing would not apply to
those who are here illegally.” At this point, one congressman yelled out, “You lie!” Clearly, this congressman did
not have a very high opinion of either the health care reform plan or the president. However, when the nonpartisan
watch group Factcheck.org examined the language of the proposed bill, they found that it had a section titled “No
Federal Payment for Undocumented Aliens” (Factcheck.org, 2009).

Often when people have a negative opinion about a topic, they are unwilling to accept facts. Instead, they question

all aspects of the speech and have a negative predisposition toward both the speech and the speaker.

This is not to say that speakers should not express their opinions. Many of the greatest speeches in history include
personal opinions. Consider, for example, Martin Luther King Jr.’s famous “I Have a Dream” speech, in which

he expressed his personal wish for the future of American society. Critical listeners may agree or disagree with a



speaker’s opinions, but the point is that they know when a message they are hearing is based on opinion and when

it is factual.

Uncovering Assumptions

If something is factual, supporting evidence exists. However, we still need to be careful about what evidence does
and does not mean. Assumptions are gaps in a logical sequence that listeners passively fill with their own ideas
and opinions and may or may not be accurate. When listening to a public speech, you may find yourself being
asked to assume something is a fact when in reality many people question that fact. For example, suppose you’re
listening to a speech on weight loss. The speaker talks about how people who are overweight are simply not moti-
vated or lack the self-discipline to lose weight. The speaker has built the speech on the assumption that motiva-
tion and self-discipline are the only reasons why people can’t lose weight. You may think to yourself, what about
genetics? By listening critically, you will be more likely to notice unwarranted assumptions in a speech, which
may prompt you to question the speaker if questions are taken or to do further research to examine the validity of
the speaker’s assumptions. If, however, you sit passively by and let the speaker’s assumptions go unchallenged,

you may find yourself persuaded by information that is not factual.

When you listen critically to a speech, you might hear information that appears unsupported by evidence. You
shouldn’t accept that information unconditionally. You would accept it under the condition that the speaker offers

credible evidence that directly supports it.

Table 4.1 Facts vs. Assumptions

Facts Assumptions

Facts are verified by clear, unambiguous evidence. Assumptions are not supported by evidence.

Most facts can be tested. Assumptions about the future cannot be tested in the present.

Be Open to New Ideas

Sometimes people are so fully invested in their perceptions of the world that they are unable to listen receptively
to messages that make sense and would be of great benefit to them. Human progress has been possible, sometimes
against great odds, because of the mental curiosity and discernment of a few people. In the late 1700s when the
technique of vaccination to prevent smallpox was introduced, it was opposed by both medical professionals and
everyday citizens who staged public protests (Edward Jenner Museum). More than two centuries later, vaccina-
tions against smallpox, diphtheria, polio, and other infectious diseases have saved countless lives, yet popular

opposition continues.

In the world of public speaking, we must be open to new ideas. Let’s face it, people have a tendency to filter
out information they disagree with and to filter in information that supports what they already believe. Nicolaus
Copernicus was a sixteenth-century astronomer who dared to publish a treatise explaining that the earth revolves

around the sun, which was a violation of Catholic doctrine. Copernicus’s astronomical findings were labeled



heretical and his treatise banned because a group of people at the time were not open to new ideas. In May of
2010, almost five hundred years after his death, the Roman Catholic Church admitted its error and reburied his
remains with the full rites of Catholic burial (Owen, 2010).

While the Copernicus case is a fairly dramatic reversal, listeners should always be open to new ideas. We are not
suggesting that you have to agree with every idea that you are faced with in life; rather, we are suggesting that you

at least listen to the message and then evaluate the message.

Rely on Reason and Common Sense

If you are listening to a speech and your common sense tells you that the message is illogical, you very well might
be right. You should be thinking about whether the speech seems credible and coherent. In this way, your use of

common sense can act as a warning system for you.

One of our coauthors once heard a speech on the environmental hazards of fireworks. The speaker argued that
fireworks (the public kind, not the personal kind people buy and set off in their backyards) were environmentally
hazardous because of litter. Although there is certainly some paper that makes it to the ground before burning up,
the amount of litter created by fireworks displays is relatively small compared to other sources of litter, including
trash left behind by all the spectators watching fireworks at public parks and other venues. It just does not make

sense to identify a few bits of charred paper as a major environmental hazard.

If the message is inconsistent with things you already know, if the argument is illogical, or if the language is exag-
gerated, you should investigate the issues before accepting or rejecting the message. Often, you will not be able
to take this step during the presentation of the message; it may take longer to collect enough knowledge to make

that decision for yourself.

However, when you are the speaker, you should not substitute common sense for evidence. That’s why during
a speech it’s necessary to cite the authority of scholars whose research is irrefutable, or at least highly credible.
It is all too easy to make a mistake in reasoning, sometimes called fallacy, in stating your case. We will discuss
these fallacies in more detail in Chapter 8 “Supporting Ideas and Building Arguments”. One of the most common
fallacies is post hoc, ergo propter hoc, a “common sense” form of logic that translates roughly as “after the fact,
therefore because of the fact.” The argument says that if A happened first, followed by B, then A caused B. We
know the outcome cannot occur earlier than the cause, but we also know that the two events might be related indi-
rectly or that causality works in a different direction. For instance, imagine a speaker arguing that because the sun
rises after a rooster’s crow, the rooster caused the sun to rise. This argument is clearly illogical because roosters
crow many times each day, and the sun’s rising and setting do not change according to crowing or lack thereof.
But the two events are related in a different way. Roosters tend to wake up and begin crowing at first light, about

forty-five minutes before sunrise. Thus it is the impending sunrise that causes the predawn crowing.

In Chapter 2 “Ethics Matters: Understanding the Ethics of Public Speaking”, we pointed out that what is “common
sense” for people of one generation or culture may be quite the opposite for people of a different generation or

culture. Thus it is important not to assume that your audience shares the beliefs that are, for you, common sense.
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Likewise, if the message of your speech is complex or controversial, you should consider the needs of your audi-
ence and do your best to explain its complexities factually and logically, not intuitively.

Relate New Ideas to Old Ones

As both a speaker and a listener, one of the most important things you can do to understand a message is to relate
new ideas to previously held ideas. Imagine you’re giving a speech about biological systems and you need to use
the term “homeostasis,” which refers to the ability of an organism to maintain stability by making constant adjust-
ments. To help your audience understand homeostasis, you could show how homeostasis is similar to adjustments
made by the thermostats that keep our homes at a more or less even temperature. If you set your thermostat for
seventy degrees and it gets hotter, the central cooling will kick in and cool your house down. If your house gets
below seventy degrees, your heater will kick in and heat your house up. Notice that in both cases your thermostat
is making constant adjustments to stay at seventy degrees. Explaining that the body’s homeostasis works in a sim-
ilar way will make it more relevant to your listeners and will likely help them both understand and remember the

idea because it links to something they have already experienced.

If you can make effective comparisons while you are listening, it can deepen your understanding of the message.
If you can provide those comparisons for your listeners, you make it easier for them to give consideration to your
ideas.

Take Notes

Note-taking is a skill that improves with practice. You already know that it’s nearly impossible to write down
everything a speaker says. In fact, in your attempt to record everything, you might fall behind and wish you had

divided your attention differently between writing and listening.

Careful, selective note-taking is important because we want an accurate record that reflects the meanings of the
message. However much you might concentrate on the notes, you could inadvertently leave out an important
word, such as not, and undermine the reliability of your otherwise carefully written notes. Instead, if you give the

same care and attention to listening, you are less likely to make that kind of a mistake.

It’s important to find a balance between listening well and taking good notes. Many people struggle with this bal-
ance for a long time. For example, if you try to write down only key phrases instead of full sentences, you might
find that you can’t remember how two ideas were related. In that case, too few notes were taken. At the opposite

end, extensive note-taking can result in a loss of emphasis on the most important ideas.

To increase your critical listening skills, continue developing your ability to identify the central issues in messages

so that you can take accurate notes that represent the meanings intended by the speaker.

Listening Ethically



Ben Smith — String telephone — CC BY-SA 2.0.

Ethical listening rests heavily on honest intentions. We should extend to speakers the same respect we want to
receive when it’s our turn to speak. We should be facing the speaker with our eyes open. We should not be check-

ing our cell phones. We should avoid any behavior that belittles the speaker or the message.

Scholars Stephanie Coopman and James Lull emphasize the creation of a climate of caring and mutual under-
standing, observing that “respecting others’ perspectives is one hallmark of the effective listener” (Coopman &
Lull, 2008). Respect, or unconditional positive regard for others, means that you treat others with consideration
and decency whether you agree with them or not. Professors Sprague, Stuart, and Bodary (Sprague, et al., 2010).
also urge us to treat the speaker with respect even when we disagree, don’t understand the message, or find the
speech boring.

Doug Lippman (1998) (Lippman, 1998), a storytelling coach, wrote powerfully and sensitively about listening in
his book:

Like so many of us, I used to take listening for granted, glossing over this step as I rushed into the more active, visible
ways of being helpful. Now, I am convinced that listening is the single most important element of any helping relation-
ship.

Listening has great power. It draws thoughts and feelings out of people as nothing else can. When someone listens to you
well, you become aware of feelings you may not have realized that you felt. You have ideas you may have never thought
before. You become more eloquent, more insightful....

As a helpful listener, I do not interrupt you. I do not give advice. I do not do something else while listening to you. I do
not convey distraction through nervous mannerisms. I do not finish your sentences for you. In spite of all my attempts to
understand you, I do not assume I know what you mean.
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I do not convey disapproval, impatience, or condescension. If I am confused, I show a desire for clarification, not dislike
for your obtuseness. I do not act vindicated when you misspeak or correct yourself.

I do not sit impassively, withholding participation.

Instead, I project affection, approval, interest, and enthusiasm. I am your partner in communication. I am eager for your
imminent success, fascinated by your struggles, forgiving of your mistakes, always expecting the best. I am your delighted
listener (Lippman, 1998).

This excerpt expresses the decency with which people should treat each other. It doesn’t mean we must accept
everything we hear, but ethically, we should refrain from trivializing each other’s concerns. We have all had the
painful experience of being ignored or misunderstood. This is how we know that one of the greatest gifts one

human can give to another is listening.

Key Takeaways

* Critical listening is the process a listener goes through using careful, systematic thinking and reason-
ing to see whether a speaker’s message makes sense in light of factual evidence. When listeners are
not critical of the messages they are attending to, they are more likely to be persuaded by illogical
arguments based on opinions and not facts.

* Critical listening can be improved by employing one or more strategies to help the listener analyze
the message: recognize the difference between facts and opinions, uncover assumptions given by the
speaker, be open to new ideas, use both reason and common sense when analyzing messages, relate
new ideas to old ones, and take useful notes.

» Being an ethical listener means giving respectful attention to the ideas of a speaker, even though you
may not agree with or accept those ideas.

Exercises

1. Think of a time when you were too tired or distracted to give your full attention to the ideas in a
speech. What did you do? What should you have done?

2. Give an example of a mistake in reasoning that involved the speaker mistaking an assumption for
fact.
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4.6 Chapter Exercises

Speaking Ethically

Imagine that you’re in the audience when the main speaker proposes an action that is so offensive to you
that you earnestly want to stand up and walk right out of the room. You are sitting near the end of a row, so
it would be possible to do so. You notice that other people are listening intently. You hope others will not
assume that by your presence, you show that you agree. What is the most ethical choice?

1. Continue listening to be sure your understanding is accurate and to see whether the speaker
explains the point of view in a way that makes it more acceptable.
2. Interrupt the speaker so other listeners won’t be “taken in” by the message.

3. Walk out as a symbolic gesture of disagreement.

End-of-Chapter Assessment

1. The difference between hearing and listening is

a. very small; the two processes amount to about the same thing
b. hearing is mindful and intentional, but listening is effortless
c. hearing is effortless, but listening is mindful and intentional

d. hearing requires strong motivation and attention, but listening is an automatic human
response to speech

e. hearing depends on listening, but listening does not depend on hearing
2. Although you are a strong advocate of First Amendment rights, especially the protection of reli-

gious freedom, you find an exception to your beliefs when a speaker defends the rights of separatist
religious sects to practice polygamy. Which of these responses is most ethical?

a. Wait until the end of the presentation, then stand up and insist that the speaker listen to your
rebuttal, just as you have listened to him or her.
b. Seek a way to infiltrate the sect in order to investigate the truth of what’s really going on.

c. Go home to look up passages in the Bible that either support or refute the speakers claims,
then write an anonymous letter to a newspaper opinion page.




d. Sit quietly and listen to the speech to decide whether the message contains elements of value
or whether to leave your original opinion unmodified.

e. Have a sense of humor; lighten the mood with a little laughter.

3. Which of the following statements is best?

a. A fact is carefully reasoned.

b. A fact is verifiable by authoritative evidence.

c. A carefully considered opinion is as good as factual evidence.
d. Assumptions are always wrong.

e. Opinions, even expert opinions, never belong in human discourse.

4. What is critical listening?

a. negative judgments listeners develop during a speech

b. the practice of detecting flaws in a speech

c. a listener’s use of his or her opinions in order to mentally refute factual details in the speech
d. the rejection of a message

e. careful scrutiny of the ideas and logical elements of a speech

5. Listening to a speech with an open mind means

a. accepting the claims and conclusions of the speech

b. listening in order to learn

c. listening in order to quote the speaker later

d. replacing your outdated knowledge with the newer information in the speech

e. you must allow the speaker his or her First Amendment rights

l.c
2.d
3.b
4. e
5.b

Answer Key




Chapter 5: Audience Analysis

What Is an Audience Analysis?

Kim Davies — US Constitution — CC BY-NC-ND 2.0.

One of the consequences of the First Amendment to the Constitution, which protects our right to speak freely, is
that we focus so much on what we want to say that we often overlook the question of who our audience is. Does
your audience care what you as a speaker think? Can they see how your speech applies to their lives and interests?
The act of public speaking is a shared activity that involves interaction between speaker and audience. In order for
your speech to get a fair hearing, you need to create a relationship with your listeners. Scholars Sprague, Stuart,
and Bodary explain, “Speakers do not give speeches to audiences; they jointly create meaning with audiences”
(Sprague, et al., 2010). The success of your speech rests in large part on how your audience receives and under-
stands it.

Think of a time when you heard a speech that sounded “canned” or that fell flat because the audience didn’t “get
it.” Chances are that this happened because the speaker neglected to consider that public speaking is an audience-
centered activity. Worse, lack of consideration for one’s audience can result in the embarrassment of alienating
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listeners by telling a joke they don’t appreciate, or using language they find offensive. The best way to reduce the
risk of such situations is to conduct an audience analysis as you prepare your speech.

Audience analysis is the process of gathering information about the people in your audience so that you can under-
stand their needs, expectations, beliefs, values, attitudes, and likely opinions. In this chapter, we will first examine
some reasons why audience analysis is important. We will then describe three different types of audience analysis
and some techniques to use in conducting audience analysis. Finally, we will explain how you can use your audi-

ence analysis not only during the creation of your speech but also while you are delivering it.
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5.1 Why Conduct an Audience Analysis

Learning Objectives

1. Understand the value of acknowledging your audience.
2. Understand how to choose a worthwhile topic.
3. Explain how to adapt your speech to your audience’s needs.

4. Explain the value of speaking with credibility.

Valerie Everett — Questions? — CC BY-SA 2.0.

Acknowledge the Audience

Picture yourself in front of the audience, about to deliver your speech. This is the moment when your relationship
with your audience begins, and the quality of this relationship will influence how receptive they will be to your
ideas, or at least how willing they’ll be to listen to what you have to say. One of the best ways to initiate this
relationship is by finding a way to acknowledge your audience. This can be as simple as establishing eye contact
and thanking them for coming to hear your presentation. If they’ve braved bad weather, are missing a world-class
sports event, or are putting up with an inconvenience such as a stuffy conference room, tell them how much you
appreciate their presence in spite of the circumstances. This can go a long way toward getting them “on board”
with your message.
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For a political candidate who is traveling from town to town giving what may be perceived as the same campaign
speech time and time again, a statement like “It’s great to be here in Springfield, and I want to thank the West
Valley League of Women Voters and our hosts, the Downtown Senior Center, for the opportunity to be with you
today” lets the audience know that the candidate has at least taken the trouble to tailor the speech to the present
audience. Stephanie Coopman and James Lull tell us that Microsoft chairman Bill Gates often adapts to his audi-
ences by thanking them for their participation in the computer industry or for their preparation to participate in
an electronic world. The authors say, “Even those brief acknowledgments let audience members know that Gates
had prepared his speech with them in mind” (Coopman & Lull, 2009). We will cover audience acknowledgment
further in Chapter 10 “Creating the Body of a Speech”.

Choose a Worthwhile Topic

Your selection of a topic should reflect your regard for the audience. There is no universal list of good or bad
topics, but you have an ethical responsibility to select a topic that will be worth listening to. As a student, you are
probably sensitive to how unpleasant it would be to listen to a speech on a highly complex or technical topic that
you found impossible to understand. However, have you considered that audiences do not want to waste their time
or attention listening to a speech that is too simple? Many students find themselves tempted to choose an easy
topic, or a topic they already know a great deal about. This is an understandable temptation; if you are like most
students, you have many commitments and the demands on your time are considerable. Many experts encourage
students to begin with something they already know. However, our experience tells us that students often do this
simply to reduce their workload. For example, if the purpose of your speech is to inform or persuade students
in your public speaking class, a topic such as fitness, drunk driving, the Greek system (campus fraternities and
sororities), or credit card responsibility may be easy for you to address, but it is unlikely to go very far toward
informing your audience, and in all likelihood, it will not be persuading them either. Instead, your audience mem-
bers and your professor will quickly recognize that you were thinking of your own needs rather than those of your

audience.

To avoid this trap, it behooves you to seek a topic that will be novel and interesting both for you and for your
audience. It will also be important to do some credible research in order to ensure that even the most informed
audience members will learn something from you. There are many topics that could provide a refreshing departure
from your usual academic studies. Topics such as the Bermuda Triangle, biopiracy, the environmental niche of
sharks, the green lifestyle, and the historic Oneida Community all provide interesting views of human and natural
phenomena not usually provided in public education. Such topics might be more likely to hold the interest of your

classroom audience than topics they’ve heard about time and time again.

You should be aware that your audience will not have the same set of knowledge that you do. For instance, if you
are speaking about biopiracy, you should probably define it and give a clear example. If your speech is on the
green lifestyle, it would be important to frame it as a realistic choice, not a goal so remote as to be hopeless. In
each case, you should use audience analysis to consider how your audience will respond to you, your topic, and

your message.
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Clarity

Nothing is more lamentable than a rhetorical actor who endeavors to make grandiose the impressions of others
through the utilization of an elephantine albeit nonsensical argot—or nothing is worse than a speaker who tries to
impress the audience with a giant vocabulary that no one understands. In the first portion of the preceding sen-
tence, we pulled out as many polysyllabic words as we could find. Unfortunately, most people will just find the
sentence wordy and the meaning will pass right over their heads. As such, we as public speakers must ensure that

we are clear in what we say.

Make sure that you state your topic clearly at the outset, using words that your audience will understand. Letting
them know what to expect from your speech shows consideration for them as listeners and lets them know that

you value their time and attention.

Throughout your speech, define your terms clearly and carefully in order to avoid misleading or alarming people
by mistake. Be careful not to use jargon or “insider” language that will exclude listeners who aren’t “in the know.”
If you approach audience analysis in haste, you might find yourself presenting a speech with no clear message.
You might avoid making any statements outright from fear of offending. It is much better to know to whom you’re

speaking and to present a clear, decisive message that lets listeners know what you think.

Controversial Topics Are Important and Risky

Some of the most interesting topics are controversial. They are controversial topics because people have deeply
felt values and beliefs on different sides of those topics. For instance, before you choose nuclear energy as your
topic, investigate the many voices speaking out both in favor and against increasing its use. Many people perceive
nuclear energy as a clean, reliable, and much-needed source of energy. Others say that even the mining of uranium
is harmful to the environment, that we lack satisfactory solutions for storing nuclear waste, and that nuclear power
plants are vulnerable to errors and attacks. Another group might view the issue economically, believing that indus-
try needs nuclear energy. Engineers might believe that if the national grid could be modernized, we would have
enough energy, and that we should strive to use and waste less energy until modernization is feasible. Some might
feel deep concern about our reliance on foreign oil. Others might view nuclear energy as more tried-and-true than

other alternatives. The topic is extremely controversial, and yet it is interesting and very important.

You shouldn’t avoid controversy altogether, but you should choose your topic carefully. Moreover, how you treat
your audience is just as important as how you treat your topic. If your audience has widely diverse views, take
the time to acknowledge the concerns they have. Treat them as intelligent people, even if you don’t trust the com-

pleteness or the accuracy of their beliefs about your topic.

Adapt Your Speech to Audience Needs

When preparing a speech for a classroom audience consisting of other students and your professor, you may feel
that you know their interests and expectations fairly well. However, we learn public speaking in order to be able

to address other audiences where we can do some good. In some cases, your audience might consist of young chil-



dren who are not ready to accept the fact that a whale is not a fish or that the moon is always round even though it
sometimes appears to be a crescent or a half circle. In other cases, your audience might include retirees living on

fixed incomes and who therefore might not agree that raising local taxes is a vital “investment in the future.”

Even in an audience that appears to be homogeneous—composed of people who are very similar to one
another—different listeners will understand the same ideas in different ways. Every member of every audience
has his or her own frame of reference—the unique set of perspectives, experience, knowledge, and values belong-
ing to every individual. An audience member who has been in a car accident caused by a drunk driver might not
appreciate a lighthearted joke about barhopping. Similarly, stressing the importance of graduate school might be
discouraging to audience members who don’t know whether they can even afford to stay in college to complete

an undergraduate degree.

These examples illustrate why audience analysis—the process of learning all you reasonably can about your audi-
ence—is so centrally important. Audience analysis includes consideration of demographic information, such as
the gender, age range, marital status, race, and ethnicity of the people in your audience. Another, perhaps less
obvious, demographic factor is socioeconomic status, which refers to a combination of characteristics including
income, wealth, level of education, and occupational prestige. Each of these dimensions gives you some informa-
tion about which kinds of topics, and which aspects of various topics, will be well received.

Suppose you are preparing to give an informative speech about early childhood health care. If your audience is a
group of couples who have each recently had a new baby and who live in an affluent suburb, you can expect that
they will be young adults with high socioeconomic status; they will likely be eager to know about the very best
available health care for their children, whether they are healthy or have various medical problems. In contrast,
if your audience is a group of nurses, they may differ in age, but will be similar in education and occupational
prestige. They will already know quite a lot about the topic, so you will want to find an aspect that may be new
for them, such as community health care resources for families with limited financial resources or for referring
children with special needs. As another example, if you are addressing a city council committee that is consider-

ing whether to fund a children’s health care initiative, your audience is likely to have very mixed demographics.

Audience analysis also takes into account what market researchers call psychographic information, which is more
personal and more difficult to predict than demographics. Psychographic information involves the beliefs, atti-
tudes, and values that your audience members embrace. Respecting your audience means that you avoid offend-
ing, excluding, or trivializing the beliefs and values they hold. Returning to the topic of early childhood health
care, you can expect new parents to be passionate about wanting the best for their child. The psychographics of a
group of nurses would revolve around their professional competence and the need to provide “standard of care”
for their patients. In a city council committee meeting, the topic of early childhood health care may be a highly
personal and emotional issue for some of your listeners, while for others it may be strictly a matter of dollars and

cents.

Consider Audience Diversity

Diversity is a key dimension of audience membership and, therefore, of audience analysis. While the term “diver-



sity” is often used to refer to racial and ethnic minorities, it is important to realize that audiences can be diverse
in many other ways as well. Being mindful of diversity means being respectful of all people and striving to avoid
racism, ethnocentrism, sexism, ageism, elitism, and other assumptions. An interesting “ism” that is not often men-
tioned is chronocentrism, or the assumption that people today are superior to people who lived in earlier eras
(Russell, 1991).

Sociologists John R. Logan and Wenquan Zhang analyzed racial and ethnic diversity in US cities and observed
a pattern that rewrites the traditional “rules” of neighborhood change (Logan & Zhang, 2010). Whereas in our
grandparents’ day a racially mixed neighborhood was one with African American and white residents, in recent
decades, many more people from a variety of Asian and Latin American countries have immigrated to the United
States. As a result, many cities have neighborhoods that are richly diverse with Asian, Hispanic, and African
American cultural influences as well as those of white European Americans. Each cultural group consists of peo-
ple from many communities and occupations. Each cultural group came to the United States for different reasons
and came from different communities and occupations within their original cultures. Even though it can be easy
to assume that people from a culture are exactly like each other, we undermine our credibility when we create our

message as though members of these cultures are carbon copies of each other.

One of the author’s classes included two students from China. During a discussion of cultural similarity and dif-
ference, one remarked, “I thought we would have the same tastes in food because we are both from China, but she

likes different spices and cooking techniques than I do.”

While race, ethnicity, and culture may be relatively visible aspects of diversity, there are many other aspects that
are less obvious, so your audience is often more diverse than you might initially think. Suppose you are going to
give a talk on pool safety to residents of a very affluent suburban community—will all your audience members
be wealthy? No. There might be some who are unemployed, some who are behind on their mortgage payments,
some who live in rented rooms, not to mention some who work as babysitters or housekeepers. Furthermore, if
your listeners have some characteristic in common, it doesn’t mean that they all think alike. For instance, if your
audience consists of people who are members of military families, don’t assume that they all have identical beliefs
about national security. If there are many business students in your audience, don’t assume they all agree about
the relative importance of ethics and profits. Instead, recognize that a range of opinion exists.

This is where the frame of reference we mentioned earlier becomes an important concept. People have a wide
variety of reasons for making the choices they make and for doing the things they do. For instance, a business
student, while knowing that profitability is important, might have a strong interest in green lifestyles, low energy
use, and alternative energy sources, areas of economic development that might require a great deal of investment
before profits are realized. In fact, some business students may want to be involved in a paradigm shift away from

“business as usual.”

These examples illustrate how important it is to use audience analysis to avoid stereotyping—taking for granted
that people with a certain characteristic in common have the same likes, dislikes, values, and beliefs. All members

of our audiences deserve to have the same sensitivity and the same respect extended to them as unique individ-



uals. Respecting diversity is not merely a responsibility within public speaking; it should be a responsibility we
strive to embrace in all our human interactions.

Avoid Offending Your Audience

It might seem obvious that speakers should use audience analysis to avoid making offensive remarks, but even
very experienced speakers sometimes forget this basic rule. If you were an Anglo-American elected official
addressing a Latino audience, would you make a joke about a Mexican American person’s name sounding similar
to the name of a popular brand of tequila? In fact, a state governor did just that in June 2011. Not suprisingly, news
organizations covering the event reported that the joke fell flat (Shahid, 2011). People are members of groups
they didn’t choose and can’t change. We didn’t choose our race, ethnicity, sex, age, sexual orientation, intellectual
potential, or appearance. We already know that jokes aimed at people because of their membership in these groups

are not just politically incorrect but also ethically wrong.

It is not only insensitive humor that can offend an audience. Speakers also need to be aware of language and non-
verbal behaviors that state or imply a negative message about people based on their various membership groups.
Examples include language that suggests that all scientists are men, that all relationships are heterosexual, or that
all ethnic minorities are unpatriotic. By the same token, we should avoid embedding assumptions about people in
our messages. Even the most subtle suggestion may not go unnoticed. For example, if, in your speech, you assume
that elderly people are frail and expensively medicated, you may offend people whose elder loved ones do not

conform in any way to your assumptions.
Scholars Samovar and McDaniel tell us that ethical language choices require four guidelines:

1. Be accurate; present the facts accurately.
2. Be aware of the emotional impact; make sure that you don’t manipulate feelings.
3. Avoid hateful words; refrain from language that disparages or belittles people.

4. Be sensitive to the audience; know how audience members prefer to be identified (e.g., Native American
instead of Indian, women instead of girls, African American instead of black, disabled instead of crippled)
(Samovar & McDaniel, 2007).

If you alienate your audience, they will stop listening. They will refuse to accept your message, no matter how
true or important it is. They might even become hostile. If you fail to recognize the complexity of your audience

members and if you treat them as stereotypes, they will resent your assumptions and doubt your credibility.

Ethical Speaking Is Sincere Speaking

Ethos is the term Aristotle used to refer to what we now call credibility: the perception that the speaker is honest,
knowledgeable, and rightly motivated. Your ethos, or credibility, must be established as you build rapport with
your listeners. Have you put forth the effort to learn who they are and what you can offer to them in your speech?

Do you respect them as individual human beings? Do you respect them enough to serve their needs and interests?



Is your topic relevant and appropriate for them? Is your approach honest and sensitive to their preexisting beliefs?
Your ability to answer these questions in a constructive way must be based on the best demographic and psycho-

graphic information you can use to learn about your listeners.

The audience needs to know they can trust the speaker’s motivations, intentions, and knowledge. They must
believe that the speaker has no hidden motives, will not manipulate or trick them, and has their best interests at

heart.

In order to convey regard and respect for the audience, you must be sincere. You must examine the motives behind
your topic choice, the true purpose of your speech, and your willingness to do the work of making sure the con-
tent of the speech is true and represents reality. This can be difficult for students who face time constraints and
multiple demands on their efforts. However, the attitude you assume for this task represents, in part, the kind of
professional, citizen, parent, and human being you want to be. Even if you’ve given this issue little thought up to
now, you can examine your motives and the integrity of your research and message construction. Ethically, you
should.

Key Takeaways

* Audience analysis should be conducted so you can acknowledge your audience and their beliefs,
knowledge, and attitudes.

* Audience analysis should guide your choice of a topic so that you select a topic that is relevant and
useful to them. Controversial topics can be excellent topics, but be sure to consider your audience
when selecting your topic and deciding how to approach it.

» Audience analysis requires that you adapt to the needs of your audience; this includes considering
cultural diversity, making your message clear, avoiding offensive remarks, and speaking with sincer-

ity.

Exercises

1. Brainstorm a list of topics for an informative or persuasive speech. By yourself or with a partner,
identify the kinds of information you need about your audience in order to make ethical decisions
about how you approach the speech.

2. Make a list of values or opinions you have that might not conform to popular views. Why might
these be important for a speaker to know before attempting to inform or persuade you?

3. Pretend you have been asked to give a speech about environmental conservation in the United
States. What audience beliefs, attitudes, values, concerns, and other variables should you consider?
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5.2 Three Types of Audience Analysis

Learning Objectives

1. Understand how to gather and use demographic information.
2. Understand how to gather and use psychographic information.

3. Understand how to gather and use situational information.

Thinkmedialabs — Audience — CC BY-NC 2.0.

While audience analysis does not guarantee against errors in judgment, it will help you make good choices in
topic, language, style of presentation, and other aspects of your speech. The more you know about your audience,
the better you can serve their interests and needs. There are certainly limits to what we can learn through informa-
tion collection, and we need to acknowledge that before making assumptions, but knowing how to gather and use

information through audience analysis is an essential skill for successful speakers.

Demographic Analysis

As indicated earlier, demographic information includes factors such as gender, age range, marital status, race and
ethnicity, and socioeconomic status. In your public speaking class, you probably already know how many stu-
dents are male and female, their approximate ages, and so forth. But how can you assess the demographics of an
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audience ahead of time if you have had no previous contact with them? In many cases, you can ask the person
or organization that has invited you to speak; it’s likely that they can tell you a lot about the demographics of the

people who are expected to come to hear you.

Whatever method you use to gather demographics, exercise respect from the outset. For instance, if you are col-
lecting information about whether audience members have ever been divorced, be aware that not everyone will
want to answer your questions. You can’t require them to do so, and you may not make assumptions about their

reluctance to discuss the topic. You must allow them their privacy.

Age

There are certain things you can learn about an audience based on age. For instance, if your audience members are
first-year college students, you can assume that they have grown up in the post-9/11 era and have limited memory
of what life was like before the “war on terror.” If your audience includes people in their forties and fifties, it is
likely they remember a time when people feared they would contract the AIDS virus from shaking hands or using
a public restroom. People who are in their sixties today came of age during the 1960s, the era of the Vietnam War
and a time of social confrontation and experimentation. They also have frames of reference that contribute to the

way they think, but it may not be easy to predict which side of the issues they support.

Gender

Gender can define human experience. Clearly, most women have had a different cultural experience from that
of men within the same culture. Some women have found themselves excluded from certain careers. Some men
have found themselves blamed for the limitations imposed on women. In books such as You Just Don’t Under-
stand and Talking from 9 to 5, linguist Deborah Tannen has written extensively on differences between men’s and
women’s communication styles. Tannen explains, “This is not to say that all women and all men, or all boys and
girls, behave any one way. Many factors influence our styles, including regional and ethnic backgrounds, family
experience and individual personality. But gender is a key factor, and understanding its influence can help clarify

what happens when we talk” (Tannen, 1994).

Marriage tends to impose additional roles on both men and women and divorce even more so, especially if there
are children. Even if your audience consists of young adults who have not yet made occupational or marital com-
mitments, they are still aware that gender and the choices they make about issues such as careers and relationships

will influence their experience as adults.

Culture

In past generations, Americans often used the metaphor of a “melting pot” to symbolize the assimilation of immi-
grants from various countries and cultures into a unified, harmonious “American people.” Today, we are aware of
the limitations in that metaphor, and have largely replaced it with a multiculturalist view that describes the Amer-

ican fabric as a “patchwork” or a “mosaic.” We know that people who immigrate do not abandon their cultures of



origin in order to conform to a standard American identity. In fact, cultural continuity is now viewed as a healthy

source of identity.

We also know that subcultures and cocultures exist within and alongside larger cultural groups. For example,
while we are aware that Native American people do not all embrace the same values, beliefs, and customs as
mainstream white Americans, we also know that members of the Navajo nation have different values, beliefs, and
customs from those of members of the Sioux or the Seneca. We know that African American people in urban
centers like Detroit and Boston do not share the same cultural experiences as those living in rural Mississippi.
Similarly, white Americans in San Francisco may be culturally rooted in the narrative of distant ancestors from
Scotland, Italy, or Sweden or in the experience of having emigrated much more recently from Australia, Croatia,

or Poland.

Not all cultural membership is visibly obvious. For example, people in German American and Italian American
families have widely different sets of values and practices, yet others may not be able to differentiate members of
these groups. Differences are what make each group interesting and are important sources of knowledge, perspec-

tives, and creativity.

Religion

There is wide variability in religion as well. The Pew Forum on Religion and Public Life found in a nationwide
survey that 84 percent of Americans identify with at least one of a dozen major religions, including Christianity,
Judaism, Buddhism, Islam, Hinduism, and others. Within Christianity alone, there are half a dozen categories
including Roman Catholic, Mormon, Jehovah’s Witness, Orthodox (Greek and Russian), and a variety of Protes-
tant denominations. Another 6 percent said they were unaffiliated but religious, meaning that only one American

in ten is atheist, agnostic, or “nothing in particular” (Pew Forum on Religion & Public Life, 2008).

Even within a given denomination, a great deal of diversity can be found. For instance, among Roman Catholics
alone, there are people who are devoutly religious, people who self-identify as Catholic but do not attend mass or
engage in other religious practices, and others who faithfully make confession and attend mass but who openly
question Papal doctrine on various issues. Catholicism among immigrants from the Caribbean and Brazil is often
blended with indigenous religion or with religion imported from the west coast of Africa. It is very different from
Catholicism in the Vatican.

The dimensions of diversity in the religion demographic are almost endless, and they are not limited by denomi-
nation. Imagine conducting an audience analysis of people belonging to an individual congregation rather than a
denomination: even there, you will most likely find a multitude of variations that involve how one was brought

up, adoption of a faith system as an adult, how strictly one observes religious practices, and so on.

Yet, even with these multiple facets, religion is still a meaningful demographic lens. It can be an indicator of prob-

able patterns in family relationships, family size, and moral attitudes.



Group Membership

In your classroom audience alone, there will be students from a variety of academic majors. Every major has
its own set of values, goals, principles, and codes of ethics. A political science student preparing for law school
might seem to have little in common with a student of music therapy, for instance. In addition, there are other
group memberships that influence how audience members understand the world. Fraternities and sororities, sports
teams, campus organizations, political parties, volunteerism, and cultural communities all provide people with

ways of understanding the world as it is and as we think it should be.

Because public speaking audiences are very often members of one group or another, group membership is a useful
and often easy to access facet of audience analysis. The more you know about the associations of your audience

members, the better prepared you will be to tailor your speech to their interests, expectations, and needs.

Education

Education is expensive, and people pursue education for many reasons. Some people seek to become educated,
while others seek to earn professional credentials. Both are important motivations. If you know the education
levels attained by members of your audience, you might not know their motivations, but you will know to what
extent they could somehow afford the money for an education, afford the time to get an education, and survive

educational demands successfully.

The kind of education is also important. For instance, an airplane mechanic undergoes a very different kind of
education and training from that of an accountant or a software engineer. This means that not only the attained

level of education but also the particular field is important in your understanding of your audience.

Occupation

People choose occupations for reasons of motivation and interest, but their occupations also influence their per-
ceptions and their interests. There are many misconceptions about most occupations. For instance, many people
believe that teachers work an eight-hour day and have summers off. When you ask teachers, however, you might
be surprised to find out that they take work home with them for evenings and weekends, and during the summer,
they may teach summer school as well as taking courses in order to keep up with new developments in their fields.
But even if you don’t know those things, you would still know that teachers have had rigorous generalized and
specialized qualifying education, that they have a complex set of responsibilities in the classroom and the institu-
tion, and that, to some extent, they have chosen a relatively low-paying occupation over such fields as law, adver-
tising, media, fine and performing arts, or medicine. If your audience includes doctors and nurses, you know that
you are speaking to people with differing but important philosophies of health and illness. Learning about those
occupational realities is important in avoiding wrong assumptions and stereotypes. We insist that you not assume
that nurses are merely doctors “lite.” Their skills, concerns, and responsibilities are almost entirely different, and

both are crucially necessary to effective health care.



Psychographic Analysis

Earlier, we mentioned psychographic information, which includes such things as values, opinions, attitudes, and
beliefs. Authors Grice and Skinner present a model in which values are the basis for beliefs, attitudes, and behav-
iors (Grice & Skinner, 2009). Values are the foundation of their pyramid model. They say, “A value expresses
a judgment of what is desirable and undesirable, right and wrong, or good and evil. Values are usually stated in
the form of a word or phrase. For example, most of us probably share the values of equality, freedom, honesty,
fairness, justice, good health, and family. These values compose the principles or standards we use to judge and

develop our beliefs, attitudes, and behaviors.”

It is important to recognize that, while demographic information as discussed in Section 5.2.1 “Demographic
Analysis” is fairly straightforward and verifiable, psychographic information is much less clear-cut. Two different
people who both say they believe in equal educational opportunity may have very different interpretations of what
“equal opportunity” means. People who say they don’t buy junk food may have very different standards for what
specific kinds of foods are considered “junk food.”

We also acknowledge that people inherit some values from their family upbringing, cultural influences, and life
experiences. The extent to which someone values family loyalty and obedience to parents, thrift, humility, and

work may be determined by these influences more than by individual choice.

Psychographic analysis can reveal preexisting notions that limit your audience’s frame of reference. By knowing
about such notions ahead of time, you can address them in your speech. Audiences are likely to have two basic

kinds of preexisting notions: those about the topic and those about the speaker.

Preexisting Notions about Your Topic

Many things are a great deal more complex than we realize. Media stereotypes often contribute to our oversim-
plifications. For instance, one of your authors, teaching public speaking in the past decade, was surprised to hear
a student claim that “the hippies meant well, but they did it wrong.” Aside from the question of the “it” that was
done wrong, there was a question about how little the student actually knew about the diverse hippy cultures and
their aspirations. The student seemed unaware that some of “the hippies” were the forebears of such things as
organic bakeries, natural food co-ops, urban gardens, recycling, alternative energy, wellness, and other arguably

positive developments.

It’s important to know your audience in order to make a rational judgment about how their views of your topic
might be shaped. In speaking to an audience that might have differing definitions, you should take care to define

your terms in a clear, honest way.

At the opposite end from oversimplification is the level of sophistication your audience might embody. Your audi-
ence analysis should include factors that reveal it. Suppose you are speaking about trends in civil rights in the
United States. You cannot pretend that advancement of civil rights is virtually complete nor can you claim that
no progress has been made. It is likely that in a college classroom, the audience will know that although much

progress has been made, there are still pockets of prejudice, discrimination, and violence. When you speak to an



audience that is cognitively complex, your strategy must be different from one you would use for an audience that
is less educated in the topic. With a cognitively complex audience, you must acknowledge the overall complexity
while stating that your focus will be on only one dimension. With an audience that’s uninformed about your topic,
that strategy in a persuasive speech could confuse them; they might well prefer a black-and-white message with

no gray areas. You must decide whether it is ethical to represent your topic this way.

When you prepare to do your audience analysis, include questions that reveal how much your audience already
knows about your topic. Try to ascertain the existence of stereotyped, oversimplified, or prejudiced attitudes about

it. This could make a difference in your choice of topic or in your approach to the audience and topic.

Preexisting Notions about You

People form opinions readily. For instance, we know that students form impressions of teachers the moment they
walk into our classrooms on the first day. You get an immediate impression of our age, competence, and attitude
simply from our appearance and nonverbal behavior. In addition, many have heard other students say what they
think of us.

The same is almost certainly true of you. But it’s not always easy to get others to be honest about their impressions
of you. They’re likely to tell you what they think you want to hear. Sometimes, however, you do know what others
think. They might think of you as a jock, a suit-wearing conservative, a nature lover, and so on. Based on these
impressions, your audience might expect a boring speech, a shallow speech, a sermon, and so on. However, your
concern should still be serving your audience’s needs and interests, not debunking their opinions of you or man-
aging your image. In order to help them be receptive, you address their interests directly, and make sure they get

an interesting, ethical speech.

Situational Analysis

The next type of analysis is called the situational audience analysis because it focuses on characteristics related to

the specific speaking situation. The situational audience analysis can be divided into two main questions:

1. How many people came to hear my speech and why are they here? What events, concerns, and needs

motivated them to come? What is their interest level, and what else might be competing for their attention?

2. What is the physical environment of the speaking situation? What is the size of the audience, layout of
the room, existence of a podium or a microphone, and availability of digital media for visual aids? Are there

any distractions, such as traffic noise?

Audience Size

In a typical class, your audience is likely to consist of twenty to thirty listeners. This audience size gives you the
latitude to be relatively informal within the bounds of good judgment. It isn’t too difficult to let each audience

member feel as though you’re speaking to him or her. However, you would not become so informal that you allow



your carefully prepared speech to lapse into shallow entertainment. With larger audiences, it’s more difficult to
reach out to each listener, and your speech will tend to be more formal, staying more strictly within its careful
outline. You will have to work harder to prepare visual and audio material that reaches the people sitting at the

back of the room, including possibly using amplification.

Occasion

There are many occasions for speeches. Awards ceremonies, conventions and conferences, holidays, and other cel-
ebrations are some examples. However, there are also less joyful reasons for a speech, such as funerals, disasters,
and the delivery of bad news. As always, there are likely to be mixed reactions. For instance, award ceremonies
are good for community and institutional morale, but we wouldn’t be surprised to find at least a little resentment
from listeners who feel deserving but were overlooked. Likewise, for a speech announcing bad news, it is likely
that at least a few listeners will be glad the bad news wasn’t even worse. If your speech is to deliver bad news,
it’s important to be honest but also to avoid traumatizing your audience. For instance, if you are a condominium
board member speaking to a residents’ meeting after the building was damaged by a hurricane, you will need to
provide accurate data about the extent of the damage and the anticipated cost and time required for repairs. At the
same time, it would be needlessly upsetting to launch into a graphic description of injuries suffered by people,

animals, and property in neighboring areas not connected to your condomium complex.

Some of the most successful speeches benefit from situational analysis to identify audience concerns related to the
occasion. For example, when the president of the United States gives the annual State of the Union address, the
occasion calls for commenting on the condition of the nation and outlining the legislative agenda for the coming
year. The speech could be a formality that would interest only “policy wonks,” or with the use of good situational
audience analysis, it could be a popular event reinforcing the connection between the president and the American
people. In January 2011, knowing that the United States’ economy was slowly recovering and that jobless rates
were still very high, President Barack Obama and his staff knew that the focus of the speech had to be on jobs.
Similarly, in January 2003, President George W. Bush’s State of the Union speech focused on the “war on terror”
and his reasons for justifying the invasion of Iraq. If you look at the history of State of the Union Addresses, you’ll
often find that the speeches are tailored to the political, social, and economic situations facing the United States at
those times.

Voluntariness of Audience

A voluntary audience gathers because they want to hear the speech, attend the event, or participate in an event. A
classroom audience, in contrast, is likely to be a captive audience. Captive audiences are required to be present or
feel obligated to do so. Given the limited choices perceived, a captive audience might give only grudging atten-
tion. Even when there’s an element of choice, the likely consequences of nonattendance will keep audience mem-

bers from leaving. The audience’s relative perception of choice increases the importance of holding their interest.

Whether or not the audience members chose to be present, you want them to be interested in what you have to say.

Almost any audience will be interested in a topic that pertains directly to them. However, your audience might



also be receptive to topics that are indirectly or potentially pertinent to their lives. This means that if you choose a
topic such as advances in the treatment of spinal cord injury or advances in green technology, you should do your

best to show how these topics are potentially relevant to their lives or careers.

However, there are some topics that appeal to audience curiosity even when it seems there’s little chance of direct
pertinence. For instance, topics such as Blackbeard the pirate or ceremonial tattoos among the Maori might pique
the interests of various audiences. Depending on the instructions you get from your instructor, you can consider

building an interesting message about something outside the daily foci of our attention.

Physical Setting

The physical setting can make or break even the best speeches, so it is important to exercise as much control as
you can over it. In your classroom, conditions might not be ideal, but at least the setting is familiar. Still, you
know your classroom from the perspective of an audience member, not a speaker standing in the front—which is
why you should seek out any opporutunity to rehearse your speech during a minute when the room is empty. If
you will be giving your presentation somewhere else, it is a good idea to visit the venue ahead of time if at all
possible and make note of any factors that will affect how you present your speech. In any case, be sure to arrive
well in advance of your speaking time so that you will have time to check that the microphone works, to test out
any visual aids, and to request any needed adjustments in lighting, room ventilation, or other factors to eliminate

distractions and make your audience more comfortable.

Key Takeaways

» Demographic audience analysis focuses on group memberships of audience members.

* Another element of audience is psychographic information, which focuses on audience attitudes,
beliefs, and values.

« Situational analysis of the occasion, physical setting, and other factors are also critical to effective
audience analysis.

Exercises

1. List the voluntary (political party, campus organization, etc.) and involuntary (age, race, sex, etc.)
groups to which you belong. After each group, write a sentence or phrase about how that group
influences your experience as a student.

2. Visit http://www.claritas.com/MyBestSegments/Default.jsp and http://homes.point2.com and
report on the demographic information found for several different towns or zip codes. How would
this information be useful in preparing an audience analysis?

3. In a short paragraph, define the term “fairness.” Compare your definition with someone else’s def-



http://www.claritas.com/MyBestSegments/Default.jsp
http://homes.point2.com/

inition. What factors do you think contributed to differences in definition?

4. With a partner, identify an instance when you observed a speaker give a poor speech due to failing
to analyze the situation. What steps could the speaker have taken to more effectively analyze the sit-
uation?
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5.3 Conducting Audience Analysis

Learning Objectives

1. Learn several tools for gathering audience information.

2. Create effective tools for gathering audience information.

Penn State — MLK speaking to a crowd at Rec Hall — CC BY-NC-ND 2.0.

Now that we have described what audience analysis is and why it is important, let’s examine some details of how

to conduct it. Exactly how can you learn about the people who will make up your audience?

Direct Observation

One way to learn about people is to observe them. By observing nonverbal patterns of behavior, you can learn a
great deal as long as you are careful how you interpret the behaviors. For instance, do people greet each other with
a handshake, a hug, a smile, or a nod? Do members of opposite sexes make physical contact? Does the setting
suggest more conservative behavior? By listening in on conversations, you can find out the issues that concern
people. Are people in the campus center talking about political unrest in the Middle East? About concerns over
future Pell Grant funding? We suggest that you consider the ethical dimensions of eavesdropping, however. Are

you simply overhearing an open conversation, or are you prying into a highly personal or private discussion?
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Interviews and Surveys

Because your demographic analysis will be limited to your most likely audience, your most accurate way to
learn about them is to seek personal information through interviews and surveys. An interview is a one-on-one
exchange in which you ask questions of a respondent, whereas a survey is a set of questions administered to
several—or, preferably, many—respondents. Interviews may be conducted face-to-face, by phone, or by written
means, such as texting. They allow more in-depth discussion than surveys, and they are also more time consuming
to conduct. Surveys are also sometimes conducted face-to-face or by phone, but online surveys are increasingly
common. You may collect and tabulate survey results manually, or set up an automated online survey through
the free or subscription portals of sites like Survey Monkey and Zoomerang. Using an online survey provides the
advantage of keeping responses anonymous, which may increase your audience members’ willingness to partic-
ipate and to answer personal questions. Surveys are an efficient way to collect information quickly; however, in
contrast to interviews, they don’t allow for follow-up questions to help you understand why your respondent gave

a certain answer.
When you use interviews and surveys, there are several important things to keep in mind:

+ Make sure your interview and survey questions are directly related to your speech topic. Do not use inter-
views to delve into private areas of people’s lives. For instance, if your speech is about the debate between
creationism and evolution, limit your questions to their opinions about that topic; do not meander into their

beliefs about sexual behavior or their personal religious practices.

* Create and use a standard set of questions. If you “ad lib” your questions so that they are phrased differently
for different interviewees, you will be comparing “apples and oranges” when you compare the responses

you’ve obtained.

» Keep interviews and surveys short, or you could alienate your audience long before your speech is even
outlined. Tell them the purpose of the interview or survey and make sure they understand that their partici-
pation is voluntary.

* Don’t rely on just a few respondents to inform you about your entire audience. In all likelihood, you have a
cognitively diverse audience. In order to accurately identify trends, you will likely need to interview or sur-
vey at least ten to twenty people.

In addition, when you conduct interviews and surveys, keep in mind that people are sometimes less than honest
in describing their beliefs, attitudes, and behavior. This widely recognized weakness of interviews and survey
research is known as socially desirable responding: the tendency to give responses that are considered socially
acceptable. Marketing professor Ashok Lalwani divides socially desirable responding into two types: (1) impres-
sion management, or intentionally portraying oneself in a favorable light and (2) self-deceptive enhancement, or
exaggerating one’s good qualities, often unconsciously (Lalwani, 2009).

You can reduce the effects of socially desirable responding by choosing your questions carefully. As marketing
consultant Terry Vavra advises, “one should never ask what one can’t logically expect respondents to honestly
reveal” (Vavra, 2009). For example, if you want to know audience members’ attitudes about body piercing, you



are likely to get more honest answers by asking “Do you think body piercing is attractive?” rather than “How

many piercings do you have and where on your body are they located?”

Focus Groups

A focus group is a small group of people who give you feedback about their perceptions. As with interviews and
surveys, in a focus group you should use a limited list of carefully prepared questions designed to get at the infor-

mation you need to understand their beliefs, attitudes, and values specifically related to your topic.

If you conduct a focus group, part of your task will be striking a balance between allowing the discussion to flow
freely according to what group members have to say and keeping the group focused on the questions. It’s also

your job to guide the group in maintaining responsible and respectful behavior toward each other.

In evaluating focus group feedback, do your best to be receptive to what people had to say, whether or not it con-
forms to what you expected. Your purpose in conducting the group was to understand group members’ beliefs,

attitudes, and values about your topic, not to confirm your assumptions.

Using Existing Data about Your Audience

Occasionally, existing information will be available about your audience. For instance, if you have a student audi-
ence, it might not be difficult to find out what their academic majors are. You might also be able to find out their
degree of investment in their educations; for instance, you could reasonably assume that the seniors in the audi-
ence have been successful students who have invested at least three years pursuing a higher education. Sopho-
mores have at least survived their first year but may not have matched the seniors in demonstrating strong values

toward education and the work ethic necessary to earn a degree.

In another kind of an audience, you might be able to learn other significant facts. For instance, are they veterans?
Are they retired teachers? Are they members of a voluntary civic organization such as the Lions Club or Mothers
Against Drunk Driving (MADD)? This kind of information should help you respond to their concerns and inter-
ests.

In other cases, you may be able to use demographics collected by public and private organizations. Demographic
analysis is done by the US Census Bureau through the American Community Survey, which is conducted every
year, and through other specialized demographic surveys (Bureau of the Census, 2011; Bureau of the Census,
2011). The Census Bureau analysis generally captures information about people in all the regions of the United
States, but you can drill down in census data to see results by state, by age group, by gender, by race, and by other

factors.

Demographic information about narrower segments of the United States, down to the level of individual zip
codes, is available through private organizations such as The Nielsen Company (http://www.claritas.com/MyBest-
Segments/Default.jsp?ID=20&SubID=&pageName=71P%2BCode%2BLook-up),  Sperling’s Best Places
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(http://www.bestplaces.net), and Point2Homes (http://homes.point2.com). Sales and marketing professionals use

this data, and you may find it useful for your audience analysis as well.

Key Takeaways

» Several options exist for learning about your audience, including direct observation, interviews, sur-
veys, focus groups, and using existing research about your audience.

 In order to create effective tools for audience analysis, interview and survey questions must be clear
and to the point, focus groups must be facilitated carefully, and you must be aware of multiple inter-
pretations of direct observations or existing research about your audience.

Exercises

1. Write a coherent set of four clear questions about a given issue, such as campus library services,
campus computer centers, or the process of course registration. Make your questions concrete and
specific in order to address the information you seek. Do not allow opportunities for your respondent
to change the subject. Test out your questions on a classmate.

2. Write a set of six questions about public speaking anxiety to be answered on a Likert-type scale
(strongly agree, agree, neither agree nor disagree, disagree, and strongly disagree).

3. Create a seven-question set designed to discover your audience’s attitudes about your speech
topic. Have a partner evaluate your questions for clarity, respect for audience privacy, and relevance
to your topic.
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5.4 Using Your Audience Analysis

Learning Objectives

1. Understand how you can use your audience analysis when you prepare a speech.

2. Recognize how your audience analysis can help you alter your speech while speaking.

Michigan Municipal League — Michigan Freedom of Information Act —

CCBY-ND 2.0.

A good audience analysis takes time, thought, preparation, implementation, and processing. If done well, it will
yield information that will help you interact effectively with your audience. Professional speakers, corporate exec-
utives, sales associates, and entertainers all rely on audience analysis to connect with their listeners. So do political
candidates, whose chances of gaining votes depend on crafting the message and mood to appeal to each specific
audience. One audience might be preoccupied with jobs, another with property taxes, and another with crime.
Similarly, your audience analysis should help you identify the interests of your audience. Ultimately, a successful
audience analysis can guide you in preparing the basic content of your speech and help you adjust your speech
“on the fly.”

Prepare Content with Your Audience in Mind

The first thing a good audience analysis can do is help you focus your content for your specific audience. If you
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are planning on a delivering a persuasive speech on why people should become vegans and you find out through
analysis that half of your audience are daughters and sons of cattle ranchers, you need to carefully think through
your approach to the content. Maybe you’ll need to tweak your topic to focus on just the benefits of veganism
without trying to persuade the audience explicitly. The last thing you want to do as a speaker is stand before an
audience who is highly negative toward your topic before you ever open your mouth. While there will always be
some naysayers in any audience, if you think through your topic with your audience in mind, you may be able to

find a topic that will be both interesting to you as a speaker and beneficial to your audience as well.

In addition to adjusting the topic of your speech prior to the speaking event, you can also use your audience analy-
sis to help ensure that the content of your speech will be as clear and understandable as humanly possible. We can

use our audience analysis to help sure that we are clear.

One area of clarity to be careful of is the use of idioms your audience may not know. An idiom is a word or phrase
where the meaning cannot be predicted from normal, dictionary definitions. Many idioms are culturally or tempo-
rally based. For example, the phrase “according to Hoyle” indicates that something is done “by the book” or “by
the rules,” as in “These measurements aren’t according to Hoyle, but they’re close enough to give a general idea.”
Most of us have no clue who Hoyle was or what this idiom means. It refers to Edmond Hoyle, who wrote some of
the most popular card-playing rule books back in the 1700s in England. Today, card game enthusiasts may under-
stand the intent of “according to Hoyle,” but for most people it no longer carries specific meaning. When thinking
about your speech, be careful not to accidentally use idioms that you find commonplace but your audience may

not.

Adjusting Your Speech Based on Your Analysis

In addition to using audience analysis to help formulate speech content, we can also use our audience analysis
to make adjustments during the actual speech. These adjustments can pertain to the audience and to the physical

setting.

The feedback you receive from your audience during your speech is a valuable indication of ways to adjust your
presentation. If you’re speaking after lunch and notice audience members looking drowsy, you can make adjust-
ments to liven up the tone of your speech. You could use humor. You could raise your voice slightly. You could
pose some questions and ask for a show of hands to get your listeners actively involved. As another example, you
may notice from frowns and headshaking that some listeners aren’t convinced by the arguments you are present-
ing. In this case, you could spend more time on a specific area of your speech and provide more evidence than
you originally intended. Good speakers can learn a lot by watching their audience while speaking and then make
specific adjustments to both the content and delivery of the speech to enhance the speech’s ultimate impact.

The second kind of adjustment has to do with the physical setting for your speech. For example, your situational
analysis may reveal that you’ll be speaking in a large auditorium when you had expected a nice, cozy conference
room. If you’ve created visual aids for a small, intimate environment, you may have to omit it, or tell your listeners
that they can view it after the presentation. You may also need to account for a microphone. If you’re lucky enough

to have a cordless microphone, then you won’t have to make too many adjustments to your speaking style. If, on



the other hand, the microphone is corded or is attached to an unmovable podium, you’ll have to make adjustments

to how you deliver the presentation.

In preparing a speech about wealth distribution in the United States, one of our students had the opposite problem.
Anticipating a large room, she had planned to use a one-hundred-foot tape measure to illustrate the percentage of
the nation’s wealth owned by the top one-fifth of the population. However, when she arrived she found that the
room was only twelve by twenty feet, so that she had to walk back and forth zigzagging the tape from end to end
to stretch out one hundred feet. Had she thought more creatively about how to adapt to the physical setting, she
could have changed her plans to use just ten feet of the tape measure to symbolize 100 percent of the wealth. We
will discuss the physical setting further in Chapter 14 “Delivering the Speech”.

Key Takeaways

* You can use your audience analysis to provide you further information about what types of content
would be appropriate and meaningful for your specific audience.

* You can use your audience analysis to help you make adjustments to your speech in terms of both
how you present the speech within a given environment and also how you adapt your content and
delivery based on audience feedback during the speech.

Exercises

1. Choose a topic. Then write a different concrete thesis statement for each of six different audi-
ences: students, military veterans, taxpayers, registered nurses, crime victims, and professional ath-
letes, for instance.

2. Think of a controversial topic and list all the various perspectives about it that you can think of or
discover. If people of various perspectives were in your audience, how might you acknowledge them
during your introduction?
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5.5 Chapter Exercises

Speaking Ethically

You’ve got to be kidding me, Fatima thought to herself as she received the e-mail from her boss. She reread
the e-mail hoping that something would change on the screen: “Fatima, I need you to prepare a presenta-
tion on what our company has done in the past year for Mrs. Jorgensen. She’s old, keep it simple. Leave
out any of the complex material because it will probably just bore her anyways.—John.”

Fatima joined R & R Consulting right after Anthony Jorgensen, the founder and CEO, had passed away.
While Penelope Jorgensen inherited the major stake in the firm and was still listed as the firm’s CEQO, the
day-to-day running of operations was given to John Preston, the chief operating officer.

Fatima stared at her screen and wondered to what extent she should follow John’s advice and “keep it sim-
ple.” She’d only met Mrs. Jorgensen twice, but she’d always seemed to be pretty knowledgeable about the
inner workings of the firm. Sure Mrs. Jorgensen wasn’t an expert in the field, but should she be treated like
a helpless little old lady? Not only is that sexist, it’s completely ageist! On the other hand, John’s words
may have been chosen poorly, but maybe all Mrs. Jorgensen really wanted was a quick snapshot of what’s
going on here?

Fatima sat in silence for a few minutes, opened up PowerPoint, and just stared at her monitor trying to
figure out the best way to proceed.
1. Do you think John’s e-mail to Fatima expressed unethical audience analysis? Why or why not?

2. How do you think Fatima should proceed?

End-of-Chapter Assessment

1. George wants to persuade his audience to purchase more locally produced foods. He decides he
needs to know how his audience members already feel about this topic and whether they know about
locally produced options. George’s audience analysis focuses on gathering

a. demographic information
b. psychographic information
c. situational information

d. statistical information

e. religious information




2. Freya wants to give her classroom an informative speech on the dangers of drunk driving. You
suggest that this might not be a good topic because the audience of college students probably

a. will not understand the topic

b. will not be interested in drinking

c. are not culturally diverse

d. do not believe in drinking because of their religious background

e. already know a lot about the topic
3. Yukhi will be giving a speech at the local Elks Lodge in a few weeks and wants to know more
about her audience. She decides to attend one of the group’s meetings so she gets a sense of what the
group does and who its members are. Yukhi is engaging in which method of audience analysis?

a. interviews

b. focus group

C. survey

d. experiment

e. direct observation

Answer Key

1.b
2.e
3.e




Chapter 6: Finding a Purpose and Selecting a
Topic

Finding Your Purpose

[insert name here] Theatre Company — Avenue Q Puppets & Monsters — CC BY-NC-ND 2.0.

In the 2004 Tony Award—winning musical Avenue Q, the lead character sings a song about finding his purpose in
life: “I don’t know how I know / But I’'m gonna find my purpose / I don’t know where I’'m gonna look / But I’'m
gonna find my purpose.” Although the song is about life in general, the lyrics are also appropriate when thinking
about the purpose of your speech. You may know that you have been assigned to deliver a speech, but finding a
purpose and topic seems like a formidable task. You may be asking yourself questions like, “What if the topic I
pick is too common?”; “What if no one is interested in my topic?”; “What if my topic is too huge to cover in a

three- to five-minute speech?”; or many others.

Finding a speech’s purpose and topic isn’t as complex or difficult as you might believe. This may be hard to accept
right now, but trust us. After you read this chapter, you’ll understand how to go about finding interesting topics
for a variety of different types of speeches. In this chapter, we are going to explain how to identify the general

purpose of a speech. We will also discuss how to select a topic, what to do if you’re just drawing a blank, and four
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basic questions you should ask yourself about the speech topic you ultimately select. Finally, we will explain how

to use your general purpose and your chosen topic to develop the specific purpose of your speech.



6.1 General Purposes of Speaking

Learning Objectives

1. Differentiate among the three types of general speech purposes.

2. Examine the basics of informative speech topics and some common forms of informative
speeches.

3. Examine the basics of persuasive speech topics and some common forms of persuasive speeches.

4. Examine the basics of entertaining speech topics and some common forms of entertaining
speeches.

Jeffrey Beall — Search! — CC BY-ND 2.0.

What do you think of when you hear the word “purpose”? Technically speaking, a purpose can be defined as why
something exists, how we use an object, or why we make something. For the purposes of public speaking, all three
can be applicable. For example, when we talk about a speech’s purpose, we can question why a specific speech
was given; we can question how we are supposed to use the information within a speech; and we can question
why we are personally creating a speech. For this specific chapter, we are more interested in that last aspect of the

definition of the word “purpose”: why we give speeches.

Ever since scholars started writing about public speaking as a distinct phenomenon, there have been a range of
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different systems created to classify the types of speeches people may give. Aristotle talked about three speech
purposes: deliberative (political speech), forensic (courtroom speech), and epideictic (speech of praise or blame).
Cicero also talked about three purposes: judicial (courtroom speech), deliberative (political speech), and demon-
strative (ceremonial speech—similar to Aristotle’s epideictic). A little more recently, St. Augustine of Hippo also
wrote about three specific speech purposes: to teach (provide people with information), to delight (entertain peo-
ple or show people false ideas), and to sway (persuade people to a religious ideology). All these systems of iden-
tifying public speeches have been attempts at helping people determine the general purpose of their speech. A

general purpose refers to the broad goal in creating and delivering a speech.

These typologies or classification systems of public speeches serve to demonstrate that general speech purposes
have remained pretty consistent throughout the history of public speaking. Modern public speaking scholars typi-

cally use a classification system of three general purposes: to inform, to persuade, and to entertain.

To Inform

The first general purpose that some people have for giving speeches is to inform. Simply put, this is about helping
audience members acquire information that they do not already possess. Audience members can then use this
information to understand something (e.g., speech on a new technology, speech on a new virus) or to perform a
new task or improve their skills (e.g., how to swing a golf club, how to assemble a layer cake). The most important
characteristic of informative topics is that the goal is to gain knowledge. Notice that the goal is not to encourage
people to use that knowledge in any specific way. When a speaker starts encouraging people to use knowledge in

a specific way, he or she is no longer informing but is persuading.

Let’s look at a real example of how an individual can accidentally go from informing to persuading. Let’s say you
are assigned to inform an audience about a new vaccination program. In an informative speech, the purpose of the
speech is to explain to your audience what the program is and how it works. If, however, you start encouraging
your audience to participate in the vaccination program, you are no longer informing them about the program but
rather persuading them to become involved in the program. One of the most common mistakes new public speak-

ing students make is to blur the line between informing and persuading.

Why We Share Knowledge

Knowledge sharing is the process of delivering information, skills, or expertise in some form to people who could
benefit from it. In fact, understanding and exchanging knowledge is so important that an entire field of study,
called knowledge management, has been created to help people (especially businesses) become more effective at
harnessing and exchanging knowledge. In the professional world, sharing knowledge is becoming increasingly
important. Every year, millions of people attend some kind of knowledge sharing conference or convention in
hopes of learning new information or skills that will help them in their personal or professional lives (Atwood,
2009).

People are motivated to share their knowledge with other people for a variety of reasons (Hendriks, 1999). For

some, the personal sense of achievement or of responsibility drives them to share their knowledge (internal moti-



vational factors). Others are driven to share knowledge because of the desire for recognition or the possibility
of job enhancement (external motivational factors). Knowledge sharing is an important part of every society, so

learning how to deliver informative speeches is a valuable skill.

Common Types of Informative Topics

O’Hair, Stewart, and Rubenstein identified six general types of informative speech topics: objects, people, events,
concepts, processes, and issues (O’Hair, et al., 2007). The first type of informative speech relates to objects, which
can include how objects are designed, how they function, and what they mean. For example, a student of one of
our coauthors gave a speech on the design of corsets, using a mannequin to demonstrate how corsets were placed

on women and the amount of force necessary to lace one up.

The second type of informative speech focuses on people. People-based speeches tend to be biography-oriented.
Such topics could include recounting an individual’s achievements and explaining why he or she is important in
history. Some speakers, who are famous themselves, will focus on their own lives and how various events shaped
who they ultimately became. Dottie Walters is most noted as being the first female in the United States to run
an advertising agency. In addition to her work in advertising, Dottie also spent a great deal of time as a profes-
sional speaker. She often would tell the story about her early years in advertising when she would push around
a stroller with her daughter inside as she went from business to business trying to generate interest in her copy-
writing abilities. You don’t have to be famous, however, to give a people-based speech. Instead, you could inform

your audience about a historical or contemporary hero whose achievements are not widely known.

The third type of informative speech involves explaining the significance of specific events, either historical or
contemporary. For example, you could deliver a speech on a specific battle of World War II or a specific presiden-
tial administration. If you’re a history buff, event-oriented speeches may be right up your alley. There are count-
less historical events that many people aren’t familiar with and would find interesting. You could also inform your
audience about a more recent or contemporary event. Some examples include concerts, plays, and arts festivals;
athletic competitions; and natural phenomena, such as storms, eclipses, and earthquakes. The point is to make sure
that an informative speech is talking about the event (who, what, when, where, and why) and not attempting to

persuade people to pass judgment upon the event or its effects.

The fourth type of informative speech involves concepts, or “abstract and difficult ideas or theories” (O’Hair, et
al., 2007). For example, if you want to explain a specific communication theory, E. M. Griffin provides an excel-
lent list of communication theories on his website, http://www.afirstlook.com/main.cfm/theory_list. Whether you
want to discuss theories related to business, sociology, psychology, religion, politics, art, or any other major area

of study, this type of speech can be very useful in helping people to understand complex ideas.

The fifth type of informative speech involves processes. The process speech can be divided into two unique types:
how-it-functions and how-to-do. The first type of process speech helps audience members understand how a spe-
cific object or system works. For example, you could explain how a bill becomes a law in the United States. There
is a very specific set of steps that a bill must go through before it becomes a law, so there is a very clear process

that could be explained to an audience. The how-to-do speech, on the other hand, is designed to help people come
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to an end result of some kind. For example, you could give a speech on how to quilt, how to change a tire, how to
write a résumé, and millions of other how-to oriented topics. In our experience, the how-to speech is probably the

most commonly delivered informative speech in public speaking classes.

The final type of informative speech involves issues, or “problems or matters of dispute” (O’Hair, et al., 2007).
This informative speech topic is probably the most difficult for novice public speakers because it requires walking
a fine line between informing and persuading. If you attempt to deliver this type of speech, remember the goal is to
be balanced when discussing both sides of the issue. To see an example of how you can take a very divisive topic
and make it informative, check out the series Point/Counterpoint published by Chelsea House (http://chelsea-
house.infobasepublishing.com). This series of books covers everything from the pros and cons of blogging to

whether the United States should have mandatory military service.

Sample: Jessy Ohl's Informative Speech

The following text represents an informative speech prepared and delivered by an undergraduate student named
Jessy Ohl. While this speech is written out as a text for purposes of analysis, in your public speaking course, you
will most likely be assigned to speak from an outline or notes, not a fully written script. As you read through this
sample speech, notice how Ms. Ohl uses informative strategies to present the information without trying to per-

suade her audience.

In 1977, a young missionary named Daniel Everett traveled deep into the jungles of Brazil to spread the word of
God. However, he soon found himself working to translate the language of a remote tribe that would ultimately
change his faith, lead to a new profession, and pit him in an intellectual fistfight with the world-famous linguist
Noam Chomsky. As New Scientist Magazine of January 2008 explains, Everett’s research on a small group of 350
people called the Piraha tribe has revealed a language that has experts and intellectuals deeply disturbed.

While all languages are unique, experts like Noam Chomsky have argued that they all have universal similarities,
such as counting, that are hard-wired into the human brain. So as National Public Radio reported on April 8, 2007,
without the ability to count, conceptualize time or abstraction, or create syntax, the Piraha have a language that
by all accounts shouldn’t exist.

Daniel Everett is now a professor of linguistics at Illinois State University, and he has created controversy by
calling for a complete reevaluation of all linguistic theory in light of the Piraha. Exploration of the Piraha could
bring further insight into the understanding of how people communicate and even, perhaps, what it means to be
human. Which is why we must: first, examine the unique culture of the Pirahd; second, explore what makes their
language so surprising; and finally, discover the implications the Piraha have for the way we look at language and
humanity.

Taking a closer look at the tribe’s culture, we can identify two key components of Pirahd culture that help mold
language: first, isolation; and second, emphasis on reality.

First, while globalization has reached nearly every corner of the earth, it has not been able to penetrate the Piraha
natives in the slightest. As Dr. Everett told the New Yorker of April 16, 2007, no group in history has resisted
change like the Pirahd. “They reject everything from outside their world” as unnecessary and silly. Distaste for all
things foreign is the reason why the people have rejected technology, farming, religion, and even artwork.

The lack of artwork illustrates the second vital part of Piraha culture: an emphasis on reality. According to the
India Statesman of May 22, 2006, all Piraha understanding is based around the concept of personal experience.
If something cannot be felt, touched, or experienced directly then to them, it doesn’t exist, essentially eliminating
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the existence of abstract thought. Since art is often a representation of reality, it has no value among the people.
During his work as a missionary, Everett was amazed to find that the natives had no interest in the story of Jesus
once they found out that he was dead. The Piraha psyche is so focused on the present that the people have no
collective memory, history, written documents, or creation myths. They are unable to even remember the names
of dead grandparents because once something or someone cannot be experienced, they are no longer important.

Since his days as a missionary, Everett remains the only Western professor able to translate Pirahd. His research
has discovered many things missing with the language: words for time, direction, and color. But more importantly,
Piraha also lacks three characteristics previously thought to be essential to all languages: complexity, counting,
and recursion.

First, the Piraha language seems incredibly simple. Now, this isn’t meant to imply that the people are uncivilized
or stupid, but instead, they are minimalist. As I mentioned earlier, they only talk in terms of direct experience.
The London Times of January 13, 2007, notes that with only eight consonants and three vowels, speakers rely on
the use of tone, pitch, and humming to communicate. In fact, Pirahad almost sounds more like song than speech.

Second, Noam Chomsky’s famous universal grammar theory includes the observation that every language has
a means of counting. However, as reported in the June 2007 issue of Prospect Magazine, the Pirahd only have
words for “one, two, and MANY.” This demonstrates the Piraha’s inability to conceptualize a difference between
three and five or three and a thousand. Dr. Everett spent six months attempting to teach even a single Piraha per-
son to count to ten, but his efforts were in vain, as tribal members considered the new numbers and attempts at
math “childish.”

Third, and the biggest surprise for researchers, is the Pirahad’s apparent lack of recursion. Recursion is the ability
to link several thoughts together. It is characterized in Christine Kenneally’s 2007 book, The Search for the Ori-
gins of Language, as the fundamental principle of all language and the source of limitless expression. Pirahd is
unique since the language does not have any conjunctions or linking words. Recursion is so vital for expression
that the Chicago Tribune of June 11, 2007, reports that a language without recursion is like disproving gravity.

Although the Pirahd don’t care what the outside world thinks of them, their language and world view has certainly
ruffled feathers. And while civilization hasn’t been able to infiltrate the Pirahd, it may ultimately be the Piraha
that teaches civilization a thing or two, which brings us to implications on the communicative, philosophical, and
cultural levels. By examining the culture, language, and implications of the Piraha tribe we are able to see how
this small Brazilian village could shift the way that we think and talk about the world. Daniel Everett’s research
hasn’t made him more popular with his colleagues. But his findings do show that more critical research is needed
to make sure that our understanding of language is not lost in translation.

To Persuade

The second general purpose people can have for speaking is to persuade. When we speak to persuade, we attempt
to get listeners to embrace a point of view or to adopt a behavior that they would not have done otherwise. A
persuasive speech can be distinguished from an informative speech by the fact that it includes a call for action for
the audience to make some change in their behavior or thinking.

Why We Persuade

The reasons behind persuasive speech fall into two main categories, which we will call “pure persuasion” and
“manipulative persuasion.” Pure persuasion occurs when a speaker urges listeners to engage in a specific behavior
or change a point of view because the speaker truly believes that the change is in the best interest of the audi-

ence members. For example, you may decide to give a speech on the importance of practicing good oral hygiene



because you truly believe that oral hygiene is important and that bad oral hygiene can lead to a range of physical,
social, and psychological problems. In this case, the speaker has no ulterior or hidden motive (e.g., you are not a

toothpaste salesperson).

Manipulative persuasion, on the other hand, occurs when a speaker urges listeners to engage in a specific behavior
or change a point of view by misleading them, often to fulfill an ulterior motive beyond the face value of the per-
suasive attempt. We call this form of persuasion manipulative because the speaker is not being honest about the
real purpose for attempting to persuade the audience. Ultimately, this form of persuasion is perceived as highly
dishonest when audience members discover the ulterior motive. For example, suppose a physician who also owns
a large amount of stock in a pharmaceutical company is asked to speak before a group of other physicians about a
specific disease. Instead of informing the group about the disease, the doctor spends the bulk of his time attempt-

ing to persuade the audience that the drug his company manufactures is the best treatment for that specific disease.

Obviously, the key question for persuasion is the speaker’s intent. Is the speaker attempting to persuade the audi-
ence because of a sincere belief in the benefits of a certain behavior or point of view? Or is the speaker using all
possible means—including distorting the truth—to persuade the audience because he or she will derive personal
benefits from their adopting a certain behavior or point of view? Unless your speech assignment specifically calls
for a speech of manipulative persuasion, the usual (and ethical) understanding of a “persuasive speech” assign-

ment is that you should use the pure form of persuasion.

Persuasion: Behavior versus Attitudes, Values, and Beliefs

As we’ve mentioned in the preceding sections, persuasion can address behaviors—observable actions on the part

of listeners—and it can also address intangible thought processes in the form of attitudes, values, and beliefs.

When the speaker attempts to persuade an audience to change behavior, we can often observe and even measure
how successful the persuasion was. For example, after a speech attempting to persuade the audience to donate
money to a charity, the charity can measure how many donations were received. The following is a short list of
various behavior-oriented persuasive speeches we’ve seen in our own classes: washing one’s hands frequently
and using hand sanitizer, adapting one’s driving habits to improve gas mileage, using open-source software, or
drinking one soft drink or soda over another. In all these cases, the goal is to make a change in the basic behavior

of audience members.

The second type of persuasive topic involves a change in attitudes, values, or beliefs. An attitude is defined as an
individual’s general predisposition toward something as being good or bad, right or wrong, negative or positive.
If you believe that dress codes on college campuses are a good idea, you want to give a speech persuading others

to adopt a positive attitude toward campus dress codes.

A speaker can also attempt to persuade listeners to change some value they hold. Value refers to an individual’s
perception of the usefulness, importance, or worth of something. We can value a college education, we can value
technology, and we can value freedom. Values, as a general concept, are fairly ambiguous and tend to be very

lofty ideas. Ultimately, what we value in life actually motivates us to engage in a range of behaviors. For example,



if you value protecting the environment, you may recycle more of your trash than someone who does not hold
this value. If you value family history and heritage, you may be more motivated to spend time with your older

relatives and ask them about their early lives than someone who does not hold this value.

Lastly, a speaker can attempt to persuade people to change their personal beliefs. Beliefs are propositions or posi-
tions that an individual holds as true or false without positive knowledge or proof. Typically, beliefs are divided
into two basic categories: core and dispositional. Core beliefs are beliefs that people have actively engaged in and
created over the course of their lives (e.g., belief in a higher power, belief in extraterrestrial life forms). Disposi-
tional beliefs, on the other hand, are beliefs that people have not actively engaged in; they are judgments based
on related subjects, which people make when they encounter a proposition. Imagine, for example, that you were
asked the question, “Can gorillas speak English?” While you may never have met a gorilla or even seen one in
person, you can make instant judgments about your understanding of gorillas and fairly certainly say whether you
believe that gorillas can speak English.

When it comes to persuading people to alter beliefs, persuading audiences to change core beliefs is more difficult
than persuading audiences to change dispositional beliefs. If you find a topic related to dispositional beliefs, using
your speech to help listeners alter their processing of the belief is a realistic possibility. But as a novice public
speaker, you are probably best advised to avoid core beliefs. Although core beliefs often appear to be more excit-
ing and interesting than dispositional ones, you are very unlikely to alter anyone’s core beliefs in a five- to ten-

minute classroom speech.

Sample: Jessy Ohl's Persuasive Speech

The following speech was written and delivered by an undergraduate student named Jessy Ohl. As with our earlier
example, while this speech is written out as a text for purposes of analysis, in your public speaking course, you
will most likely be assigned to speak from an outline or notes, not a fully written script.

Take a few minutes and compare this persuasive speech to the informative speech Ms. Ohl presented earlier in this
chapter. What similarities do you see? What differences do you see? Does this speech seek to change the audi-
ence’s behavior? Attitudes? Values? Dispositional or core beliefs? Where in the speech do you see one or more
calls for action?

With a declining population of around 6,000, my home town of Denison, Iowa, was on the brink of extinction
when a new industry rolled in bringing jobs and revenue. However, as the Canadian Globe and Mail of July 23,
2007, reports, the industry that saved Denison may ultimately lead to its demise.

Denison is one of 110 communities across the country to be revolutionized by the production of corn ethanol.
Ethanol is a high-powered alcohol, derived from plant matter, that can be used like gasoline. According to the
Omaha World Herald of January 8, 2008, our reliance on foreign oil combined with global warming concerns
have many holding corn ethanol as our best energy solution. But despite the good intentions of helping farmers
and lowering oil consumption, corn ethanol is filled with empty promises. In fact, The Des Moines Register of
March 1, 2008, concludes that when ethanol is made from corn, all of its environmental and economic benefits
disappear. With oil prices at 100 dollars per barrel, our nation is in an energy crisis, and luckily, the production of




ethanol can be a major help for both farmers and consumers, if done correctly. Unfortunately, the way we make
ethanol—over 95% from corn—is anything but correct. Although hailed as a magic bullet, corn ethanol could be
the worst agricultural catastrophe since the Dust Bowl.

The serious political, environmental, and even moral implications demand that we critically rethink this so-called
yellow miracle by: first, examining the problems created by corn ethanol; second, exploring why corn ethanol has
gained such power; and finally, discovering solutions to prevent a corn ethanol disaster.

Now, if you have heard anything about the problems of corn ethanol, it probably dealt with efficiency. As the
Christian Science Monitor of November 15, 2007, notes, it takes a gallon of gasoline or more to make a gallon of
ethanol. And while this is an important concern, efficiency is the least of our worries. Turning this crop into fuel
creates two major problems for our society: first, environmental degradation; and second, acceleration of global
famine.

First, corn ethanol damages the environment as much as, if not more than, fossil fuels. The journal Ethanol and
Bio-diesel News of September 2007 asserts that the production of corn ethanol is pushing natural resources to
the breaking point. Since the Dust Bowl, traditional farming practices have required farmers to “rotate” crops.
But with corn ethanol being so profitable, understandably, farmers have stopped rotating crops, leading to soil
erosion, deforestation, and fertilizer runoff—making our soil less fertile and more toxic. And the story only gets
worse once the ethanol is manufactured. According to National Public Radio’s Talk of the Nation of February 10,
2008, corn ethanol emits more carbon monoxide and twice the amount of carcinogens into the air as traditional
gasoline.

The second problem created from corn ethanol is the acceleration of global famine. According to the US Grains
Council, last year, 27 million tons of corn, traditionally used as food, was turned into ethanol, drastically increas-
ing food prices. The March 7, 2007, issue of The Wall Street Journal explains that lower supplies of corn needed
for necessities such as farm feed, corn oil, and corn syrup have increased our food costs in everything from milk
to bread, eggs, and even beer as much as 25 percent. The St. Louis Post Dispatch of April 12, 2007, reports that
the amount of corn used to fill one tank of gas could feed one person for an entire year. In October, Global protests
over corn ethanol lead the United Nations to call its production “a crime against humanity.”

If you weren’t aware of the environmental or moral impacts of corn ethanol, you’re not alone. The Financial
Times of May 27, 2007, reports that the narrative surrounding corn ethanol as a homegrown fuel is so desirable
that critical thinking is understandably almost nonexistent. To start thinking critically about corn ethanol, we need
to examine solutions on both the federal and personal levels.

First, at the federal level, our government must end the ridiculously high subsidies surrounding corn ethanol. On
June 24, 2007, The Washington Post predicted that subsidies on corn ethanol would cost the federal government
an extra 131 billion dollars by 2010.

This isn’t to say that the federal government should abandon small farmers. Instead, let’s take the excitement
around alternative fuels and direct it toward the right kinds of ethanol. The Economist of June 2, 2007, reports that
other materials such as switch grass and wood chips can be used instead of corn. And on July 6, 2011, The New
York Times reported on ethanol made from corn cobs, leaves, and husks, which leaves the corn kernels to be used
as food. The government could use the money paid in subsidies to support this kind of responsible production of
ethanol. The point is that ethanol done right can honestly help with energy independence.

On the personal level, we have all participated in the most important step, which is being knowledgeable about
the true face of corn ethanol. However, with big business and Washington proclaiming corn ethanol’s greatness,
we need to spread the word. So please, talk to friends and family about corn ethanol while there is still time. To
make this easier, visit my website, at http://www.responsibleethanol.com. Here you will find informational mate-
rials, links to your congressional representatives, and ways to invest in switch grass and wood ethanol.

Today, we examined the problems of corn ethanol in America and discovered solutions to make sure that our need
for energy reform doesn’t sacrifice our morality. Iowa is turning so much corn into ethanol that soon the state will
have to import corn to eat. And while my hometown of Denison has gained much from corn ethanol, we all have
much more to lose from it.
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To Entertain

The final general purpose people can have for public speaking is to entertain. Whereas informative and persuasive
speech making is focused on the end result of the speech process, entertainment speaking is focused on the theme
and occasion of the speech. An entertaining speech can be either informative or persuasive at its root, but the con-

text or theme of the speech requires speakers to think about the speech primarily in terms of audience enjoyment.

Why We Entertain

Entertaining speeches are very common in everyday life. The fundamental goal of an entertaining speech is audi-
ence enjoyment, which can come in a variety of forms. Entertaining speeches can be funny or serious. Overall,
entertaining speeches are not designed to give an audience a deep understanding of life but instead to function as
a way to divert an audience from their day-to-day lives for a short period of time. This is not to say that an enter-
taining speech cannot have real content that is highly informative or persuasive, but its goal is primarily about the
entertaining aspects of the speech and not focused on the informative or persuasive quality of the speech.

Common Forms of Entertainment Topics

There are three basic types of entertaining speeches: the after-dinner speech, the ceremonial speech, and the inspi-
rational speech. The after-dinner speech is a form of speaking where a speaker takes a serious speech topic (either
informative or persuasive) and injects a level of humor into the speech to make it entertaining. Some novice speak-
ers will attempt to turn an after-dinner speech into a stand-up comedy routine, which doesn’t have the same focus

(Roye, 2010). After-dinner speeches are first and foremost speeches.

A ceremonial speech is a type of entertaining speech where the specific context of the speech is the driving force
of the speech. Common types of ceremonial speeches include introductions, toasts, and eulogies. In each of these
cases, there are specific events that drive the speech. Maybe you’re introducing an individual who is about to
receive an award, giving a toast at your best friend’s wedding, or delivering the eulogy at a relative’s funeral. In
each of these cases, the speech and the purpose of the speech is determined by the context of the event and not by

the desire to inform or persuade.

The final type of entertaining speech is one where the speaker’s primary goal is to inspire her or his audience.
Inspirational speeches are based in emotion with the goal to motivate listeners to alter their lives in some signifi-
cant way. Florence Littauer, a famous professional speaker, delivers an emotionally charged speech titled “Silver
Boxes.” In the speech, Mrs. Littauer demonstrates how people can use positive comments to encourage others in
their daily lives. The title comes from a story she tells at the beginning of the speech where she was teaching a
group of children about using positive speech, and one of the children defined positive speech as giving people
little silver boxes with bows on top (http://server.firefighters.org/catalog/2009/45699.mp3).

Sample: Adam Fink’s Entertainment Speech

The following speech, by an undergraduate student named Adam Fink, is an entertainment speech. Specifically,
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this speech is a ceremonial speech given at Mr. Fink’s graduation. As with our earlier examples, while this speech
is written out as a text for purposes of analysis, in your public speaking course you will most likely be assigned to
speak from an outline or notes, not a fully written script. Notice that the tenor of this speech is persuasive but that

it persuades in a more inspiring way than just building and proving an argument.

s !

Good evening! I’ve spent the last few months looking over commencement speeches on YouTube. The most
notable ones had eight things in common. They reflected on the past, pondered about the future. They encouraged
the honorees. They all included some sort of personal story and application. They made people laugh at least fif-
teen times. They referred to the university as the finest university in the nation or world, and last but not least they
all greeted the people in attendance. I’1l begin by doing so now.

President Holst, thank you for coming. Faculty members and staff, salutations to you all. Distinguished guests,
we are happy to have you. Family members and friends, we could not be here without you. Finally, ladies and
gentlemen of the class of 2009, welcome to your commencement day here at Concordia University, Saint Paul,
this, the finest university in the galaxy, nay, universe. Really, it’s right up there with South Harlem Institute of
Technology, the School of Hard Knocks, and Harvard. Check and check!

Graduates, we are not here to watch as our siblings, our parents, friends, or other family walk across this stage.
We are here because today is our graduation day. I am going to go off on a tangent for a little bit. Over the past
umpteen years, I have seen my fair share of graduations and ceremonies. In fact, I remember getting dragged
along to my older brothers’ and sisters’ graduations, all 8,000 of them—at least it seems like there were that many
now. Seriously, I have more family members than friends. I remember sitting here in these very seats, intently
listening to the president and other distinguished guests speak, again saying welcome and thank you for coming.
Each year, I got a little bit better at staying awake throughout the entire ceremony. Every time I would come
up with something new to keep myself awake, daydreams, pinching my arms, or pulling leg hair; I was a very
creative individual. I am proud to say that I have been awake for the entirety of this ceremony. I would like to
personally thank my classmates and colleagues sitting around me for slapping me every time I even thought about
dozing off. Personal story, check—and now, application!

Graduates, don’t sleep through life. If you need a close friend or colleague to keep you awake, ask. Don’t get
bored with life. In the words of one of my mentors, the Australian film director, screen writer, and producer Baz
Luhrman, “Do one thing every day that scares you.” Keep yourself on your toes. Stay occupied but leave room
for relaxation; embrace your hobbies. Don’t get stuck in a job you hate. I am sure many of you have seen the
“Did You Know?” film on YouTube. The film montages hundreds of statistics together, laying down the ground
work to tell viewers that we are approaching a crossroad. The way we live is about to change dramatically. We
are living in exponential times. It’s a good thing that we are exponential people.

We are at a crossing point here, now. Each of us is graduating; we are preparing to leave this place we have called
home for the past few years. It’s time to move on and flourish. But let’s not leave this place for good. Let us walk
away with happy memories. We have been fortunate enough to see more change in our time here than most alumni
see at their alma mater in a lifetime. We have seen the destruction of Centennial, Minnesota, and Walther. Ladies,
it might not mean a lot to you, but gentlemen, we had some good times there. We have seen the building and
completion of the new Residence Life Center. We now see the beginnings of our very own stadium. We have seen
enough offices and departments move to last any business a lifetime. Let us remember these things, the flooding
of the knoll, Ultimate Frisbee beginning at ten o’clock at night, and two back-to-back Volleyball National Cham-
pionship teams, with one of those championship games held where you are sitting now. I encourage all of you to
walk out of this place with flashes of the old times flickering through your brains. Reflection, check!

Honorees, in the words of Michael Scott, only slightly altered, “They have no idea how high [we] can fly.” Right
now you are surrounded by future politicians, film critics, producers, directors, actors, actresses, church workers,
artists, the teachers of tomorrow, musicians, people who will change the world. We are all held together right here
and now, by a common bond of unity. We are one graduating class.

In one of his speeches this year, President Barack Obama said, “Generations of Americans have connected their




stories to the larger American story through service and helped move our country forward. We need that service
now.” He is right. America needs selfless acts of service.

Hebrews 10:23-25 reads, “Let us hold unswervingly to the hope we profess, for he who promised is faithful.
And let us consider how we may spur one another on toward love and good deeds. Let us not give up meeting
together, as some are in the habit of doing, but let us encourage one another—and all the more as you see the Day
approaching.” Let us not leave this place as enemies but rather as friends and companions. Let us come back next
fall for our first reunion, the Zero Class Reunion hosted by the wonderful and amazing workers in the alumni
department. Let us go and make disciples of all nations, guided by His Word. Let us spread God’s peace, joy, and
love through service to others. Congratulations, graduates! I hope to see you next homecoming. Encouragement,
check!

Key Takeaways

 There are three general purposes that all speeches fall into: to inform, to persuade, and to entertain.
Depending on what your ultimate goal is, you will start by picking one of these general purposes and
then selecting an appropriate speech pattern that goes along with that general purpose.

» Informative speeches can focus on objects, people, events, concepts, processes, or issues. It is impor-
tant to remember that your purpose in an informative speech is to share information with an audi-
ence, not to persuade them to do or believe something.

* There are two basic types of persuasion: pure and manipulative. Speakers who attempt to persuade
others for pure reasons do so because they actually believe in what they are persuading an audience
to do or think. Speakers who persuade others for manipulative reasons do so often by distorting the
support for their arguments because they have an ulterior motive in persuading an audience to do or
think something. If an audience finds out that you’ve been attempting to manipulate them, they will
lose trust in you.

» Entertainment speeches can be after-dinner, ceremonial, or inspirational. Although there may be
informative or persuasive elements to your speech, your primary reason for giving the speech is to
entertain the audience.

Exercises

1. Imagine you’re giving a speech related to aardvarks to a group of fifth graders. Which type of
informative speech do you think would be the most useful (objects, people, events, concepts,
processes, and issues)? Why?

2. Imagine you’re giving a speech to a group of prospective voters supporting a specific political
candidate. Which type of persuasive speech do you think would be the most useful (change of
behavior, change of attitude, change of value, or change of belief)? Why?

3. Imagine that you’ve been asked to speak at a business luncheon and the host has asked you to
keep it serious but lighthearted. Which type of entertainment speech do you think would be the most
useful (the after-dinner speech, the ceremonial speech, or the inspirational speech)? Why?
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6.2 Selecting a Topic

Learning Objectives

1. Understand the four primary constraints of topic selection.

2. Demonstrate an understanding of how a topic is narrowed from a broad subject area to a manage-
able specific purpose.

Wonderlane — Fork in the road, decision tree — CC BY 2.0.

One of the most common stumbling blocks for novice public speakers is selecting their first speech topic. Gen-
erally, your public speaking instructor will provide you with some fairly specific parameters to make this a little
easier. You may be assigned to tell about an event that has shaped your life or to demonstrate how to do some-

thing. Whatever your basic parameters, at some point you as the speaker will need to settle on a specific topic. In
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this section, we’re going to look at some common constraints of public speaking, picking a broad topic area, and

narrowing your topic.

Common Constraints of Public Speaking

When we use the word “constraint” with regard to public speaking, we are referring to any limitation or restriction
you may have as a speaker. Whether in a classroom situation or in the boardroom, speakers are typically given
specific instructions that they must follow. These instructions constrain the speaker and limit what the speaker can
say. For example, in the professional world of public speaking, speakers are often hired to speak about a specific
topic (e.g., time management, customer satisfaction, entrepreneurship). In the workplace, a supervisor may assign
a subordinate to present certain information in a meeting. In these kinds of situations, when a speaker is hired or

assigned to talk about a specific topic, he or she cannot decide to talk about something else.

Furthermore, the speaker may have been asked to speak for an hour, only to show up and find out that the event
is running behind schedule, so the speech must now be made in only thirty minutes. Having prepared sixty min-
utes of material, the speaker now has to determine what stays in the speech and what must go. In both of these
instances, the speaker is constrained as to what he or she can say during a speech. Typically, we refer to four pri-

mary constraints: purpose, audience, context, and time frame.

Purpose

The first major constraint someone can have involves the general purpose of the speech. As mentioned earlier,
there are three general purposes: to inform, to persuade, and to entertain. If you’ve been told that you will be
delivering an informative speech, you are automatically constrained from delivering a speech with the purpose of
persuading or entertaining. In most public speaking classes, this is the first constraint students will come in con-

tact with because generally teachers will tell you the exact purpose for each speech in the class.

Audience

The second major constraint that you need to consider as a speaker is the type of audience you will have. As dis-
cussed in the chapter on audience analysis, different audiences have different political, religious, and ideological
leanings. As such, choosing a speech topic for an audience that has a specific mindset can be very tricky. Unfor-
tunately, choosing what topics may or may not be appropriate for a given audience is based on generalizations
about specific audiences. For example, maybe you’re going to give a speech at a local meeting of Democratic
leaders. You may think that all Democrats are liberal or progressive, but there are many conservative Democrats
as well. If you assume that all Democrats are liberal or progressive, you may end up offending your audience by
making such a generalization without knowing better. Obviously, the best way to prevent yourself from picking a
topic that is inappropriate for a specific audience is to really know your audience, which is why we recommend

conducting an audience analysis, as described in Chapter 5 “Audience Analysis”.
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Context

The third major constraint relates to the context. For speaking purposes, the context of a speech is the set of cir-
cumstances surrounding a particular speech. There are countless different contexts in which we can find ourselves
speaking: a classroom in college, a religious congregation, a corporate boardroom, a retirement village, or a polit-
ical convention. In each of these different contexts, the expectations for a speaker are going to be unique and
different. The topics that may be appropriate in front of a religious group may not be appropriate in the corporate

boardroom. Topics appropriate for the corporate boardroom may not be appropriate at a political convention.

Time Frame

The last—but by no means least important—major constraint that you will face is the time frame of your speech.
In speeches that are under ten minutes in length, you must narrowly focus a topic to one major idea. For exam-
ple, in a ten-minute speech, you could not realistically hope to discuss the entire topic of the US Social Security
program. There are countless books, research articles, websites, and other forms of media on the topic of Social

Security, so trying to crystallize all that information into ten minutes is just not realistic.

Instead, narrow your topic to something that is more realistically manageable within your allotted time. You might
choose to inform your audience about Social Security disability benefits, using one individual disabled person as
an example. Or perhaps you could speak about the career of Robert J. Myers, one of the original architects of
Social Securityl. By focusing on information that can be covered within your time frame, you are more likely to

accomplish your goal at the end of the speech.

Selecting a Broad Subject Area

Once you know what the basic constraints are for your speech, you can then start thinking about picking a topic.
The first aspect to consider is what subject area you are interested in examining. A subject area is a broad area of
knowledge. Art, business, history, physical sciences, social sciences, humanities, and education are all examples
of subject areas. When selecting a topic, start by casting a broad net because it will help you limit and weed out

topics quickly.

Furthermore, each of these broad subject areas has a range of subject areas beneath it. For example, if we take
the subject area “art,” we can break it down further into broad categories like art history, art galleries, and how to
create art. We can further break down these broad areas into even narrower subject areas (e.g., art history includes
prehistoric art, Egyptian art, Grecian art, Roman art, Middle Eastern art, medieval art, Asian art, Renaissance art,

modern art). As you can see, topic selection is a narrowing process.

Narrowing Your Topic

Narrowing your topic to something manageable for the constraints of your speech is something that takes time,
patience, and experience. One of the biggest mistakes that new public speakers make is not narrowing their topics
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sufficiently given the constraints. In the previous section, we started demonstrating how the narrowing process

works, but even in those examples, we narrowed subject areas down to fairly broad areas of knowledge.

Think of narrowing as a funnel. At the top of the funnel are the broad subject areas, and your goal is to narrow
your topic further and further down until just one topic can come out the other end of the funnel. The more focused
your topic is, the easier your speech is to research, write, and deliver. So let’s take one of the broad areas from
the art subject area and keep narrowing it down to a manageable speech topic. For this example, let’s say that
your general purpose is to inform, you are delivering the speech in class to your peers, and you have five to seven
minutes. Now that we have the basic constraints, let’s start narrowing our topic. The broad area we are going
to narrow in this example is Middle Eastern art. When examining the category of Middle Eastern art, the first
thing you’ll find is that Middle Eastern art is generally grouped into four distinct categories: Anatolian, Arabian,
Mesopotamian, and Syro-Palestinian. Again, if you’re like us, until we started doing some research on the topic,
we had no idea that the historic art of the Middle East was grouped into these specific categories. We’ll select
Anatolian art, or the art of what is now modern Turkey.

You may think that your topic is now sufficiently narrow, but even within the topic of Anatolian art, there are
smaller categories: pre-Hittite, Hittite, Uratu, and Phrygian periods of art. So let’s narrow our topic again to the
Phrygian period of art (1200-700 BCE). Although we have now selected a specific period of art history in Ana-
tolia, we are still looking at a five-hundred-year period in which a great deal of art was created. One famous
Phrygian king was King Midas, who according to myth was given the ears of a donkey and the power of a golden
touch by the Greek gods. As such, there is an interesting array of art from the period of Midas and its Greek coun-
terparts representing Midas. At this point, we could create a topic about how Phrygian and Grecian art differed in
their portrayals of King Midas. We now have a topic that is unique, interesting, and definitely manageable in five
to seven minutes. You may be wondering how we narrowed the topic down; we just started doing a little research

using the Metropolitan Museum of Art’s website (http://www.metmuseum.org).

Overall, when narrowing your topic, you should start by asking yourself four basic questions based on the con-
straints discussed earlier in this section:

1. Does the topic match my intended general purpose?

2. Is the topic appropriate for my audience?

3. Is the topic appropriate for the given speaking context?

4. Can I reasonably hope to inform or persuade my audience in the time frame I have for the speech?

Key Takeaways

» Selecting a topic is a process. We often start by selecting a broad area of knowledge and then nar-
rowing the topic to one that is manageable for a given rhetorical situation.

» When finalizing a specific purpose for your speech, always ask yourself four basic questions: (1)
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Does the topic match my intended general purpose?; (2) Is the topic appropriate for my audience?;
(3) Is the topic appropriate for the given speaking context?; and (4) Can I reasonably hope to inform
or persuade my audience in the time frame I have for the speech?

Exercises

1. Imagine you’ve been asked to present on a new technology to a local business. You’ve been given
ten minutes to speak on the topic. Given these parameters, take yourself through the narrowing
process from subject area (business) to a manageable specific purpose.

2. Think about the next speech you’ll be giving in class. Show how you’ve gone from a large subject
area to a manageable specific purpose based on the constraints given to you by your professor.

ISee, for example, Social Security Administration (1996). Robert J. Myers oral history interview. Retrieved from

http://www.ssa.gov/history/myersorl.html
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6.3 What If You Draw a Blank?

Learning Objectives

1. Understand and conduct a basic personal inventory.
2. Explain how to identify and use finding aids for topic selection.

3. Examine the importance of polling one’s audience to determine speech topics.

7
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Babak Fakhamzadeh — Head scratcher — CC BY-NC 2.0.

Uh-oh, what if you have no clue what to speak about at all? Thankfully, there are many places where you can get

help finding a good topic for you. In this section, we’re going to talk about a range of ways to find the best topic.

Conduct a Personal Inventory

The first way to find a good topic is to conduct what we call a personal inventory. A personal inventory is a
detailed and descriptive list about an individual. In this case, we want you to think about you. Here are some basic

questions to get you started:

* What’s your major?


http://open.lib.umn.edu/publicspeaking/wp-content/uploads/sites/189/2016/06/6.3.0.jpg
http://open.lib.umn.edu/publicspeaking/wp-content/uploads/sites/189/2016/06/6.3.0.jpg
https://www.flickr.com/photos/mastababa/2354488369/

* What are your hobbies?
* What jobs have you had?
» What extracurricular activities have you engaged in?
* What clubs or groups do you belong to?
* What political issues interest you?
* Where have you traveled in life?
* What type of volunteer work have you done?
» What goals do you have in life?
* What social problems interest you?
* What books do you read?
* What movies do you watch?
* What games do you play?
* What unique skills do you possess?
After responding to these questions, you now have a range of areas that are unique to you that you could realisti-

cally develop into a speech. Here are some unique inventory items that could be turned into speeches for some of
the authors of this textbook:

Richard A. Welter

1. Grew up as an air force dependent and lived on the island of Crete
2. Is a puppeteer

3. Has two puggles (half pug/half beagle) named Daikin and Teddy

Edith D. Cates

1. Worked as a teacher for the Medicine Chief of the Bear Tribe Medicine Society in Spokane, Washington
2. Was codirector of Bear Tribe Publishing Company

3. Specializes in storytelling

Bess E. Rigsby

1. Is an avid fan of the Baltimore Orioles

2. Spent a month in South Korea as part of a study/travel group



3. Is a history buff who likes visiting historic sites and national parks

Carl N. Cundiff

1. Briefly lived in the Dominican Republic with his family as a young boy
2.IsaDJ

3. Occasionally practices yoga

We wanted to note these interesting facts about our personal lives to illustrate the fact that each and every one of
us has done unique and interesting things in our lives that could make really interesting and informative, persua-

sive, or entertaining speeches.

Use Finding Aids

If you’re still just stumped after conducting a personal inventory, the next recommendation we have for helping
you find a good topic is to use a finding aid. A finding aid is a tool that will help you find lists of possible topics.

Let’s look at four of them: best-seller lists, organizations that tally information, media outlets, and the Internet.

Best-Seller Lists

A best-seller list is a list of books that people are currently buying. These lists often contain various subdivisions
including fiction, nonfiction, business, advice, or graphic novels. Table 6.1 “Best-Seller Lists” contains a range of

best-seller lists to examine:

Table 6.1 Best-Seller Lists

Name Website

New York Times http://www.nytimes.com/books/best-sellers/
Amazon.com http://www.amazon.com/gp/bestsellers/books
USA Today http://www.usatoday.com/life/books/best-selling/

American Booksellers http://www.bookweb.org/professional-bookselling/indiebound/bestsellers
Publisher’s Weekly http://www.publishersweekly.com

The Washington Post  https://www.washingtonpost.com/entertainment/books/

It is important to realize that your goal in looking at best-seller lists is not to choose a book to serve as the topic
of your speech—unless you’ve been assigned to give a book review! The point is that while all these lists indicate
what people are reading, you can use them to find out what topics people are generally interested in right now.
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Polling Organizations

In addition to numerous sources for best sellers, there are also a number of polling organizations that regularly
conduct research on the American public. Not only are these organizations good for finding interesting research,
but generally the most recent polls are an indication of what people are interested in understanding today. For
example, The Gallup Organization regularly conducts polls to find out Americans’ perceptions of current political
issues, business issues, social issues, and a whole range of other interesting information. Often just looking at the

Gallup Organization’s website can help you find very interesting speech topics.

Table 6.2 Tallied Information

Name Website

The Gallup Organization http://www.gallup.com

US Census Bureau http://www.census.gov
Polling Report http://www.pollingreport.com
Rasmussen Reports http://www.rasmussenreports.com
Zogby International http://www.zogby.com
Pew Research Center http://pewresearch.org

Media Outlets

The next great ways to find interesting topics for your speeches are watching television and listening to the radio.
The evening news, the History Channel, and the National Geographic channel can all provide ideas for many dif-
ferent speech topics. There are even a host of television shows that broadcast the latest and most interesting topics
weekly (e.g., Dateline, 20/20, 60 Minutes). Here are some recent segments from 20/20 that could make interesting
speeches: former Tarzan actor, Steve Sipek, has lived with tigers for forty years; the science behind the Bachelor

phenomenon; the world of childhood schizophrenia; and a girl born with a rare “mermaid” condition.

As for listening to the radio, talk radio is often full of interesting possibilities for speech topics. Many of the most
prominent talk radio shows have two or three hours to fill five days a week, so the shows’ producers are always
looking for interesting topics. Why not let those producers do the investigative work for you? If you’re listening

to talk radio and hear an interesting topic, write it down and think about using it for your next speech.

As with the best-seller list, it is important to realize that your goal is not to use a given television or radio program
as the basis for your speech, much less to repeat the exact arguments that a talk radio host or caller has made. We
are not advocating stealing someone’s ideas—you need to do your own thinking to settle on your speech topic.
You can certainly use ideas from the media as contributions to your speech; however, if you do this, it is only
ethical to make sure that you correctly cite the show where you heard about the topic by telling your audience the

title, station, and date when you heard it.
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The Internet

You can, of course, also look for interesting speech topics online. While the Internet may not always provide the
most reliable information, it is a rich source of interesting topics. For example, to browse many interesting blogs,
check out http://www.blogcatalog.com/ or http://www.findblogs.com/. Both websites link to hundreds of blogs

you could peruse, searching for a topic that inspires you.

If you find yourself really stumped, there are even a handful of websites that specialize in helping people, just like
you, find speech topics. Yes, that’s right! Some insightful individuals have posted long lists of possible topics for

your next speech right on the Internet. Here are some we recommend:

* http://www.hawaii.edu/mauispeech/html/infotopichelp.html
*+ http://www.myspeechclass.com/informativetopics2.html

* http://www.kirtland.edu/library/research-help/term-paper-or-speech-topics

Using the Internet is a great way to find a topic, but you’ll still need to put in the appropriate amount of your own
thinking and time to really investigate your topic once you’ve found one that inspires you.

Poll Your Audience for Interests and Needs

The last way you can find a great topic is to conduct a simple poll of your audience to see what their interests
and needs are. Let’s handle these two methods separately. When you ask potential audience members about their
interests, it’s not hard to quickly find that patterns of interests exist in every group. You can find out about inter-
ests by either formally handing people a questionnaire or just asking people casually. Suppose it’s your turn to
speak at your business club’s next meeting. If you start asking your fellow club members and other local business
owners if there are any specific problems their businesses are currently facing, you will probably start to see a
pattern develop. While you may not be an expert on the topic initially, you can always do some research to see

what experts have said on the topic and pull together a speech using that research.

The second type of poll you may conduct of your potential audience is what we call a needs analysis. A needs
analysis involves a set of activities designed to determine your audience’s needs, wants, wishes, or desires. The
purpose of a needs analysis is to find a gap in information that you can fill as a speaker. Again, you can use either
informal or formal methods to determine where a need is. Informally, you may ask people if they have problems
with something specific like writing a business plan or cooking in a wok. The only problem that can occur with
the informal method is that you often find out that people overestimate their own knowledge about a topic. Some-
one may think they know how to use a wok even though they’ve never owned one and never cooked in one. For
that reason, we often use more formal methods of assessing needs.

The formal process for conducting a needs analysis is threefold: (1) find a gap in knowledge, (2) figure out the
cause, and (3) identify solutions. First, you need to find that a gap in knowledge actually exists. Overall, this isn’t
very hard to do. You can have people try to accomplish a task or just orally have them explain a task to you, and
if you find that they are lacking you’ll know that there is a possible need. Second, you need to figure out what is
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causing the gap. One of the mistakes that people make is assuming that all gaps exist because of a lack of infor-
mation. This is not necessarily true—it can also be because of lack of experience. For example, people may have
learned how to drive a car in a driver education class, but if they’ve never been behind the wheel of a car, they’re
not really going to know how to drive. Would giving a speech on how to drive a car at this point be useful? No.
Instead, these people need practice, not another speech. Lastly, when you determine that the major cause of the

need is informational, it’s time to determine the best way to deliver that information.

Key Takeaways

* Conducting a personal inventory is a good way to start the topic selection process. When we analyze
our own experiences, interests, knowledge, and passions, we often find topics that others will also
find interesting and useful.

» A speaker can investigate finding aids when searching for a good topic. Various finding aids have
their positives and negatives, so we recommend investigating several different finding aids to see
what topic ideas inspire you.

* One way to ensure a successful speech is to identify your audience’s interests or needs. When the
speaker’s topic is immediately useful for the audience, the audience will listen to the speech and
appreciate it.

Exercises

1. Look at the questions posed in this chapter related to conducting a personal inventory. Do you see
any potential speech ideas developing from your personal inventory? If yes, which one do you think
would impact your audience the most?

2. Take a broad subject area and then use two of the different finding aids to see what types of topics
appear. Are you finding similarities or differences? The goal of this activity is to demonstrate how
taking a very broad topic can be narrowed down to a more manageable topic using finding aids.

3. For an upcoming speech in your public speaking class, create a simple survey to determine your
audience’s needs. Find out what your audience may find interesting. Remember, the goal is to find
out what your audience needs, not necessarily what you think your audience needs.




6.4 Specific Purposes

Learning Objectives

1. Understand the process of extending a general purpose into a specific purpose.

2. Integrate the seven tips for creating specific purposes.

Andrew Sutherland — Roma Street Steps — CC BY-SA 2.0.

Once you have chosen your general purpose and your topic, it’s time to take your speech to the next phase and
develop your specific purpose. A specific purpose starts with one of the three general purposes and then specifies
the actual topic you have chosen and the basic objective you hope to accomplish with your speech. Basically, the

specific purpose answers the who, what, when, where, and why questions for your speech.

Getting Specific

When attempting to get at the core of your speech (the specific purpose), you need to know a few basic things
about your speech. First, you need to have a general purpose. Once you know whether your goal is to inform,

persuade, or entertain, picking an appropriate topic is easier. Obviously, depending on the general purpose, you
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will have a range of different types of topics. For example, let’s say you want to give a speech about hygiene. You
could still give a speech about hygiene no matter what your general purpose is, but the specific purpose would
vary depending on whether the general purpose is to inform (discussing hygiene practices around the globe), to
persuade (discussing why people need to adopt a specific hygiene practice), or to entertain (discussing some of
the strange and unique hygiene practices that people have used historically). Notice that in each of these cases, the

general purpose alters the topic, but all three are still fundamentally about hygiene.

Now, when discussing specific purposes, we are concerned with who, what, when, where, why, and how questions
for your speech. Let’s examine each of these separately. First, you want to know who is going to be in your audi-
ence. Different audiences, as discussed in the chapter on audience analysis, have differing desires, backgrounds,
and needs. Keeping your audience first and foremost in your thoughts when choosing a specific purpose will

increase the likelihood that your audience will find your speech meaningful.

Second is the “what” question, or the basic description of your topic. When picking an effective topic, you need

to make sure that the topic is appropriate for a variety of constraints or limitations within a speaking context.

Third, you need to consider when your speech will be given. Different speeches may be better for different times
of the day. For example, explaining the importance of eating breakfast and providing people with cereal bars may

be a great topic at 9:00 a.m. but may not have the same impact if you’re giving it at 4:00 p.m.

Fourth, you need to consider where your speech will be given. Are you giving a speech in front of a classroom?
A church? An executive meeting? Depending on the location of your speech, different topics may or may not be

appropriate.

The last question you need to answer within your speech is why. Why does your audience need to hear your
speech? If your audience doesn’t care about your specific purpose, they are less likely to attend to your speech. If
it’s a topic that’s a little more off-the-wall, you’ll really need to think about why they should care.

Once you’ve determined the who, what, when, where, and why aspects of your topic, it’s time to start creating
your actual specific purpose. First, a specific purpose, in its written form, should be a short, declarative sentence

that emphasizes the main topic of your speech. Let’s look at an example:

Topic The military

Narfower The military’s use of embedded journalists

Topic

Narrowed The death of British reporter Rupert Hamer in 2010 in a roadside bombing in Nawa, Afghanistan, along with five US
Topic Marines

In this example, we’ve quickly narrowed a topic from a more general topic to a more specific topic. Let’s now

look at that topic in terms of a general purpose and specific purpose:



General

To inform
Purpose
gg:;;fsls To inform my audience about the danger of embedded journalism by focusing on the death of British reporter Rupert Hamer
General To persuade
Purpose
Specific To persuade a group of journalism students to avoid jobs as embedded journalists by using the death of British reporter
Purpose Rupert Hamer as an example of what can happen

For the purpose of this example, we used the same general topic area, but demonstrated how you could easily turn
the topic into either an informative speech or a persuasive speech. In the first example, the speaker is going to talk
about the danger embedded journalists face. In this case, the speaker isn’t attempting to alter people’s ideas about
embedded journalists, just make them more aware of the dangers. In the second case, the specific purpose is to
persuade a group of journalism students (the audience) to avoid jobs as embedded journalists.

Your Specific Statement of Purpose

To form a clear and succinct statement of the specific purpose of your speech, start by naming your general pur-
pose (to inform, to persuade, or to entertain). Follow this by a capsule description of your audience (my peers in
class, a group of kindergarten teachers, etc.). Then complete your statement of purpose with a prepositional phrase

b IN1Y

(a phrase using “to,” “about,” “by,” or another preposition) that summarizes your topic. As an example, “My spe-
cific purpose is to persuade the students in my residence hall to protest the proposed housing cost increase” is a
specific statement of purpose, while “My speech will be about why we should protest the proposed housing cost

increase” is not.

Specific purposes should be statements, not questions. If you find yourself starting to phrase your specific purpose
as a question, ask yourself how you can reword it as a statement. Table 6.3 “My Specific Purpose Is...” provides

several more examples of good specific purpose statements.

Table 6.3 My Specific Purpose Is...

General

Purpose Audience Topic

To inform my audience about the usefulness of scrapbooking to save a family’s memories.

To persuade a group of kindergarten teachers to adopt a new disciplinary method for their classrooms.

To entertain a group of executives by describing the lighter side of life in “cubicle-ville.”

To inform community members about the newly proposed swimming pool plans that have been
adopted.

To persuade my peers in class to vote for me for class president.

the guests attending my mother’s birthday

To entertain
party

by telling a humorous story followed by a toast.




Basic Tips for Creating Specific Purposes

Now that we’ve examined what specific purposes are, we are going to focus on a series of tips to help you write

specific purposes that are appropriate for a range of speeches.

Audience, Audience, Audience

First and foremost, you always need to think about your intended audience when choosing your specific purpose.
In the previous section, we talked about a speech where a speaker is attempting to persuade a group of journalism
students to not take jobs as embedded journalists. Would the same speech be successful, or even appropriate, if
given in your public speaking class? Probably not. As a speaker, you may think your topic is great, but you always
need to make sure you think about your audience when selecting your specific purpose. For this reason, when
writing your specific purpose, start off your sentence by including the words “my audience” or actually listing the
name of your audience: a group of journalism students, the people in my congregation, my peers in class, and so
on. When you place your audience first, you’re a lot more likely to have a successful speech.

Matching the Rhetorical Situation

After your audience, the second most important consideration about your specific purpose pertains to the rhetor-
ical situation of your speech. The rhetorical situation is the set of circumstances surrounding your speech (e.g.,
speaker, audience, text, and context). When thinking about your specific purpose, you want to ensure that all these
components go together. You want to make sure that you are the appropriate speaker for a topic, the topic is appro-
priate for your audience, the text of your speech is appropriate, and the speech is appropriate for the context. For
example, speeches that you give in a classroom may not be appropriate in a religious context and vice versa.

Make It Clear

The specific purpose statement for any speech should be direct and not too broad, general, or vague. Consider the
lack of clarity in the following specific purpose: “To persuade the students in my class to drink more.” Obviously,
we have no idea what the speaker wants the audience to drink: water, milk, orange juice? Alcoholic beverages?
Furthermore, we have no way to quantify or make sense of the word “more.” “More” assumes that the students
are already drinking a certain amount, and the speaker wants them to increase their intake. If you want to persuade

your listeners to drink eight 8-ounce glasses of water per day, you need to say so clearly in your specific purpose.

Another way in which purpose statements are sometimes unclear comes from the use of colloquial language.
While we often use colloquialisms in everyday life, they are often understood only by a limited number of people.
It may sound like fun to have a specific purpose like, “To persuade my audience to get jiggy,” but if you state this

as your purpose, many people probably won’t know what you’re talking about at all.



Don't Double Up

You cannot hope to solve the entire world’s problems in one speech, so don’t even try. At the same time, you also
want to make sure that you stick to one specific purpose. Chances are it will be challenging enough to inform your
audience about one topic or persuade them to change one behavior or opinion. Don’t put extra stress on yourself
by adding topics. If you find yourself using the word “and” in your specific topic statement, you’re probably dou-
bling up on topics.

Can | Really Do This in Five to Seven Minutes?

When choosing your specific purpose, it’s important to determine whether it can be realistically covered in the
amount of time you have. Time limits are among the most common constraints for students in a public speaking
course. Usually speeches early in the term have shorter time limits (three to five minutes), and speeches later in
the term have longer time limits (five to eight minutes). While eight minutes may sound like an eternity to be
standing up in front of the class, it’s actually a very short period of time in which to cover a topic. To determine
whether you think you can accomplish your speech’s purpose in the time slot, ask yourself how long it would take

to make you an informed person on your chosen topic or to persuade you to change your behavior or attitudes.

If you cannot reasonably see yourself becoming informed or persuaded during the allotted amount of time,
chances are you aren’t going to inform or persuade your audience either. The solution, of course, is to make your

topic narrower so that you can fully cover a limited aspect of it.

Key Takeaways

* Moving from a general to specific purpose requires you to identify the who, what, when, where, and
why of your speech.

« State your specific purpose in a sentence that includes the general purpose, a description of the
intended audience, and a prepositional phrase summarizing the topic.

* When creating a specific purpose for your speech, first, consider your audience. Second, consider
the rhetorical situation. Make sure your specific purpose statement uses clear language, and that it
does not try to cover more than one topic.

» Make sure you can realistically accomplish your specific purpose within the allotted time.

Exercises

1. You’ve been asked to give a series of speeches on the importance of health care in poverty-
stricken countries. One audience will consist of business men and women, one audience will consist
of religious leaders, and another audience will consist of high school students. How would you need
to adjust your speech’s purpose for each of these different audiences? How do these different audi-




ences alter the rhetorical situation?

2. For the following list of topics, think about how you could take the same topic and adjust it for
each of the different general purposes (inform, persuade, and entertain). Write out the specific pur-
pose for each of your new speech topics. Here are the three general topic areas to work with: the
First Amendment to the US Constitution, iPods, and literacy in the twenty-first century.




6.5 Conclusion

After reading this chapter, we hope that you now have a better understanding not only of the purpose of your
speech but also of how to find a really interesting topic for yourself and your audience. We started this chapter
citing lyrics from the Avenue Q song “Purpose.” While the character is trying to find his purpose in life, we hope
this chapter has helped you identify your general purpose, choose a topic that will interest you and your audience,

and use these to develop a specific purpose statement for your speech.



6.6 Chapter Exercises

Speaking Ethically

Rona is a huge supporter of Gerry Mitchell in the mayoral campaign. Rona decides to volunteer for
Mitchell’s campaign and is soon asked to speak at various rallies when Mitchell can’t attend.

One Saturday evening, Rona is asked to speak before a group of retirees at a local retirement center. As a
campaign insider, Rona knows that Mitchell has privately acknowledged that he’s probably going to have
to drastically cut city support for a number of programs that help the elderly. Of course, this informa-
tion hasn’t been made public. Rona also realizes that the group she is speaking before would not vote for
Mitchell if they knew what his future plans are.

1. If Rona attempts to persuade the retirees without divulging the information about the future cuts,
is she a pure persuader or a manipulative persuader?

2. Does a political operative have an ethical obligation to be honest when the information being dis-
seminated to a group of people isn’t complete?

3. If you were Rona, what would you do?

End-of-Chapter Assessment

1. Modern scholars generally describe the three general purposes of speaking as

a. entertain, persuade, and debate

b. persuade, inform, and perpetuate

c. celebrate, perpetuate, and inform

d. inform, persuade, and entertain

e. deliberative, epideictic, and forensic
2. “To persuade a group of local residents to buy a car from Mitken’s Car Dealership” is an example
of which type of purpose?

a. celebratory

b. specific

C. systematic




d. supplemental

e. general
3. Benji wanted to speak on the elements of jazz music, but his instructor told the class that they
could only choose from a specific list of topics. This is an example of

a. poor topic selection

b. constraints

c. a bad speech

d. poor narrowing

e. topic shortage aversion
4. Which of the following would be a good scope for a speech that is five to seven minutes in
length?

a. the history of the United States

b. military maneuvers in the nineteenth century

c. women in the Battle of Lewisburg

d. religion in Asia

e. changes in state-sponsored militias
5. Tika is speaking on the benefits of sleep, but does not include a call for action to get more sleep.
Which type of general purpose does Tika have?

a. to inform

b. to persuade

C. to entertain

d. to console

e. to educate

Answer Key

1.d
2.b
3.b
4.c
5.a




Chapter 7: Researching Your Speech

Libraries and Librarians Are Our Friends

Leo Hidalgo — Research — CC BY-NC 2.0.

If you hear the word “research” and get a little queasy inside, you’re hardly alone. Many people dread the idea of
having to research something, whether for a speech or a paper. However, there are amazing people who are like
wizards of information called librarians, and they live in a mystical place of knowledge called the library. OK, so
maybe they’re not wizards and libraries aren’t mystical, but librarians and libraries are definitely a good speaker’s
best friend. Whether you are dealing with a librarian at a public library or an academic library, librarians have
many tricks and shortcuts up their sleeves to make hunting for information easier and faster (George, 2008). You
may find it odd that we decided to start a chapter on research discussing librarians, but we strongly believe that

interacting with librarians and using libraries effectively is the first step to good research.

To help make your interactions with research librarians more fulfilling, we sent out an e-mail to research librarians
who belong to the American Library Association asking them for tips on working with a research librarian. Thank-
fully, the research librarians were very willing to help us help you. Listed below are some of the top tips we
received from research librarians (in no particular order)Author Note: We wish to thank the numerous reference
librarians who went out of their way to help us develop our top eighteen tips to working with reference librarians.

We opted to keep their comments anonymous, but we want to thank them here.
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Debra Rollins, Louisiana State University-Alexandria

William Badke, Trinity Western University

Ingrid Hendrix, University of New Mexico

Ward Price, Ivy Tech Community College, Northeast

Tracy L. Stout, Missouri State University

Sandra J. Ley, Pima Community College

Annie Smith, Utah Valley University Library

Sharlee Jeser-Skaggs, Richland College Library

Leslie N. Todd, University of the Incarnate Word

Susan G Ryberg, Mount Olive College

Kathleen A. Hana, Indiana University-Purdue University Indianapolis University Library
Red Wassenich, Austin Community College

Elizabeth Kettell, University of Rochester Medical Center

1. Your librarian is just as knowledgeable about information resources and the research process as your pro-

fessor is about his or her discipline. Collaborate with your librarian so that you can benefit from his or her
knowledge.

2. Try to learn from the librarian so that you can increase your research skills. You’ll need these skills as

you advance in your academic coursework, and you’ll rely on these skills when you’re in the workplace.

3. When we are in our offices, we aren’t on reference desk duty. Whether an office door is open or closed,
please knock first and wait to be invited in. With that said, if we are at the reference desk, we are there to
help you. Please ask! You aren’t interrupting. Helping students does not bother us. It is our job and profes-

sion, and we like doing it.

4. I’'m here to teach you, not go to bat for you. Please don’t expect me to write a note to your instructor

because the materials (reference, reserve, or whatever) weren’t available.

5. Please, please, please don’t interrupt me when I am working with another student. This happens regularly

and we work on a first-come, first-serve basis. Wait your turn.

6. If we help you find sources, please take a look at them, so we will be more likely to want to help you in

the future.

7. Research is a process, not an event. If you haven’t allocated enough time for your project, the librarian

can’t bail you out at the very last minute

8. Don’t expect the librarian to do the work that you should be doing. It is your project and your grade. The
librarian can lead you to the resources, but you have to select the best sources for your particular project.

This takes time and effort on your part.



9. Reference librarians are professional searchers who went to graduate school to learn how to do research.

Reference librarians are here to help no matter how stupid a student thinks her or his question is.

10. Good research takes time and, while there are shortcuts, students should still expect to spend some time
with a librarian and to trawl through the sources they find.

11. Students should also know that we ask questions like, “Where have you looked so far?” and “Have you
had a library workshop before?” for a reason. It may sound like we’re deferring the question, but what
we’re trying to do is gauge how much experience the student has with research and to avoid going over the
same ground twice.

12. Students should approach a librarian sooner rather than later. If a student isn’t finding what they need
within fifteen minutes or so, they need to come find a librarian. Getting help early will save the student a lot

of time and energy.

13. If you don’t have a well-defined topic to research, or if you don’t know what information resources
you’re hoping to find, come to the reference desk with a copy of your class assignment. The librarian will
be glad to help you to select a topic that’s suitable for your assignment and to help you access the resources
you need. Having at least a general topic in mind and knowing what the assignment entails (peer-reviewed
only, three different types of sources, etc.) helps immensely.

14. Most academic librarians are willing to schedule in-depth research consultations with students. If you
feel you’ll need more time and attention than you might normally receive at the reference desk or if you’re

shy about discussing your research interest in a public area, ask the librarian for an appointment.

15. Students, if they know their topic, should be as specific as possible in what they ask for. Students who
are struggling with identifying a narrow topic should seek help from either their professors or librarians. We

can’t help you find sources if your topic isn’t really very clear.

16. Students need to learn that many questions do not have ready-made or one-stop answers. Students need
to understand that an interface with a reference librarian is a dialog and part of a recursive, repetitive

process. They need to make time for this process and assume an active role in the exchange.

17. Students should understand that information can come in a variety of formats. If a student asks for a
“book about” something without providing any other details about the information needed, that student
could come away empty handed. Instead, students should get in the habit of asking for “information about”

something first.

18. “Gee thanks!” every now and then will win every librarian’s heart!
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7.1 What Is Research?

Learning Objectives

1. Explain why research is fun and useful.

2. Differentiate between primary and secondary research.

The Craft of Research | ey iaiiadis s

THIRE ERITION JOSEPH M. WILLIAMS

Creswell RESEARCH DESIGN sk

Catherine Cronin — today’s reading #bigpicture — CC BY-SA 2.0.

Say it with me: “Research is fun!” OK, now we know that some of you just looked at that sentence and totally
disagree, but we’re here to tell you that research is fun. Now, this doesn’t mean that research is easy. In fact,
research can be quite difficult and time consuming, but it’s most definitely fun. Let us explain why. First, when
conducting research you get to ask questions and actually find answers. If you have ever wondered what the best
strategies are when being interviewed for a job, research will tell you. If you’ve ever wondered what it takes to
be a NASCAR driver, an astronaut, a marine biologist, or a university professor, once again, research is one of
the easiest ways to find answers to questions you’re interested in knowing. Second, research can open a world
you never knew existed. We often find ideas we had never considered and learn facts we never knew when we go
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through the research process. Lastly, research can lead you to new ideas and activities. Maybe you want to learn
how to compose music, draw, learn a foreign language, or write a screenplay; research is always the best step

toward learning anything.

For the purposes of this book, we define research as scholarly investigation into a topic in order to discover, revise,
or report facts, theories, and applications. Now you’ll notice that there are three distinct parts of research: dis-
covering, revising, and reporting. The first type of research is when people conduct some kind of study and find
something completely new. For example, in 1928 Alexander Fleming accidentally discovered the first antibiotic,
penicillin. Before this discovery, there were no antibiotics and simple infections killed people regularly. In this

case, Fleming conducted research and discovered something not known to scientists before that time.

The second type of research occurs when people revise existing facts, theories, and applications. The bulk of the
work of modern scientists is not really in discovering new things, but rather trying to improve older discover-
ies. For example, to improve upon the work of Fleming’s first antibiotic, a group of Croatian researchers created
azithromycin. Today azithromycin is licensed by Pfizer Inc. under the name Zithromax. In essence, the Croat-
ian scientists built on the work of Fleming and ultimately revised our ability to treat infectious diseases. Today,

azithromycin is one of the most prescribed antibiotics in the world.

The last part of research is called the reporting function of research. This is the phase when you accumulate infor-
mation about a topic and report that information to others. For example, in the previous two paragraphs, we con-
ducted research on the history of antibiotics and provided you with that information. We did not discover anything,

nor did we revise anything; we are just reporting the research.

In addition to the three functions of research, there are also three end results that researchers strive toward: facts,
theories, and applications. First, a fact is a truth that is arrived at through the scientific process. For example, in the
world of psychology, it is a fact that the human brain influences human behavior. Centuries ago, people believed
that human behavior was a result of various combinations of black and yellow biles running through our bodies.
However, research failed to find support for this idea, whereas research increasingly found support for the con-
nection between the brain and behavior. Facts are difficult to attain—it can take generations of research before a

theory gains acceptance as a scientific fact.

Second, researchers conduct research to understand, contradict, or support theories. A theory is a proposed expla-
nation for a phenomenon that can be tested scientifically. Scientists work with theories for a very long time, testing
them under a variety of conditions attempting to replicate earlier findings or to identify conditions under which
earlier findings do not hold true. For example, one theory that often surprises people is the universal theory of
gravity. Many people believe that our understanding of gravity is set in stone, and much of physics relies on the
assumption that gravity exists, but gravity is not a fact. The fact that the theory of gravity explains is that if I hold
my keys out and let go, they will fall to the floor. Physicists are still debating how gravity actually functions and
speculating about other explanations for why my keys will fall to the floor. So from a researcher’s perspective,

very few things are scientific facts.

Lastly, researchers often look for new applications for something that already exists. For example, botulism was
at one point a dreaded bacterium that plagued the US food supply and led to many deaths. In the 1980s, an oph-



thalmologist named Allan Scott started using a version of botulism to treat muscle spasms in a drug called onabot-
ulinumtoxinA—better known by the brand name Botox (Williamson, 2011). Richard Clark, a plastic surgeon,
reported in a 1989 article that the drug also had the side effect of decreasing wrinkles (Clark & Berris, 1989).
From deadly bacteria to medical cure to one of the most commonly used cosmetic drugs in the world, the history

of Botox has been a constant stream of new applications.

Primary Research

Research generally falls into one of two categories: primary and secondary. Primary research is carried out to dis-
cover or revise facts, theories, and applications and is reported by the person conducting the research. Primary
research can be considered an active form of research because the researcher is actually conducting the research
for the purpose of creating new knowledge. For the purposes of your speech, you may utilize two basic categories

of primary research: surveys and interviews.

Surveys You Conduct

The first type of primary research you might conduct is a survey. A survey is a collection of facts, figures, or opin-
ions gathered from participants used to indicate how everyone within a target group may respond. Maybe you’re
going to be speaking before a board of education about its plans to build a new library, so you create a survey
and distribute it to all your neighbors seeking their feedback on the project. During your speech, you could then

discuss your survey and the results you found.

Depending on the amount of time you have and the funding available, there are a number of different ways you
could survey people. The most expensive method of surveying is sending surveys through the postal system.
Unfortunately, most people do not respond to surveys they receive through the mail, so the number of completed

surveys you get back tends to be very low (often under 20 percent).

To make surveying cheaper, many people prefer to use the Internet or to approach people face-to-face and ask
them to participate. Internet surveying can be very useful and cheap, but you’ll still have the same problem mail
surveys do—getting people to fill out your survey. Face-to-face surveying, on the other hand, is time consuming
but generally results in a higher number of completed surveys.

Ultimately, when determining whether you should conduct a survey, Wrench, Thomas-Maddox, Richmond, and
McCroskey suggest that you ask yourself four basic questions (Wrench et al., 2008). First, “Do you know what
you want to ask?” Surveys, by their very nature, are concrete—once you’ve handed it to one person, you need to
hand out the same form to every person to be able to compare results. If you’re not sure what questions need to be
asked, then a survey is not appropriate. Second, “Do you really need to collect data?” Often you can find informa-
tion in textbooks, scholarly articles, magazines, and other places. If the information already exists, then why are
you duplicating the information? Third, “Do your participants know the information you want to find out, or if
they do know, will they tell you?” One of the biggest mistakes novice survey researchers make is to ask questions
that their participants can’t or won’t answer. Asking a young child for her or his parents’ gross income doesn’t

make sense, but then neither does asking an adult how many times they’ve been to see a physician in the past ten



years. The flip side to this question is, “Will your participants tell you?” If the information could be potentially
damaging, people are more likely to either lie on a survey or leave the question blank.

The last question is, “Is your goal generalizable?” Generalizability occurs when we attempt to survey a small
number of people in the hopes of representing a much larger group of people. For example, maybe you want to
find out how people in your community feel about a new swimming pool. The whole community may contain
one thousand families, but it would be impractical to try to survey all those families, so you decide to survey
two hundred families instead. The ultimate question for researchers is whether those two hundred families can be
generalized to the one thousand families. The number may be large enough (as opposed to surveying, say, twenty
families), but if the two hundred families you survey only represent the rich part of town, then your sample (the

two hundred families) is not generalizable to the entire population (one thousand families).

Interviews You Conduct

The second type of primary research you might conduct is an interview. An interview is a conversation in which
the interviewer asks a series of questions aimed at learning facts, figures, or opinions from one or more respon-
dents. As with a survey, an interviewer generally has a list of prepared questions to ask; but unlike a survey, an
interview allows for follow-up questions that can aid in understanding why a respondent gave a certain answer.
Sometimes interviews are conducted on a one-on-one basis, but other times interviews are conducted with a larger

group, which is commonly referred to as a focus group.

One-on-one interviews enable an interviewer to receive information about a given topic with little or no interfer-
ence from others. Focus groups are good for eliciting information, but they are also good for seeing how groups of
people interact and perceive topics. Often information that is elicited in a one-on-one interview is different from

the information gained from a group of people interacting.

If you’re preparing for a speech on implementing project management skills for student organizations, you may
want to interview a handful of student organization leaders for their input. You may also want to get a group of stu-
dents who have led successful projects for their student organizations and see what they did right. You could also
get a group of students who have had bad project outcomes and try to understand what went wrong. Ultimately,
you could use all this information not only to help you understand the needs student organizations have concern-

ing project management but also to provide support for the recommendations you make during your speech.

Secondary Research

Secondary research is carried out to discover or revise facts, theories, and applications—similar to primary
research—but it is reported by someone not involved in conducting the actual research. Most of what we consider
“research” falls into the category of secondary research. If you’ve ever written a paper for one of your classes
and had to cite sources, then you’ve conducted secondary research. Secondary research is when you report the
results of someone else’s primary research. If you read an academic article about an experiment that a group of
researchers conducted and then tell your audience about that study, you are delivering information secondhand to

your audience. You as the speaker did not conduct the study, so you are reporting what someone else has written.



One place where secondary research can get people into trouble is when they attempt to use someone else’s sec-
ondary research. In a book titled Unleashing the Power of PR: A Contrarian’s Guide to Marketing and Communi-
cation, Mark Weiner cites research conducted by the investment firm Veronis Suhler Stevenson Partners (Weiner,
2006). It might be tempting to leave out Weiner’s book and just cite the Veronis Suhler Stevenson Partners’
research instead. While this may be easier, it’s not exactly ethical. Mark Weiner spent time conducting research
and locating primary research; when you steal one of his sources, it’s like you’re stealing part of the work he’s
done. Your secondary research should still be your research. If you haven’t laid eyes on the original study (e.g.,
Veronis Suhler Stevenson Partners’ study), you shouldn’t give your audience the impression that you have. An
exception to this rule is if you are citing a translation of something originally written in a foreign language—and

in that case, you still need to mention that you’re using a translation and not the original.

Aside from the ethics of telling your audience where you got your information, you need to be aware that pub-
lished sources sometimes make mistakes when citing information, so you could find yourself incorrectly provid-
ing information based on a mistake in Weiner’s book. Think of it like the old game of “Telephone,” in which you
tell one person a phrase, that person turns to the next person and repeats the phrase, and by the time thirty people
have completed the process, the final phrase doesn’t remotely resemble the original. When people pass informa-
tion along without verifying it themselves, there is always an increased likelihood of error.

Key Takeaways

» Research is a fascinating and fun process because it allows us to find answers to questions, it
exposes us to new ideas, and it can lead us to pursue new activities.

* Primary and secondary sources are quite common in research literature. Primary research is where
the author has conducted the research him or herself and secondary research is when an author
reports on research conducted by others.

Exercises

1. Make a list of research projects you have conducted in your academic career. Did your research
help revise facts, theories, or applications?

2. With a group of classmates, identify when it is better to use primary research and when it is better
to use secondary research.
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7.2 Developing a Research Strategy

Learning Objectives

1. Differentiate between research time and speech preparation time.
2. Understand how to establish research needs before beginning research.
3. Explain the difference between academic and nonacademic sources.

4. Identify appropriate nonacademic sources (e.g., books, special-interest periodicals, newspapers
and blogs, and websites).

5. Identify appropriate academic sources (e.g., scholarly books, scholarly articles, computerized
databases, and scholarly information on the web).

6. Evaluate George’s (2008) six questions to analyze sources.

Mike Seyfang — Sen Speech — CC BY 2.0.

In the previous section we discussed what research was and the difference between primary and secondary
research. In this section, we are going to explore how to develop a research strategy. Think of a research strategy

as your personal map. The end destination is the actual speech, and along the way, there are various steps you need
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to complete to reach your destination: the speech. From the day you receive your speech assignment, the more
clearly you map out the steps you need to take leading up to the date when you will give the speech, the easier
your speech development process will be. In the rest of this section, we are going to discuss time management,

determining your research needs, finding your sources, and evaluating your sources.

Alloting Time

First and foremost, when starting a new project, no matter how big or small, it is important to seriously consider
how much time that project is going to take. To help us discuss the issue of time with regard to preparing your
speech, we’re going to examine what the Project Management Institute refers to as the project life cycle, or “the
phases that connect the beginning of a project to its end” (Project Management Institute, 2004). Often in a pub-
lic speaking class, the time you have is fairly concrete. You may have two or three weeks between speeches in a
semester course or one to two weeks in a quarter course. In either case, from the moment your instructor gives
you the assigned speech, the proverbial clock is ticking. With each passing day, you are losing precious time in
your speech preparation process. Now, we realize that as a college student you probably have many things vying
for your time in life: school, family, jobs, friends, or dating partners. For this reason, you need to really think
through how much time it’s going to take you to complete your preparation in terms of both research and speech
preparation.

Research Time

The first step that takes a good chunk of your time is researching your speech. Whether you are conducting pri-
mary research or relying on secondary research sources, you’re going to be spending a significant amount of time

researching.

As Howard and Taggart point out in their book Research Matters, research is not just a one-and-done task
(Howard & Taggart, 2010). As you develop your speech, you may realize that you want to address a question or
issue that didn’t occur to you during your first round of research, or that you’re missing a key piece of information
to support one of your points. For these reasons, it’s always wise to allow extra time for targeted research later in
your schedule.

You also need to take into account the possibility of meeting with a research librarian. Although research librarians
have many useful tips and tricks, they have schedules just like anyone else. If you know you are going to need to
speak with a librarian, try to set up an appointment ahead of time for the date when you think you’ll have your
questions organized, and be ready to meet.

A good rule of thumb is to devote no more than one-third of your speech preparation time to research (e.g., if
you have three weeks before your speech date, your research should be done by the end of the first week). If you
are not careful, you could easily end up spending all your time on research and waiting until the last minute to
actually prepare your speech, which is highly inadvisable.



Speech Preparation Time

The second task in speech preparation is to sit down and actually develop your speech. During this time period,
you will use the information you collected during your research to fully flesh out your ideas into a complete
speech. You may be making arguments using the research or creating visual aids. Whatever you need to complete
during this time period, you need to give yourself ample time to actually prepare your speech. One common rule

of thumb is one day of speech preparation per one minute of actual speaking time.

By allowing yourself enough time to prepare your speech, you’re also buffering yourself against a variety of
things that can go wrong both in life and with your speech. Let’s face it, life happens. Often events completely
outside our control happen, and these events could negatively impact our ability to prepare a good speech. When
you give yourself a little time buffer, you’re already insulated from the possible negative effects on your speech if

something goes wrong.

The last part of speech preparation is practice. Although some try to say that practice makes perfect, we realize

that perfection is never realistic because no one is perfect. We prefer this mantra: “Practice makes permanent.”

And by “practice,” we mean actual rehearsals in which you deliver your speech out loud. Speakers who only
script out their speeches or only think through them often forget their thoughts when they stand in front of an
audience. Research has shown that when individuals practice, their speech performance in front of an audience is
more closely aligned with their practice than people who just think about their speeches. In essence, you need to
allow yourself to become comfortable not only with the text of the speech but also with the nonverbal delivery
of the speech, so giving yourself plenty of speech preparation time also gives you more practice time. We will

discuss speech development and practice further in other chapters.

Determining Your Needs

When starting your research, you want to start by asking yourself what you think you need. Obviously, you’ll need
to have a good idea about what your topic is before just randomly looking at information in a library or online.
Your instructor may provide some very specific guidance for the type of information he or she wants to see in

your speech, so that’s a good place to start determining your basic needs.
Once you have a general idea of your basic needs, you can start to ask yourself a series of simple questions:

1. What do I, personally, know about my topic?
2. Do I have any clear gaps in my knowledge of my topic?
3. Do I need to conduct primary research for my speech?

4. What type of secondary research do I need?

a. Do I need research related to facts?

b. Do I need research related to theories?



¢. Do I need research related to applications?

The clearer you are about the type of research you need at the onset of the research process, the easier it will be to

locate specific information.

Finding Resources

Once you have a general idea about the basic needs you have for your research, it’s time to start tracking down
your secondary sources. Thankfully, we live in a world that is swimming with information. Back in the decades
when the authors of this textbook first started researching, we all had to go to a library and search through a phys-
ical card catalog to find books. If you wanted to research a topic in magazine or journal articles, you had to look
up key terms in a giant book, printed annually, known as an index of periodicals. Researchers could literally spend

hours in the library and find just one or two sources that were applicable to their topic.

Today, on the other hand, information is quite literally at our fingertips. Not only is information generally more
accessible, it is also considerably easier to access. In fact, we have the opposite problem from a couple of decades
ago—we have too much information at our fingertips. In addition, we now have to be more skeptical about where
that information is coming from. In this section we’re going to discuss how to find information in both nonacade-

mic and academic sources.

Nonacademic Information Sources

Nonacademic information sources are sometimes also called popular press information sources; their primary pur-
pose is to be read by the general public. Most nonacademic information sources are written at a sixth- to eighth-
grade reading level, so they are very accessible. Although the information often contained in these sources is often

quite limited, the advantage of using nonacademic sources is that they appeal to a broad, general audience.

Books

The first source we have for finding secondary information is books. Now, the authors of your text are admitted
bibliophiles—we love books. Fiction, nonfiction, it doesn’t really matter, we just love books. And, thankfully, we
live in a world where books abound and reading has never been easier. Unless your topic is very cutting-edge,

chances are someone has written a book about your topic at some point in history.

Historically, the original purpose of libraries was to house manuscripts that were copied by hand and stored in
library collections. After Gutenberg created the printing press, we had the ability to mass produce writing, and the
handwritten manuscript gave way to the printed manuscript. In today’s modern era, we are seeing another change
where printed manuscript is now giving way, to some extent, to the electronic manuscript. Amazon.com’s Kin-
dle, Barnes & Noble’s Nook, Apple’s iPad, and Sony’s e-Ink-based readers are examples of the new hardware
enabling people to take entire libraries of information with them wherever they go. We now can carry the amount
of information that used to be housed in the greatest historic libraries in the palms of our hands. When you sit
back and really think about it, that’s pretty darn cool!



In today’s world, there are three basic types of libraries you should be aware of: physical library, physical/elec-
tronic library, and e-online library. The physical library is a library that exists only in the physical world. Many
small community or county library collections are available only if you physically go into the library and check
out a book. We highly recommend doing this at some point. Libraries today generally model the US Library of
Congress’s card catalog system. As such, most library layouts are similar. This familiar layout makes it much eas-
ier to find information if you are using multiple libraries. Furthermore, because the Library of Congress catalogs
information by type, if you find one book that is useful for you, it’s very likely that surrounding books on the same
shelf will also be useful. When people don’t take the time to physically browse in a library, they often miss out on

some great information.

The second type of library is the library that has both physical and electronic components. Most college and uni-
versity libraries have both the physical stacks (where the books are located) and electronic databases containing
e-books. The two largest e-book databases are ebrary (http://www.ebrary.com) and NetLibrary (http://www.netli-
brary.com). Although these library collections are generally cost-prohibitive for an individual, more and more aca-
demic institutions are subscribing to them. Some libraries are also making portions of their collections available
online for free: Harvard University’s Digital Collections (http://digitalcollections.harvard.edu), New York Pub-
lic Library’s E-book Collection (http://ebooks.nypl.org), The British Library’s Online Gallery (http://www.bl.uk/
onlinegallery/virtualbooks/index.html#), and the US Library of Congress (http://www.loc.gov).

One of the greatest advantages to using libraries for finding books is that you can search not only their books, but
often a wide network of other academic institutions’ books as well. Furthermore, in today’s world, we have one of
the greatest online card catalogs ever created—and it wasn’t created for libraries at all! Retail bookseller sites like
Amazon.com can be a great source for finding books that may be applicable to your topic, and the best part is, you
don’t actually need to purchase the book if you use your library, because your library may actually own a copy of
a book you find on a bookseller site. You can pick a topic and then search for that topic on a bookseller site. If you
find a book that you think may be appropriate, plug that book’s title into your school’s electronic library catalog.

If your library owns the book, you can go to the library and pick it up today.

If your library doesn’t own it, do you still have an option other than buying the book? Yes: interlibrary loans. An
interlibrary loan is a process where librarians are able to search other libraries to locate the book a researcher is
trying to find. If another library has that book, then the library asks to borrow it for a short period of time. Depend-
ing on how easy a book is to find, your library could receive it in a couple of days or a couple of weeks. Keep in
mind that interlibrary loans take time, so do not expect to get a book at the last minute. The more lead time you
provide a librarian to find a book you are looking for, the greater the likelihood that the book will be sent through

the mail to your library on time.

The final type of library is a relatively new one, the library that exists only online. With the influx of computer
technology, we have started to create vast stores of digitized content from around the world. These online
libraries contain full-text documents free of charge to everyone. Some online libraries we recommend are Project
Gutenberg (http://www.gutenberg.org), Google Books (http://books.google.com), Read Print (http://www.read-
print.com), Open Library (http://openlibrary.org), and Get Free e-Books (http://www.getfreeebooks.com). This is
a short list of just a handful of the libraries that are now offering free e-content.
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General-Interest Periodicals

The second category of information you may seek out includes general-interest periodicals. These are magazines
and newsletters published on a fairly systematic basis. Some popular magazines in this category include The New
Yorker, People, Reader’s Digest, Parade, Smithsonian, and The Saturday Evening Post. These magazines are con-
sidered “general interest” because most people in the United States could pick up a copy of these magazines and
find them interesting and topical.

Special-Interest Periodicals

Special-interest periodicals are magazines and newsletters that are published for a narrower audience. In a 2005
article, Business Wire noted that in the United States there are over ten thousand different magazines published
annually, but only two thousand of those magazines have significant circulation'. Some more widely known spe-
cial-interest periodicals are Sports Illustrated, Bloomberg’s Business Week, Gentleman’s Quarterly, Vogue, Pop-
ular Science, and House and Garden. But for every major magazine, there are a great many other lesser-known
magazines like American Coin Op Magazine, Varmint Hunter, Shark Diver Magazine, Pet Product News Interna-

tional, Water Garden News, to name just a few.

Newspapers and Blogs

Another major source of nonacademic information is newspapers and blogs. Thankfully, we live in a society that
has a free press. We’ve opted to include both newspapers and blogs in this category. A few blogs (e.g., The Huffin-
gton Post, Talkingpoints Memo, News Max, The Daily Beast, Salon) function similarly to traditional newspapers.
Furthermore, in the past few years we’ve lost many traditional newspapers around the United States; cities that

used to have four or five daily papers may now only have one or two.

According to newspapers.com, the top ten newspapers in the United States are USA Today, the Wall Street Journal,
the New York Times, the Los Angeles Times, the Washington Post, the New York Daily News, the Chicago Tribune,
the New York Post, Long Island Newsday, and the Houston Chronicle. Most colleges and universities subscribe
to a number of these newspapers in paper form or have access to them electronically. Furthermore, LexisNexis, a
database many colleges and universities subscribe to, has access to full text newspaper articles from these news-

papers and many more around the world.

In addition to traditional newspapers, blogs are becoming a mainstay of information in today’s society. In fact,
since the dawn of the twenty-first century many major news stories have been broken by professional bloggers
rather than traditional newspaper reporters (Ochman, 2007). Although anyone can create a blog, there are many
reputable blog sites that are run by professional journalists. As such, blogs can be a great source of information.
However, as with all information on the Internet, you often have to wade through a lot of junk to find useful,

accurate information.

We do not personally endorse any blogs, but according to Technorati.com, the top eight most commonly read
blogs in the world (in 2011) are as follows:



1. The Huffington Post (http://www.huffingtonpost.com)
2. Gizmodo (http://www.gizmodo.com)

3. TechCrunch (http://www.techcrunch.com)

4. Mashable! (http://mashable.com)

5. Engadget (http://www.engadget.com)

6. Boing Boing (http://www.boingboing.net)

7. The Daily Beast (http://www.thedailybeast.com)

8. TMZ (http://www.tmz.com)

Encyclopedias

Another type of source that you may encounter is the encyclopedia. Encyclopedias are information sources that
provide short, very general information about a topic. Encyclopedias are available in both print and electronic for-
mats, and their content can range from eclectic and general (e.g., Encyclopedia Britannica) to the very specific
(e.g., Encyclopedia of 20th Century Architecture, or Encyclopedia of Afterlife Beliefs and Phenomena). It is
important to keep in mind that encyclopedias are designed to give only brief, fairly superficial summaries of a
topic area. Thus they may be useful for finding out what something is if it is referenced in another source, but
they are generally not a useful source for your actual speech. In fact, many instructors do not allow students to use

encyclopedias as sources for their speeches for this very reason.

One of the most popular online encyclopedic sources is Wikipedia. Like other encyclopedias, it can be useful for
finding out basic information (e.g., what baseball teams did Catfish Hunter play for?) but will not give you the
depth of information you need for a speech. Also keep in mind that Wikipedia, unlike the general and specialized
encyclopedias available through your library, can be edited by anyone and therefore often contains content errors
and biased information. If you are a fan of The Colbert Report, you probably know that host Stephen Colbert has,
on several occasions, asked viewers to change Wikipedia content to reflect his views of the world. This is just one
example of why one should always be careful of information on the web, but this advice is even more important

when considering group-edited sites such as Wikipedia.

Websites

Websites are the last major source of nonacademic information. In the twenty-first century we live in a world
where there is a considerable amount of information readily available at our fingertips. Unfortunately, you can
spend hours and hours searching for information and never quite find what you’re looking for if you don’t devise
an Internet search strategy. First, you need to select a good search engine to help you find appropriate information.
Table 7.1 “Search Engines” contains a list of common search engines and the types of information they are useful
for finding.

Table 7.1 Search Engines
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http://www.google.com

http://www.yahoo.com

http://www.bing.com General search engines
http://www.ask.com

http://www.about.com

http://www.usa.gov Searches US government websites

http://www.hon.ch/MedHunt  Searches only trustworthy medical websites

http://medlineplus.gov Largest search engine for medical related research
http://www.bizrate.com Comparison shopping search engine

http://prb.org Provides statistics about the US population
http://artcyclopedia.com Searches for art-related information
http://www.monster.com Searches for job postings across job search websites

Academic Information Sources

After nonacademic sources, the second major source for finding information comes from academics. The main
difference between academic or scholarly information and the information you get from the popular press is over-
sight. In the nonacademic world, the primary gatekeeper of information is the editor, who may or may not be a
content expert. In academia, we have established a way to perform a series of checks to ensure that the informa-
tion is accurate and follows agreed-upon academic standards. For example, this book, or portions of this book,
were read by dozens of academics who provided feedback. Having this extra step in the writing process is time
consuming, but it provides an extra level of confidence in the relevance and accuracy of the information. In this
section, we will discuss scholarly books and articles, computerized databases, and finding scholarly information
on the web.

Scholarly Books

College and university libraries are filled with books written by academics. According to the Text and Academic
Authors Association (http://www.taaonline.net), there are two types of scholarly books: textbooks and academic
books. Textbooks are books that are written about a segment of content within a field of academic study and are
written for undergraduate or graduate student audiences. These books tend to be very specifically focused. Take
this book, for instance. We are not trying to introduce you to the entire world of human communication, just one
small aspect of it: public speaking. Textbooks tend to be written at a fairly easy reading level and are designed to
transfer information in a manner that mirrors classroom teaching to some extent. Also, textbooks are secondary
sources of information. They are designed to survey the research available in a particular field rather than to pre-
sent new research.

Academic books are books that are primarily written for other academics for informational and research purposes.
Generally speaking, when instructors ask for you to find scholarly books, they are referring to academic books.
Thankfully, there are hundreds of thousands of academic books published on almost every topic you can imagine.
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In the field of communication, there are a handful of major publishers who publish academic books: SAGE
(http://www.sagepub.com), Routledge (http://www.routledge.com), Jossey-Bass (http://www.josseybass.com),
Pfeiffer (http://www.pfeiffer.com), the American Psychological Association (http://www.apa.org/pubs/books),
and the National Communication Association (http://www.ncastore.com), among others. In addition to the major
publishers who publish academic books, there are also many university presses who publish academic books:
SUNY Press (http://www.sunypress.edu), Oxford University Press (http://www.oup.com/us), University of South
Carolina Press (http://www.sc.edu/uscpress), Baylor University Press (http://www.baylorpress.com), University
of Illinois Press  (http://www.press.uillinois.edu), —and the University of Alabama Press

(http://www.uapress.ua.edu) are just a few of them.

Scholarly Articles

Because most academic writing comes in the form of scholarly articles or journal articles, that is the best place for
finding academic research on a given topic. Every academic subfield has its own journals, so you should never
have a problem finding the best and most recent research on a topic. However, scholarly articles are written for a
scholarly audience, so reading scholarly articles takes more time than if you were to read a magazine article in the
popular press. It’s also helpful to realize that there may be parts of the article you simply do not have the back-
ground knowledge to understand, and there is nothing wrong with that. Many research studies are conducted by
quantitative researchers who rely on statistics to examine phenomena. Unless you have training in understanding
the statistics, it is difficult to interpret the statistical information that appears in these articles. Instead, focus on
the beginning part of the article where the author(s) will discuss previous research (secondary research), and then
focus at the end of the article, where the author(s) explain what was found in their research (primary research).

Computerized Databases

Finding academic research is easier today than it ever has been in the past because of large computer databases
containing research. Here’s how these databases work. A database company signs contracts with publishers to
gain the right to store the publishers’ content electronically. The database companies then create thematic data-
bases containing publications related to general areas of knowledge (business, communication, psychology, med-

icine, etc.). The database companies then sell subscriptions to these databases to libraries.

The largest of these database companies is a group called EBSCO Publishing, which runs both EBSCO Host (an
e-journal provider) and NetLibrary (a large e-book library) (http://www.ebscohost.com). Some of the more popu-
lar databases that EBSCO provides to colleges and universities are: Academic Search Complete, Business Source
Complete, Communication and Mass Media Complete, Education Research Complete, Humanities International
Complete, Philosopher’s Index, Political Science Complete, PsycArticles, and Vocational and Career Collection.
Academic Search Complete is the broadest of all the databases and casts a fairly wide net across numerous fields.
Information that you find using databases can contain both nonacademic and academic information, so EBSCO

Host has built in a number of filtering options to help you limit the types of information available.
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We strongly recommend checking out your library’s website to see what databases they have available and if they

have any online tutorials for finding sources using the databases to which your library subscribes.

Scholarly Information on the Web

In addition to the subscription databases that exist on the web, there are also a number of great sources for schol-
arly information on the web. As mentioned earlier, however, finding scholarly information on the web poses a
problem because anyone can post information on the web. Fortunately, there are a number of great websites that

attempt to help filter this information for us.

Table 7.2 Scholarly Information on the Web

Website Type of Information

The Directory of Open Access Journals is an online database of all freely available academic

http://www.doaj.org journals online,

Google Scholar attempts to filter out nonacademic information. Unfortunately, it tends to return a

http://scholar.google.com large number of for-pay site results.

Communication Institute for Online Scholarship is a clearinghouse for online communication
scholarship. This site contains full-text journals and books.

http://www.cios.org
http://xxx.lanl.gov This is an open access site devoted to making physical science research accessible.
http://www.biomedcentral.com BioMed Central provides open-access medical research.

The E-print Network provides access to a range of scholarly research that interests people working
for the Department of Energy.

http://www.osti.gov/eprints
http://www.freemedicaljournals.com This site provides the public with free access to medical journals.
http://highwire.stanford.edu This is the link to Stanford University’s free, full-text science archives.
http://www.plosbiology.org This is the Public Library of Science’s journal for biology.

The Digital Public Library of America brings together the riches of America’s libraries, archives,

https:/dp.la/ and museums, and makes them freely available to the world

The WWW Virtual Library provides annotated lists of websites compiled by scholars in specific

http://vlib.org areas

Tips for Finding Information Sources

Now that we’ve given you plenty of different places to start looking for research, we need to help you sort through
the research. In this section, we’re going to provide a series of tips that should make this process easier and help
you find appropriate information quickly. And here is our first tip: We cannot recommend Mary George’s book
The Elements of Library Research: What Every Student Needs to Know more highly. Honestly, we wish this book

had been around when we were just learning how to research.

Create a Research Log

Nothing is more disheartening than when you find yourself at 1:00 a.m. asking, “Haven’t I already read this?”

We’ve all learned the tough lessons of research, and this is one that keeps coming back to bite us in the backside


http://www.doaj.org/
http://scholar.google.com/
http://www.cios.org/
http://xxx.lanl.gov/
http://www.biomedcentral.com/
http://www.osti.gov/eprints
http://www.freemedicaljournals.com/
http://highwire.stanford.edu/
http://www.plosbiology.org/
https://dp.la/
http://vlib.org/

if we’re not careful. According to a very useful book called The Elements of Library Research by M. W. George,
a research log is a “step-by-step account of the process of identifying, obtaining, and evaluating sources for a spe-
cific project, similar to a lab note-book in an experimental setting” (George, 2008). In essence, George believes
that keeping a log of what you’ve done is very helpful because it can help you keep track of what you’ve read thus
far. You can use a good old-fashioned notebook, or if you carry around your laptop or netbook with you, you can
always keep it digitally. While there are expensive programs like Microsoft Office OneNote that can be used for

note keeping, there are also a number of free tools that could be adapted as well.

Start with Background Information

It’s not unusual for students to try to jump right into the meat of a topic, only to find out that there is a lot of techni-
cal language they just don’t understand. For this reason, you may want to start your research with sources written
for the general public. Generally, these lower-level sources are great for background information on a topic and

are helpful when trying to learn the basic vocabulary of a subject area.

Search Your Library’'s Computers

Once you’ve started getting a general grasp of the broad content area you want to investigate, it’s time to sit down
and see what your school’s library has to offer. If you do not have much experience in using your library’s website,
see if the website contains an online tutorial. Most schools offer online tutorials to show students the resources
that students can access. If your school doesn’t have an online tutorial, you may want to call your library and
schedule an appointment with a research librarian to learn how to use the school’s computers. Also, if you tell
your librarian that you want to learn how to use the library, he or she may be able to direct you to online resources

that you may have missed.

Try to search as many different databases as possible. Look for relevant books, e-books, newspaper articles, mag-
azine articles, journal articles, and media files. Modern college and university libraries have a ton of sources, and
one search may not find everything you are looking for on the first pass. Furthermore, don’t forget to think about
synonyms for topics. The more synonyms you can generate for your topic, the better you’ll be at finding informa-

tion.

Learn to Skim

If you sit down and try to completely read every article or book you find, it will take you a very long time to get
through all the information. Start by reading the introductory paragraphs. Generally, the first few paragraphs will
give you a good idea about the overall topic. If you’re reading a research article, start by reading the abstract. If the
first few paragraphs or abstract don’t sound like they’re applicable, there’s a good chance the source won’t be use-
ful for you. Second, look for highlighted, italicized, or bulleted information. Generally, authors use highlighting,
italics, and bullets to separate information to make it jump out for readers. Third, look for tables, charts, graphs,
and figures. All these forms are separated from the text to make the information more easily understandable for a

reader, so seeing if the content is relevant is a way to see if it helps you. Fourth, look at headings and subheadings.



Headings and subheadings show you how an author has grouped information into meaningful segments. If you
read the headings and subheadings and nothing jumps out as relevant, that’s another indication that there may not
be anything useful in that source. Lastly, take good notes while you’re skimming. One way to take good notes is
to attach a sticky note to each source. If you find relevant information, write that information on the sticky note
along with the page number. If you don’t find useful information in a source, just write “nothing” on the sticky
note and move on to the next source. This way when you need to sort through your information, you’ll be able to
quickly see what information was useful and locate the information. Other people prefer to create a series of note

cards to help them organize their information. Whatever works best for you is what you should use.

Read Bibliographies/Reference Pages

After you’ve finished reading useful sources, see who those sources cited on their bibliographies or reference
pages. We call this method backtracking. Often the sources cited by others can lead us to even better sources than

the ones we found initially.

Ask for Help

Don’t be afraid to ask for help. As we said earlier in this chapter, reference librarians are your friends. They won’t

do your work for you, but they are more than willing to help if you ask.

Evaluating Resources

The final step in research occurs once you’ve found resources relevant to your topic: evaluating the quality of
those resources. Below is a list of six questions to ask yourself about the sources you’ve collected; these are drawn
from the book The Elements of Library Research by M. W. George (Geogre, 2008).

What Is the Date of Publication?

The first question you need to ask yourself is the date of the source’s publication. Although there may be classic
studies that you want to cite in your speech, generally, the more recent the information, the better your presenta-
tion will be. As an example, if you want to talk about the current state of women’s education in the United States,
relying on information from the 1950s that debated whether “coeds” should attend class along with male students

is clearly not appropriate. Instead you’d want to use information published within the past five to ten years.

Who Is the Author?

The next question you want to ask yourself is about the author. Who is the author? What are her or his credentials?
Does he or she work for a corporation, college, or university? Is a political or commercial agenda apparent in the
writing? The more information we can learn about an author, the better our understanding and treatment of that

author’s work will be. Furthermore, if we know that an author is clearly biased in a specific manner, ethically



we must tell our audience members. If we pretend an author is unbiased when we know better, we are essentially

lying to our audience.

Who Is the Publisher?

In addition to knowing who the author is, we also want to know who the publisher is. While there are many
mainstream publishers and academic press publishers, there are also many fringe publishers. For example, maybe
you’re reading a research report published by the Cato Institute. While the Cato Institute may sound like a regular
publisher, it is actually a libertarian think tank (http://www.cato.org). As such, you can be sure that the informa-
tion in its publications will have a specific political bias. While the person writing the research report may be
an upstanding author with numerous credits, the Cato Institute only publishes reports that adhere to its political
philosophy. Generally, a cursory examination of a publisher’s website is a good indication of the specific political

bias. Most websites will have an “About” section or an “FAQ” section that will explain who the publisher is.

Is It Academic or Nonacademic?

The next question you want to ask yourself is whether the information comes from an academic or a nonacademic
source. Because of the enhanced scrutiny academic sources go through, we argue that you can generally rely
more on the information contained in academic sources than nonacademic sources. One very notorious example
of the difference between academic versus nonacademic information can be seen in the problem of popular-cul-
ture author John Gray, author of Men are From Mars, Women are From Venus. Gray, who received a PhD via
a correspondence program from Columbia Pacific University in 1982, has written numerous books on the topic
of men and women. Unfortunately, the academic research on the subject of sex and gender differences is often
very much at odds with Gray’s writing. For a great critique of Gray’s writings, check out Julia Wood’s article in
the Southern Communication Journal (Wood, 2002). Ultimately, we strongly believe that using academic publi-

cations is always in your best interest because they generally contain the most reliable information.

What Is the Quality of the Bibliography/Reference Page?

Another great indicator of a well-thought-out and researched source is the quality of its bibliography or reference
page. If you look at a source’s bibliography or reference page and it has only a couple of citations, then you can
assume that either the information was not properly cited or it was largely made up by someone. Even popular-
press books can contain great bibliographies and reference pages, so checking them out is a great way to see if an
author has done her or his homework prior to writing a text. As noted above, it is also an excellent way to find

additional resources on a topic.

Do People Cite the Work?

The last question to ask about a source is, “Are other people actively citing the work?” One way to find out
whether a given source is widely accepted is to see if numerous people are citing it. If you find an article that

has been cited by many other authors, then clearly the work has been viewed as credible and useful. If you’re


http://www.cato.org/

doing research and you keep running across the same source over and over again, that is an indication that it’s an
important study that you should probably take a look at. Many colleges and universities also subscribe to Science
Citation Index (SCI), Social Sciences Citation Index (SSCI), or the Arts and Humanities Citation Index (AHCI),
which are run through Institute for Scientific Information’s Web of Knowledge database service (http://isiwebof-

knowledge.com). All these databases help you find out where information has been cited by other researchers.

Key Takeaways

* In conducting research for a speech, commit adequate time and plan your schedule. Consider both
the research time, or time spent gathering information, and the preparation time needed to organize
and practice your speech.

* Get a general idea of your research needs even before going to the library so that you can take the
most advantage of the library’s resources and librarians’ help.

* We live in a world dominated by information, but some information is filtered and some is not. It’s
important to know the difference between academic and nonacademic sources.

» Nonacademic sources are a good place to gain general knowledge of a topic; these include books,
general or special-interest periodicals, newspapers and blogs, and websites.

» Academic sources offer more specialized, higher-level information; they include books, articles,
computer databases, and web resources.

+ A fundamental responsibility is to evaluate the sources you choose to use in order to ensure that you
are presenting accurate and up-to-date information in your speech.

Exercises

1. Find an academic and a nonacademic source about the same topic. How is the writing style differ-
ent? How useful is the content in each source? Which source has more authority? Why?

2. Download one of the freeware software packages for creating a research log for one of your
speech preparations. Do you like using the software? Is the software cumbersome or helpful? Would
you use the software for organizing other speeches or other research projects? Why?

3. Find a politically oriented website and analyze the material using George’s six questions for eval-
uating sources (George, 2008). What does your analysis say about the material on the website?

Total number of magazines published in the US is greater than 10,000 but only about 2,000 have significant cir-
culation. (2005, September 21). Business Wire. Retrieved from http://findarticles.com.
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7.3 Citing Sources

Learning Objectives

1. Understand what style is.

2. Know which academic disciplines you are more likely to use, American Psychological Associa-
tion (APA) versus Modern Language Association (MLA) style.

3. Cite sources using the sixth edition of the American Psychological Association’s Style Manual.
4. Cite sources using the seventh edition of the Modern Language Association’s Style Manual.

5. Explain the steps for citing sources within a speech.

6. Differentiate between direct quotations and paraphrases of information within a speech.

7. Understand how to use sources ethically in a speech.

8. Explain twelve strategies for avoiding plagiarism.
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By this point you’re probably exhausted after looking at countless sources, but there’s still a lot of work that needs

to be done. Most public speaking teachers will require you to turn in either a bibliography or a reference page with
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your speeches. In this section, we’re going to explore how to properly cite your sources for a Modern Language
Association (MLA) list of works cited or an American Psychological Association (APA) reference list. We’re also

going to discuss plagiarism and how to avoid it.

Why Citing Is Important

Citing is important because it enables readers to see where you found information cited within a speech, article,
or book. Furthermore, not citing information properly is considered plagiarism, so ethically we want to make sure
that we give credit to the authors we use in a speech. While there are numerous citation styles to choose from, the
two most common style choices for public speaking are APA and MLA.

APA versus MLA Source Citations

Style refers to those components or features of a literary composition or oral presentation that have to do with
the form of expression rather than the content expressed (e.g., language, punctuation, parenthetical citations, and
endnotes). The APA and the MLA have created the two most commonly used style guides in academia today.
Generally speaking, scholars in the various social science fields (e.g., psychology, human communication, busi-
ness) are more likely to use APA style, and scholars in the various humanities fields (e.g., English, philosophy,
rhetoric) are more likely to use ML A style. The two styles are quite different from each other, so learning them
does take time.

APA Citations

The first common reference style your teacher may ask for is APA. As of July 2009, the American Psychological
Association published the sixth edition of the Publication Manual of the American Psychological Association
(http://www.apastyle.org) (American Psychological Association, 2010). The sixth edition provides considerable
guidance on working with and citing Internet sources. Table 7.4 “APA Sixth Edition Citations” provides a list of

common citation examples that you may need for your speech.

Table 7.4 APA Sixth Edition Citations


http://www.apastyle.org/

Research Article in a
Journal—One Author

Research Article in a
Journal—Two to Five
Authors

Book

Book with 6 or More
Authors

Chapter in an Edited
Book

Newspaper Article

Magazine Article

Preprint Version of an
Article

Blog

Wikipedia

Vlog

Discussion Board

E-mail List

Podcast

Electronic-Only Book

Electronic-Only
Journal Article

Electronic Version of a
Printed Book

Online Magazine

Online Newspaper

Entry in an Online
Reference Work

Entry in an Online
Reference Work, No
Author

E-Reader Device

Harmon, M. D. (2006). Affluenza: A world values test. The International Communication Gazette, 68, 119-130.
doi: 10.1177/1748048506062228

Hoffner, C., & Levine, K. J. (2005). Enjoyment of mediated fright and violence: A meta-analysis. Media
Psychology, 7, 207-237. doi: 10.1207/S1532785XMEP0702_5

Eysenck, H. J. (1982). Personality, genetics, and behavior: Selected papers. New York, NY: Praeger Publishers.

Huston, A. C., Donnerstein, E., Fairchild, H., Feshbach, N. D., Katz, P. A., Murray, J. P.,...Zuckerman, D.
(1992). Big world, small screen: The role of television in American society. Lincoln, NE: University of Nebraska
Press.

Tamobrini, R. (1991). Responding to horror: Determinants of exposure and appeal. In J. Bryant & D. Zillman
(Eds.), Responding to the screen: Reception and reaction processes (pp. 305—-329). Hillsdale, NJ: Lawrence
Erlbaum.

Thomason, D. (2010, March 31). Dry weather leads to burn ban. The Sentinel Record, p. Al.

Finney, J. (2010, March—April). The new “new deal”: How to communicate a changed employee value
proposition to a skeptical audience—and realign employees within the organization. Communication World,
27(2), 27-30.

Laudel, G., & Gléser, J. (in press). Tensions between evaluations and communication practices. Journal of
Higher Education Policy and Management. Retrieved from http://www.laudel.info/pdf/Journal%?20articles/
06%20Tensions.pdf

Wrench, J. S. (2009, June 3). AMA’s managerial competency model [Web log post]. Retrieved from
http://workplacelearning.info/blog/?p=182

Organizational Communication. (2009, July 11). [Wiki entry]. Retrieved from http://en.wikipedia.org/wiki/
Organizational_communication

Wrench, J. S. (2009, May 15). Instructional communication [Video file]. Retrieved from
http://www.learningjournal.com/Learning-Journal-Videos/instructional-communication.htm

Wrench, J. S. (2009, May 21). NCA'’s i-tunes project [Online forum comment]. Retrieved from
http://www.linkedin.com/groupAnswers?viewQuestionAndAnswers

McAllister, M. (2009, June 19). New listserv: Critical approaches to ads/consumer culture & media studies
[Electronic mailing list message]. Retrieved from http:/lists.psu.edu/cgi-bin/
wa?A2=ind0906&L=CRTNET&T=0&F=&S=&P=20514

Wrench, J. S. (Producer). (2009, July 9). Workplace bullying [Audio podcast]. Retrieved from
http://www.communicast.info

Richmond, V. P., Wrench, J. S., & Gorham, J. (2009). Communication, affect, and learning in the classroom (3rd
ed.). Retrieved from http://www.jasonswrench.com/affect

Molyneaux, H., O’Donnell, S., Gibson, K., & Singer, J. (2008). Exploring the gender divide on YouTube: An
analysis of the creation and reception of vlogs. American Communication Journal, 10(1). Retrieved from
http://www.acjournal.org

Wood, A. F., & Smith, M. J. (2004). Online communication: Linking technology, identity & culture (2nd ed.).
Retrieved from http://books.google.com/books

Levine, T. (2009, June). To catch a liar. Communication Currents, 4(3). Retrieved from
http://www.communicationcurrents.com

Clifford, S. (2009, June 1). Online, “a reason to keep going.” The New York Times. Retrieved from
http://www.nytimes.com

Viswanth, K. (2008). Health communication. In W. Donsbach (Ed.), The international encyclopedia of
communication. Retrieved from http://www.communicationencyclopedia.com. doi: 10.1111/
b.9781405131995.2008.x

Communication. (n.d.). In Random House dictionary (9th ed.). Retrieved from http://dictionary.reference.com/
browse/communication

Lutgen-Sandvik, P., & Davenport Sypher, B. (2009). Destructive organizational communication: Processes,
consequences, & constructive ways of organizing. [Kindle version]. Retrieved from http://www.amazon.com
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MLA Citations

The second common reference style your teacher may ask for is MLA. In March 2009, the Modern Language
Association published the seventh edition of the MLA Handbook for Writers of Research Papers (Modern Lan-
guage Association, 2009) (http://www.mla.org/style). The seventh edition provides considerable guidance for cit-
ing online sources and new media such as graphic narratives. Table 7.5 “MLA Seventh Edition Citations” provides

a list of common citations you may need for your speech.

Table 7.5 MLA Seventh Edition Citations


http://www.mla.org/style

Research Article in a
Journal—One Author

Research Article in a
Journal—Two to Four
Authors

Book

Book with Four or
More Authors

Chapter in an Edited
Book

Newspaper Article

Magazine Article

Preprint Version of an
Article

Blog

Wikipedia

Vlog

Discussion Board

E-mail List

Podcast

Electronic-Only Book

Electronic-Only
Journal Article

Electronic Version of a
Printed Book

Online Magazine
Online Newspaper

Entry in an Online
Reference Work

Entry in an Online
Reference Work, No
Author

E-Reader Device

Harmon, Mark D. “Affluenza: A World Values Test.” The International Communication Gazette 68 (2006):
119-130. Print.

Hoffner, Cynthia A., and Kenneth J. Levine, “Enjoyment of Mediated Fright and Violence: A Meta-analysis.”
Media Psychology 7 (2005): 207-237. Print.

Eysenck, Hans J. Personality, Genetics, and Behavior: Selected Papers. New York: Praeger Publishers, 1982.
Print.

Huston, Aletha C., et al., Big World, Small Screen: The Role of Television in American Society. Lincoln, NE: U of
Nebraska P, 1992. Print.

Tamobrini, Ron. “Responding to Horror: Determinants of Exposure and Appeal.” Responding to the Screen:
Reception and Reaction Processes. Eds. Jennings Bryant and Dolf Zillman. Hillsdale, NJ: Lawrence Erlbaum,
1991. 305-329. Print.

Thomason, Dan. “Dry Weather Leads to Burn Ban.” The Sentinel Record 31 Mar. 2010: A1. Print.

Finney, John. “The New ‘New Deal’: How to Communicate a Changed Employee Value Proposition to a
Skeptical Audience—And Realign Employees Within the Organization.” Communication World Mar.—Apr. 2010:
27-30. Print.

Grit Laudel’s Website. 15 July 2009. Pre-print version of Laudel, Grit and Gléser, Joken. “Tensions Between
Evaluations and Communication Practices.” Journal of Higher Education Policy and Management.

Wrench, Jason S. “ AMA’s Managerial Competency Model.” Workplace Learning and Performance Network
Blog. workplacelearning.info/blog, 3 Jun. 2009. Web. 31 Mar. 2010.

“Organizational Communication.” Wikipedia. Wikimedia Foundation, n.d. Web. 31 Mar. 2010.

Wrench, Jason S. “Instructional Communication.” The Learning Journal Videos. LearningJournal.com, 15 May
2009. Web. 1 Aug. 2009.

Wrench, Jason S. “NCA’s i-Tunes Project.” National Communication Association LinkedIn Group. Web. 1
August 2009.

McAllister, Matt. “New Listerv: Critical Approaches to Ads/Consumer Culture & Media Studies.” Online
posting. 19 June 2009. CRTNet. Web. 1 August 2009. ?mattmc@psu.edu?

“Workplace Bullying.” Narr. Wrench, Jason S. and P. Lutgen-Sandvik. CommuniCast.info, 9 July 2009. Web. 31
Mar. 2010.

Richmond, Virginia P., Jason S. Wrench, and Joan Gorham. Communication, Affect, and Learning in the
Classroom. 3rd ed. http://www.jasonswrench.com/affect/. Web. 31 Mar. 2010.

Molyneaux, Heather, Susan O’Donnell, Kerri Gibson, and Janice Singer. “Exploring the Gender Divide on
YouTube: An Analysis of the Creation and Reception of Vlogs.” American Communication Journal 10.1 (2008):
n.pag. Web. 31 Mar. 2010.

Wood, Andrew F., and Matthew. J. Smith. Online Communication: Linking Technology, Identity & Culture. 2nd
ed. 2005. Web. 31 Mar. 2010.

Levine, Timothy. “To Catch a Liar.” Communication Currents. N.p. June 2009. Web. 31 Mar. 2010.

Clifford, Stephanie. “Online, ‘A Reason to Keep Going.”” The New York Times. 1 Jun. 2009. Web. 31 Mar. 2010.
Viswanth, K. “Health Communication.” The International Encyclopedia of Communication. 2008. Web. 31 Mar.
2010.

“Communication.” Random House Dictionary Online. 9th ed. 2009. Web. 31 Mar. 2010.

Lutgen-Sandvik, Pamela, and Beverly Davenport Sypher. Destructive Organizational Communication:
Processes, Consequences, & Constructive Ways of Organizing. New York: Routledge, 2009. Kindle.

Citing Sources in a Speech

Once you have decided what sources best help you explain important terms and ideas in your speech or help you


http://www.jasonswrench.com/affect/

build your arguments, it’s time to place them into your speech. In this section, we’re going to quickly talk about
using your research effectively within your speeches. Citing sources within a speech is a three-step process: set
up the citation, give the citation, and explain the citation.

First, you want to set up your audience for the citation. The setup is one or two sentences that are general
statements that lead to the specific information you are going to discuss from your source. Here’s an example:
“Workplace bullying is becoming an increasing problem for US organizations.” Notice that this statement doesn’t

provide a specific citation yet, but the statement introduces the basic topic.

Second, you want to deliver the source; whether it is a direct quotation or a paraphrase of information from a
source doesn’t matter at this point. A direct quotation is when you cite the actual words from a source with no

changes. To paraphrase is to take a source’s basic idea and condense it using your own words. Here’s an example
of both:

Direct In a 2009 report titled Bullying: Getting Away With It, the Workplace Bullying Institute wrote, “Doing nothing to the bully
Quotation  (ensuring impunity) was the most common employer tactic (54%).”

According to a 2009 study by the Workplace Bullying Institute titled Bullying: Getting Away With It, when employees

Paraphrase reported bullying, 54 percent of employers did nothing at all.

You’ll notice that in both of these cases, we started by citing the author of the study—in this case, the Workplace
Bullying Institute. We then provided the title of the study. You could also provide the name of the article, book,
podcast, movie, or other source. In the direct quotation example, we took information right from the report. In the
second example, we summarized the same information (Workplace Bullying Institute, 2009).

Let’s look at another example of direct quotations and paraphrases, this time using a person, rather than an insti-
tution, as the author.

In her book The Elements of Library Research: What Every Student Needs to Know, Mary George, senior reference librarian
at Princeton University’s library, defines insight as something that “occurs at an unpredictable point in the research process
and leads to the formulation of a thesis statement and argument. Also called an ‘Aha’ moment or focus.”

Direct
Quotation

In her book The Elements of Library Research: What Every Student Needs to Know, Mary George, senior reference librarian
Paraphrase at Princeton University’s library, tells us that insight is likely to come unexpectedly during the research process; it will be an
“aha!” moment when we suddenly have a clear vision of the point we want to make.

Notice that the same basic pattern for citing sources was followed in both cases.

The final step in correct source citation within a speech is the explanation. One of the biggest mistakes of novice
public speakers (and research writers) is that they include a source citation and then do nothing with the citation
at all. Instead, take the time to explain the quotation or paraphrase to put into the context of your speech. Do not
let your audience draw their own conclusions about the quotation or paraphrase. Instead, help them make the con-
nections you want them to make. Here are two examples using the examples above:



Clearly, organizations need to be held accountable for investigating bullying allegations. If organizations will not voluntarily

Bullying improve their handling of this problem, the legal system may be required to step in and enforce sanctions for bullying, much as
Example .

it has done with sexual harassment.
Aha! As many of us know, reaching that “aha!” moment does not always come quickly, but there are definitely some strategies one

Example can take to help speed up this process.

Notice how in both of our explanations we took the source’s information and then added to the information to
direct it for our specific purpose. In the case of the bullying citation, we then propose that businesses should either
adopt workplace bullying guidelines or face legal intervention. In the case of the “aha!” example, we turn the quo-
tation into a section on helping people find their thesis or topic. In both cases, we were able to use the information

to further our speech.

Using Sources Ethically

The last section of this chapter is about using sources in an ethical manner. Whether you are using primary or
secondary research, there are five basic ethical issues you need to consider.

Avoid Plagiarism

First, and foremost, if the idea isn’t yours, you need to cite where the information came from during your speech.
Having the citation listed on a bibliography or reference page is only half of the correct citation. You must provide
correct citations for all your sources within the speech as well. In a very helpful book called Avoiding Plagiarism:
A Student Guide to Writing Your Own Work, Menager-Beeley and Paulos provide a list of twelve strategies for
avoiding plagiarism (Menager-Beeley & Paulos, 2009):

1. Do your own work, and use your own words. One of the goals of a public speaking class is to develop
skills that you’ll use in the world outside academia. When you are in the workplace and the “real world,”

you’ll be expected to think for yourself, so you might as well start learning this skill now.

2. Allow yourself enough time to research the assignment. One of the most commonly cited excuses stu-
dents give for plagiarism is that they didn’t have enough time to do the research. In this chapter, we’ve
stressed the necessity of giving yourself plenty of time. The more complete your research strategy is from
the very beginning, the more successful your research endeavors will be in the long run. Remember, not

having adequate time to prepare is no excuse for plagiarism.

3. Keep careful track of your sources. A common mistake that people can make is that they forget where
information came from when they start creating the speech itself. Chances are you’re going to look at
dozens of sources when preparing your speech, and it is very easy to suddenly find yourself believing that a
piece of information is “common knowledge” and not citing that information within a speech. When you

keep track of your sources, you’re less likely to inadvertently lose sources and not cite them correctly.

4. Take careful notes. However you decide to keep track of the information you collect (old-fashioned pen
and notebook or a computer software program), the more careful your note-taking is, the less likely you’ll

find yourself inadvertently not citing information or citing the information incorrectly. It doesn’t matter



what method you choose for taking research notes, but whatever you do, you need to be systematic to avoid

plagiarizing.

5. Assemble your thoughts, and make it clear who is speaking. When creating your speech, you need to
make sure that you clearly differentiate your voice in the speech from the voice of specific authors of the
sources you quote. The easiest way to do this is to set up a direct quotation or a paraphrase, as we’ve
described in the preceding sections. Remember, audience members cannot see where the quotation marks
are located within your speech text, so you need to clearly articulate with words and vocal tone when you

are using someone else’s ideas within your speech.

6. If you use an idea, a quotation, paraphrase, or summary, then credit the source. We can’t reiterate it
enough: if it is not your idea, you need to tell your audience where the information came from. Giving
credit is especially important when your speech includes a statistic, an original theory, or a fact that is not

common knowledge.

7. Learn how to cite sources correctly both in the body of your paper and in your List of Works Cited (Ref-
erence Page). Most public speaking teachers will require that you turn in either a bibliography or reference
page on the day you deliver a speech. Many students make the mistake of thinking that the bibliography or
reference page is all they need to cite information, and then they don’t cite any of the material within the
speech itself. A bibliography or reference page enables a reader or listener to find those sources after the

fact, but you must also correctly cite those sources within the speech itself; otherwise, you are plagiarizing.

8. Quote accurately and sparingly. A public speech should be based on factual information and references,
but it shouldn’t be a string of direct quotations strung together. Experts recommend that no more than 10
percent of a paper or speech be direct quotations (Menager-Beeley & Paulos, 2009). When selecting direct
quotations, always ask yourself if the material could be paraphrased in a manner that would make it clearer
for your audience. If the author wrote a sentence in a way that is just perfect, and you don’t want to tamper
with it, then by all means directly quote the sentence. But if you’re just quoting because it’s easier than

putting the ideas into your own words, this is not a legitimate reason for including direct quotations.

9. Paraphrase carefully. Modifying an author’s words in this way is not simply a matter of replacing some
of the words with synonyms. Instead, as Howard and Taggart explain in Research Matters, “paraphrasing
force[s] you to understand your sources and to capture their meaning accurately in original words and sen-
tences” (Howard & Taggart, 2010). Incorrect paraphrasing is one of the most common forms of inadvertent
plagiarism by students. First and foremost, paraphrasing is putting the author’s argument, intent, or ideas

into your own words.

10. Do not patchwrite (patchspeak). Menager-Beeley and Paulos define patchwriting as consisting “of mix-
ing several references together and arranging paraphrases and quotations to constitute much of the paper. In
essence, the student has assembled others’ work with a bit of embroidery here and there but with little origi-
nal thinking or expression” (Menager-Beeley & Paulos, 2009). Just as students can patchwrite, they can
also engage in patchspeaking. In patchspeaking, students rely completely on taking quotations and para-

phrases and weaving them together in a manner that is devoid of the student’s original thinking.

11. Summarize, don’t auto-summarize. Some students have learned that most word processing features have



an auto-summary function. The auto-summary function will take a ten-page document and summarize the
information into a short paragraph. When someone uses the auto-summary function, the words that remain

in the summary are still those of the original author, so this is not an ethical form of paraphrasing.

12. Do not rework another student’s paper (speech) or buy paper mill papers (speech mill speeches). In
today’s Internet environment, there are a number of storehouses of student speeches on the Internet. Some
of these speeches are freely available, while other websites charge money for getting access to one of their
canned speeches. Whether you use a speech that is freely available or pay money for a speech, you are
engaging in plagiarism. This is also true if the main substance of your speech was copied from a web page.

Any time you try to present someone else’s ideas as your own during a speech, you are plagiarizing.

Avoid Academic Fraud

While there are numerous websites where you can download free speeches for your class, this is tantamount to
fraud. If you didn’t do the research and write your own speech, then you are fraudulently trying to pass off some-
one else’s work as your own. In addition to being unethical, many institutions have student codes that forbid such

activity. Penalties for academic fraud can be as severe as suspension or expulsion from your institution.

Don't Mislead Your Audience

If you know a source is clearly biased, and you don’t spell this out for your audience, then you are purposefully
trying to mislead or manipulate your audience. Instead, if the information may be biased, tell your audience that

the information may be biased and allow your audience to decide whether to accept or disregard the information.

Give Author Credentials

You should always provide the author’s credentials. In a world where anyone can say anything and have it pub-
lished on the Internet or even publish it in a book, we have to be skeptical of the information we see and hear. For
this reason, it’s very important to provide your audience with background about the credentials of the authors you

cite.

Use Primary Research Ethically

Lastly, if you are using primary research within your speech, you need to use it ethically as well. For example,
if you tell your survey participants that the research is anonymous or confidential, then you need to make sure
that you maintain their anonymity or confidentiality when you present those results. Furthermore, you also need
to be respectful if someone says something is “off the record” during an interview. We must always maintain the
privacy and confidentiality of participants during primary research, unless we have their express permission to

reveal their names or other identifying information.



Key Takeaways

 Style focuses on the components of your speech that make up the form of your expression rather
than your content.

» Social science disciplines, such as psychology, human communication, and business, typically use
APA style, while humanities disciplines, such as English, philosophy, and rhetoric, typically use
MLA style.

o The APA sixth edition and the ML A seventh edition are the most current style guides and the tables
presented in this chapter provide specific examples of common citations for each of these styles.

« Citing sources within your speech is a three-step process: set up the citation, provide the cited infor-
mation, and interpret the information within the context of your speech.

* A direct quotation is any time you utilize another individual’s words in a format that resembles the
way they were originally said or written. On the other hand, a paraphrase is when you take some-
one’s ideas and restate them using your own words to convey the intended meaning.

* Ethically using sources means avoiding plagiarism, not engaging in academic fraud, making sure not
to mislead your audience, providing credentials for your sources so the audience can make judg-
ments about the material, and using primary research in ways that protect the identity of participants.

» Plagiarism is a huge problem and creeps its way into student writing and oral presentations. As ethi-
cal communicators, we must always give credit for the information we convey in our writing and our
speeches.

Exercises

1. List what you think are the benefits of APA style and the benefits of MLA style. Why do you
think some people prefer APA style over MLA style or vice versa?

2. Find a direct quotation within a magazine article. Paraphrase that direct quotation. Then attempt to
paraphrase the entire article as well. How would you cite each of these orally within the body of
your speech?

3. Which of Menager-Beeley and Paulos (2009) twelve strategies for avoiding plagiarism do you
think you need the most help with right now? Why? What can you do to overcome and avoid that
pitfall?
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7.4 Chapter Exercises

Speaking Ethically

Jonathan sat staring at his computer screen. The previous two days had been the most disastrous weekend
of his entire life. First, his girlfriend broke up with him on Friday and informed him that she was dating
his best friend behind his back. Then he got a phone call from his mother informing him that his childhood
dog had been hit by a car. And if that wasn’t enough, his car died on the way to work, and since it was his
third unexcused absence from work, he was fired.

In the midst of all these crises, Jonathan was supposed to be preparing his persuasive speech for his public
speaking class. Admittedly, Jonathan had had the two weeks prior to work on the speech, but he had not
gotten around to it and thought he could pull it together over the weekend. Now at 1:00 a.m. on Monday
morning, he finally got a chance to sit down at his computer to prepare the speech he was giving in nine
and a half hours.

His topic was prison reform. He searched through a number of websites and finally found one that seemed
really relevant. As he read through the first paragraph, he thought to himself, this is exactly what I want to
say. After two paragraphs the information just stopped, and the website asked him to pay $29.95 for the
rest of the speech. Without even realizing it, Jonathan had found a speech mill website. Jonathan found
himself reaching for his wallet thinking, well it says what I want it to say, so why not?

1. If you were a student in Jonathan’s class and he confided in you that he had used a speech mill for
his speech, how would you react?
2. If you were Jonathan, what ethical choices could you have made?

3. Is it ever ethical to use a speech written by a speech mill?

End-of-Chapter Assessment

1. Which of the following is not a recommendation for using research librarians provided by the
members of the American Library Association?

a. Be willing to do your own work.
b. Academic librarians are willing to schedule in-depth research consultations with students.
c. You don’t need to bring a copy of the assignment when meeting with a librarian.

d. Good research takes time.




e. Students need to learn that many questions do not have ready-made or one-stop answers.

2. Samantha has handed out a survey to her peers on their perceptions of birth control. During her
speech, Samantha explains the results from her survey. What type of research has Samantha utilized

in her speech?
a. primary
b. secondary
C. recency
d. qualitative
e. critical
3. Michael is giving a speech on dogs and picks up a copy of Pet Fancy magazine at his local book-
store. What type of source has Michael selected?
a. general-interest periodical
b. special-interest periodical
c. Academic journal
d. nonacademic literature supplement
e. gender-based interest periodical
4. Jose is having problems finding sources related to his topic. He found one academic journal article

that was really useful. He decides to read the references listed on the reference page of the article.
He finds a couple that sound really promising so he goes to the library and finds those articles. What

process has Jose engaged in?

a. primary literature search

b. secondary literature search

c. backtracking

d. source evaluation

e. reference extending
5. What are the components or features of a literary composition or oral presentation that have to do
with the form of expression rather than the content expressed (e.g., language, punctuation, parenthet-
ical citations, and endnotes)?

a. citation functions

b. referencing functions

c. grammatical parameters

d. communicative techniques

e. style




l.c
2.a
3.b
4.c
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Chapter 8: Supporting Ideas and Building
Arguments
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Every day, all around the country, people give speeches that contain generalities and vagueness. Students on your
campus might claim that local policies are biased against students, but may not explain why. Politicians may make
claims in their speeches about “family values” without defining what those values are or throw out statistics with-
out giving credit to where they found those numbers. Indeed, the nonpartisan websites FactCheck.org and Politi-

fact.com are dedicated to investigating and dispelling the claims that politicians make in their speeches.

In this chapter, we explore the nature of supporting ideas in public speaking and why support is essential to effec-
tive presentations. We will then discuss how to use support to build stronger arguments within a speech.
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8.1 Using Research as Support

Learning Objectives

1. Define the term “support.”
2. Understand three reasons we use support in speeches.

3. Explain four criteria used to evaluate support options.

Pixel Fantasy — Support — CC BY-NC-ND 2.0.

In public speaking, the word “support” refers to a range of strategies that are used to develop the central idea and
specific purpose by providing corroborating evidence. Whether you are speaking to inform, persuade, or entertain,
using support helps you create a more substantive and polished speech. We sometimes use the words “support” or
“evidence” synonymously or interchangeably because both are designed to help ground a speech’s specific pur-
pose. However, “evidence” tends to be associated specifically with persuasive speeches, so we opt to use the more

general term “support” for most of this chapter. In this section, we are going to explore why speakers use support.
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Why We Use Support

Speakers use support to help provide a foundation for their message. You can think of support as the legs on a
table. Without the legs, the table becomes a slab of wood or glass lying on the ground; as such, it cannot fully serve
the purpose of a table. In the same way, without support, a speech is nothing more than fluff. Audience members
may ignore the speech’s message, dismissing it as just so much hot air. In addition to being the foundation that
a speech stands on, support also helps us clarify content, increase speaker credibility, and make the speech more

vivid.

To Clarify Content

The first reason to use support in a speech is to clarify content. Speakers often choose a piece of support because
a previous writer or speaker has phrased something in a way that evokes a clear mental picture of the point they
want to make. For example, suppose you’re preparing a speech about hazing in college fraternities. You may read
your school’s code of student conduct to find out how your campus defines hazing. You could use this definition
to make sure your audience understands what hazing is and what types of behaviors your campus identifies as

hazing.

To Add Credibility

Another important reason to use support is because it adds to your credibility as a speaker. The less an audience
perceives you as an expert on a given topic, the more important it is to use a range of support. By doing so, you

let your audience know that you’ve done your homework on the topic.

At the same time, you could hurt your credibility if you use inadequate support or support from questionable
sources. Your credibility will also suffer if you distort the intent of a source to try to force it to support a point
that the previous author did not address. For example, the famous 1798 publication by Thomas Malthus, An Essay
on the Principle of Population, has been used as support for various arguments far beyond what Malthus could
have intended. Malthus’s thesis was that as the human population increases at a greater rate than food production,
societies will go to war over scarce food resources (Malthus, 1798). Some modern writers have suggested that,
according to the Malthusian line of thinking, almost anything that leads to a food shortage could lead to nuclear
war. For example, better health care leads to longer life spans, which leads to an increased need for food, leading
to food shortages, which lead to nuclear war. Clearly, this argument makes some giant leaps of logic that would

be hard for an audience to accept.

For this reason, it is important to evaluate your support to ensure that it will not detract from your credibility as a
speaker. Here are four characteristics to evaluate when looking at support options: accuracy, authority, currency,
and objectivity.

Accuracy

One of the quickest ways to lose credibility in the eyes of your audience is to use support that is inaccurate or even



questionably accurate. Admittedly, determining the accuracy of support can be difficult if you are not an expert in
a given area, but here are some questions to ask yourself to help assess a source’s accuracy:

* Does the information within one piece of supporting evidence completely contradict other supporting evi-

dence you’ve seen?

+ If the support is using a statistic, does the supporting evidence explain where that statistic came from and

how it was determined?

* Does the logic behind the support make sense?

One of this book’s authors recently observed a speech in which a student said, “The amount of pollution produced
by using paper towels instead of hand dryers is equivalent to driving a car from the east coast to St. Louis.” The
other students in the class, as well as the instructor, recognized that this information sounded wrong and asked
questions about the information source, the amount of time it would take to produce this much pollution, and the
number of hand dryers used. The audience demonstrated strong listening skills by questioning the information,

but the speaker lost credibility by being unable to answer their questions.

Authority

The second way to use support in building your credibility is to cite authoritative sources—those who are experts
on the topic. In today’s world, there are all kinds of people who call themselves “experts” on a range of topics.
There are even books that tell you how to get people to regard you as an expert in a given industry (Lizotte, 2007).
Today there are “experts” on every street corner or website spouting off information that some listeners will view

as legitimate.

So what truly makes someone an expert? Bruce D. Weinstein, a professor at West Virginia University’s Center
for Health Ethics and Law, defined expertise as having two senses. In his definition, the first sense of expertise
is “knowledge in or about a particular field, and statements about it generally take the form, ‘S is an expert in
or about D.’... The second sense of expertise refers to domains of demonstrable skills, and statements about it

’»»

generally take the form, ‘S is an expert at skill D (Weinstein, 1993).”” Thus, to be an expert, someone needs to

have considerable knowledge on a topic or considerable skill in accomplishing something.

As a novice researcher, how can you determine whether an individual is truly an expert? Unfortunately, there is
no clear-cut way to wade through the masses of “experts” and determine each one’s legitimacy quickly. However,
Table 8.1 “Who Ts an Expert?” presents a list of questions based on the research of Marie-Line Germain that you

can ask yourself to help determine whether someone is an expert (Germain, 2006).

Table 8.1 Who Is an Expert?



Questions to Ask Yourself Yes No
1. Is the person widely recognizable as an expert?
2. Does the person have an appropriate degree/training/certification to make her or him an expert?

. Is the person a member of a recognized profession in her or his claimed area of expertise?

A~ W

. Has the person published articles or books (not self-published) on the claimed area of expertise?

93]

. Does the person have appropriate experience in her or his claimed area of expertise?
6. Does the person have clear knowledge about her or his claimed area of expertise?
7. Is the person clearly knowledgeable about the field related to her or his claimed area of expertise?

8. When all is said and done, does the person truly have the qualifications to be considered an expert in her or his claimed area
of expertise?

You don’t have to answer “yes” to all the preceding questions to conclude that a source is credible, but a string
of “no” answers should be a warning signal. In a Columbia Journalism Review article, Allisa Quart raised the
question of expert credibility regarding the sensitive subject of autism. Specifically, Quart questioned whether the
celebrity spokesperson and autism advocate Jennifer McCarthy (http://www.generationrescue.org/) qualifies as an
expert. Quart notes that McCarthy “insists that vaccines caused her son’s neurological disorder, a claim that has
near-zero support in scientific literature” (Quart, 2010). Providing an opposing view is a widely read blog called
Respectful Insolence (http://scienceblogs.com/insolence/), whose author is allegedly a surgeon/scientist who often
speaks out about autism and “antivaccination lunacy.” Respectful Insolence received the 2008 Best Weblog Award
from MedGagdet: The Internet Journal of Emerging Medical Technologies. We used the word “allegedly” when
referring to the author of Respectful Insolence because as the website explains that the author’s name, Orac, is the
“nom de blog of a (not so) humble pseudonymous surgeon/scientist with an ego just big enough to delude himself
that someone, somewhere might actually give a rodent’s posterior about his miscellaneous verbal meanderings,
but just barely small enough to admit to himself that few will” (ScienceBlogs LLC).

When comparing the celebrity Jenny McCarthy to the blogger Orac, who do you think is the better expert? Were
you able to answer “yes” to the questions in Table 8.1 “Who Is an Expert?” for both “experts”? If not, why not?
Overall, determining the authority of support is clearly a complicated task, and one that you should spend time

thinking about as you prepare the support for your speech.

Currency

The third consideration in using support to build your credibility is how current the information is. Some ideas
stay fairly consistent over time, like the date of the Japanese attack on Pearl Harbor or the mathematical formula
for finding the area of a circle, but other ideas change wildly in a short period of time, including ideas about tech-
nology, health treatments, and laws.

Although we never want to discount classic supporting information that has withstood the test of time, as a general
rule for most topics, we recommend that information be less than five years old. Obviously, this is just a gen-
eral guideline and can change depending on the topic. If you’re giving a speech on the history of mining in West

Virginia, then you may use support from sources that are much older. However, if you’re discussing a medical
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topic, then your support information should probably be from the past five years or less. Some industries change
even faster, so the best support may come from the past month. For example, if are speaking about advances in
word processing, using information about Microsoft Word from 2003 would be woefully out-of-date because two
upgrades have been released since 2003 (2007 and 2010). As a credible speaker, it is your responsibility to give

your audience up-to-date information.

Objectivity

The last question you should ask yourself when examining support is whether the person or organization behind
the information is objective or biased. Bias refers to a predisposition or preconception of a topic that prevents
impartiality. Although there is a certain logic to the view that every one of us is innately biased, as a credible
speaker, you want to avoid just passing along someone’s unfounded bias in your speech. Ideally you would use
support that is unbiased; Table 8.2 “Is a Potential Source of Support Biased?” provides some questions to ask
yourself when evaluating a potential piece of support to detect bias.

Table 8.2 Is a Potential Source of Support Biased?

Questions to Ask Yourself Yes No

1. Does the source represent an individual’s, an organization’s, or another group’s viewpoint?

N

. Does the source sound unfair in its judgment, either for or against a specific topic?

3. Does the source sound like personal prejudices, opinions, or thoughts?

4. Does the source exist only on a website (i.e., not in print or any other format)?

5. Is the information published or posted anonymously or pseudonymously?

6. Does the source have any political or financial interests related to the information being disseminated?
7. Does the source demonstrate any specific political orientation, religious affiliation, or other ideology?

8. Does the source’s viewpoint differ from all other information you’ve read?

As with the questions in Table 8.1 “Who Is an Expert?” about expertise, you don’t have to have all “no” or “yes”
responses to decide on bias. However, being aware of the possibility of bias and where your audience might see
bias will help you to select the best possible support to include in your speech.

To Add Vividness

In addition to clarifying content and enhancing credibility, support helps make a speech more vivid. Vividness
refers to a speaker’s ability to present information in a striking, exciting manner. The goal of vividness is to make
your speech more memorable. One of the authors still remembers a vivid example from a student speech given
several years ago. The student was speaking about the importance of wearing seat belts and stated that the impact
from hitting a windshield at just twenty miles per hour without a seat belt would be equivalent to falling out of
the window of their second-floor classroom and landing face-first on the pavement below. Because they were in

that classroom several times each week, students were easily able to visualize the speaker’s analogy and it was



successful at creating an image that is remembered years later. Support helps make your speech more interesting

and memorable to an audience member.

Key Takeaways

» The strategies a public speaker can use to provide corroborating evidence for the speech’s central
idea and specific purpose are called support.

 There are three primary reasons to use support: to clarify content, to increase speaker credibility, and
to make the speech more vivid.

* A good piece of support should be accurate, authoritative, current, and unbiased.

Exercises

1. Find an article online about a topic on which you are interested in speaking. Examine it for the
four aspects of effective sources (e.g., accuracy, authority, currency, and objectivity). Do you think
this source is credible? Why?

2. Find a speech on the Vital Speeches of the Day website (http://www.vsotd.com) and try to identify
the types of support the speaker utilized. Is the speaker’s use of support effective? Why or why not?
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8.2 Exploring Types of Support

Learning Objectives

1. Understand how speakers can use statistics to support their speeches.

2. Differentiate among the five types of definitions.

3. Differentiate among four types of supportive examples.

4. Explain how narratives can be used to support informative, persuasive, and entertaining speeches.
5. Differentiate between the two forms of testimony.

6. Differentiate between two types of analogies that can be used as support.

Tall Chris — magnifying glass — CC BY 2.0.

Now that we’ve explained why support is important, let’s examine the various types of support that speakers often

use within a speech: facts and statistics, definitions, examples, narratives, testimony, and analogies.

Facts and Statistics

As we discussed in Chapter 7 “Researching Your Speech”, a fact is a truth that is arrived at through the scientific
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process. Speakers often support a point or specific purpose by citing facts that their audience may not know. A
typical way to introduce a fact orally is “Did you know that...?”

Many of the facts that speakers cite are based on statistics. Statistics is the mathematical subfield that gathers, ana-
lyzes, and makes inferences about collected data. Data can come in a wide range of forms—the number of people
who buy a certain magazine, the average number of telephone calls made in a month, the incidence of a certain
disease. Though few people realize it, much of our daily lives are governed by statistics. Everything from seat-belt
laws, to the food we eat, to the amount of money public schools receive, to the medications you are prescribed are
based on the collection and interpretation of numerical data.

It is important to realize that a public speaking textbook cannot begin to cover statistics in depth. If you plan to do
statistical research yourself, or gain an understanding of the intricacies of such research, we strongly recommend
taking a basic class in statistics or quantitative research methods. These courses will better prepare you to under-
stand the various statistics you will encounter.

However, even without a background in statistics, finding useful statistical information related to your topic is
quite easy. Table 8.3 “Statistics-Oriented Websites” provides a list of some websites where you can find a range
of statistical information that may be useful for your speeches.

Table 8.3 Statistics-Oriented Websites

Website Type of Information

http://www.bls.gov/bls/ Bureau of Labor Statistics provides links to a range of websites for labor issues related to a vast range of
other.htm countries.

http://bjs.gov Bureau of Justice Statistics provides information on crime statistics in the United States.
http://www.census.gov US Census Bureau provides a wide range of information about people living in the United States.

National Center for Health Statistics is a program conducted by the US Centers for Disease Control and

https://www.cdc.gov/nchs/ . . . . - . -
psiwww §OV/NChS Prevention. It provides information on a range of health issues in the United States.

STATS is a nonprofit organization that helps people understand quantitative data. It also provides a range
of data on its website.

http://www.stats.org
http://ropercenter.cornell.edu/ Roper Center for Public Opinion provides data related to a range of issues in the United States.
http://www.nielsen.com Nielsen provides data on consumer use of various media forms.

Gallup provides public opinion data on a range of social and political issues in the United States and

http://www.gallup.com around the world.

http://www.adherents.com Adherents provides both domestic and international data related to religious affiliation.

Pew Research Center provides public opinion data on a range of social and political issues in the United

http://people-press.org States and around the world.

Statistics are probably the most used—and misused—form of support in any type of speaking. People like num-
bers. People are impressed by numbers. However, most people do not know how to correctly interpret numbers.
Unfortunately, there are many speakers who do not know how to interpret them either or who intentionally manip-
ulate them to mislead their listeners. As the saying popularized by Mark Twain goes, “There are three kinds of
lies: lies, damned lies, and statistics” (Twain, 1924).
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To avoid misusing statistics when you speak in public, do three things. First, be honest with yourself and your
audience. If you are distorting a statistic or leaving out other statistics that contradict your point, you are not liv-
ing up to the level of honesty your audience is entitled to expect. Second, run a few basic calculations to see if
a statistic is believable. Sometimes a source may contain a mistake—for example, a decimal point may be in the
wrong place or a verbal expression like “increased by 50 percent” may conflict with data showing an increase of
100 percent. Third, evaluate sources (even those in Table 8.3 “Statistics-Oriented Websites”, which are generally

reputable) according to the criteria discussed earlier in the chapter: accuracy, authority, currency, and objectivity.

Definitions

Imagine that you gave a speech about the use of presidential veto and your audience did not know the meaning
of the word “veto.” In order for your speech to be effective, you would need to define what a veto is and what it
does. Making sure everyone is “on the same page” is a fundamental task of any communication. As speakers, we
often need to clearly define what we are talking about to make sure that our audience understands our meaning.
The goal of a definition is to help speakers communicate a word or idea in a manner that makes it understandable
for their audiences. For the purposes of public speaking, there are four different types of definitions that may be

used as support: lexical, persuasive, stipulative, and theoretical.

Lexical Definitions

A lexical definition is one that specifically states how a word is used within a specific language. For example, if
you go to Dictionary.com and type in the word “speech,” here is the lexical definition you will receive:

Speech
—noun

the faculty or power of speaking; oral communication; ability to express one’s thoughts and emotions by speech sounds
and gesture: Losing her speech made her feel isolated from humanity.

the act of speaking: He expresses himself better in speech than in writing.

something that is spoken; an utterance, remark, or declaration: We waited for some speech that would indicate her true
feelings.

a form of communication in spoken language, made by a speaker before an audience for a given purpose: a fiery speech.
any single utterance of an actor in the course of a play, motion picture, etc.

the form of utterance characteristic of a particular people or region; a language or dialect.

manner of speaking, as of a person: Your slovenly speech is holding back your career.

a field of study devoted to the theory and practice of oral communication.

Lexical definitions are useful when a word may be unfamiliar to an audience and you want to ensure that the audi-
ence has a basic understanding of the word. However, our ability to understand lexical definitions often hinges
on our knowledge of other words that are used in the definition, so it is usually a good idea to follow a lexical

definition with a clear explanation of what it means in your own words.



Persuasive Definitions

Persuasive definitions are designed to motivate an audience to think in a specific manner about the word or term.
Political figures are often very good at defining terms in a way that are persuasive. Frank Luntz, a linguist and
political strategist, is widely regarded as one of the most effective creators of persuasive definitions (Luntz, 2007).
Luntz has the ability to take terms that people don’t like and repackage them into persuasive definitions that give

the original term a much more positive feel. Here are some of Luntz’s more famous persuasive definitions:

* QOil drilling — energy exploration

+ Estate tax — death tax

* School vouchers — opportunity scholarships
» FEavesdropping — electronic intercepts

* Global warming — climate change

Luntz has essentially defined the terms in a new way that has a clear political bent and that may make the term
more acceptable to some audiences, especially those who do not question the lexical meaning of the new term.
For example, “oil drilling” may have negative connotations among citizens who are concerned about the environ-
mental impact of drilling, whereas “energy exploration” may have much more positive connotations among the

same group.

Stipulative Definitions

A stipulative definition is a definition assigned to a word or term by the person who coins that word or term for
the first time. In 1969, Laurence Peter and Raymond Hull wrote a book called The Peter Principle: Why Things
Always Go Wrong. In this book, they defined the “Peter Principle” as “In a Hierarchy Every Employee Tends to
Rise to His [sic] Level of Incompetence” (Peter & Hull, 1969). Because Peter and Hull coined the term “Peter
Principle,” it was up to them to define the term as they saw fit. You cannot argue with this definition; it simply is

the definition that was stipulated.

Theoretical Definitions

Theoretical definitions are used to describe all parts related to a particular type of idea or object. Admittedly,
these definitions are frequently ambiguous and difficult to fully comprehend. For example, if you attempted to
define the word “peace” in a manner that could be used to describe all aspects of peace, then you would be using
a theoretical definition. These definitions are considered theoretical because the definitions attempt to create an

all-encompassing theory of the word itself.

In an interpersonal communication course, one of our coauthors asked a group of random people online to define

the term “falling in love.” Here are some of the theoretical definitions they provided:



I think falling in love would be the act of feeling attracted to a person, with mutual respect given to each other, a strong
desire to be close and near a person,...and more.

Being content with the person you are with and missing them every minute they are gone.
Um...falling in love is finding a guy with lots of credit cards and no balances owing.

Falling in love is when you take away the feeling, the passion, and the romance in a relationship and find out you still
care for that person.

Meeting someone who makes your heart sing.

Skydiving for someone’s lips.

Definitions are important to provide clarity for your audience. Effective speakers strike a balance between using
definitions where they are needed to increase audience understanding and leaving out definitions of terms that the
audience is likely to know. For example, you may need to define what a “claw hammer” is when speaking to a
group of Cub Scouts learning about basic tools, but you would appear foolish—or even condescending—if you
defined it in a speech to a group of carpenters who use claw hammers every day. On the other hand, just assum-
ing that others know the terms you are using can lead to ineffective communication as well. Medical doctors are
often criticized for using technical terms while talking to their patients without taking time to define those terms.
Patients may then walk away not really understanding what their health situation is or what needs to be done about
it.

Examples

Another often-used type of support is examples. An example is a specific situation, problem, or story designed to
help illustrate a principle, method, or phenomenon. Examples are useful because they can help make an abstract
idea more concrete for an audience by providing a specific case. Let’s examine four common types of examples

used as support: positive, negative, nonexamples, and best examples.

Positive Examples

A positive example is used to clarify or clearly illustrate a principle, method, or phenomenon. A speaker dis-
cussing crisis management could talk about how a local politician handled herself when a local newspaper
reported that her husband was having an affair or give an example of a professional baseball player who imme-
diately came clean about steroid use. These examples would provide a positive model for how a corporation in
the first instance, and an individual in the second instance, should behave in crisis management. The purpose of a

positive example is to show a desirable solution, decision, or course of action.

Negative Examples

Negative examples, by contrast, are used to illustrate what not to do. On the same theme of crisis management, a

speaker could discuss the lack of communication from Union Carbide during the 1984 tragedy in Bhopal, India,



or the many problems with how the US government responded to Hurricane Katrina in 2005. The purpose of a

negative example is to show an undesirable solution, decision, or course of action.

Nonexamples

A nonexample is used to explain what something is not. On the subject of crisis management, you might mention
a press release for a new Adobe Acrobat software upgrade as an example of corporate communication that is not
crisis management. The press release nonexample helps the audience differentiate between crisis management and

other forms of corporate communication.

Best Examples

The final type of example is called the best example because it is held up as the “best” way someone should
behave within a specific context. On the crisis management theme, a speaker could show a clip of an effective
CEO speaking during a press conference to show how one should behave both verbally and nonverbally during a
crisis. While positive examples show appropriate ways to behave, best examples illustrate the best way to behave

in a specific context.

Although examples can be very effective at helping an audience to understand abstract or unfamiliar concepts,
they do have one major drawback: some audience members may dismiss them as unusual cases that do not rep-
resent what happens most of the time. For example, some opponents of wearing seat belts claim that not wearing
your seat belt can help you be thrown from a car and save you from fire or other hazards in the wrecked automo-
bile. Even if a speaker has a specific example of an accident where this was true, many audience members would

see this example as a rare case and thus not view it as strong support.

Simply finding an example to use, then, is not enough. An effective speaker needs to consider how the audience
will respond to the example and how the example fits with what else the audience knows, as discussed under the

heading of accuracy earlier in this chapter.

Narratives

A fourth form of support are narratives, or stories that help an audience understand the speaker’s message. Nar-
ratives are similar to examples except that narratives are generally longer and take on the form of a story with a
clear arc (beginning, middle, and end). People like stories. In fact, narratives are so important that communication
scholar Walter Fisher believes humans are innately storytelling animals, so appealing to people through stories is
a great way to support one’s speech (Fisher, 1987).

However, you have an ethical responsibility as a speaker to clearly identify whether the narrative you are sharing
is real or hypothetical. In 1981, Washington Post reporter Janet Cooke was awarded a Pulitzer Prize for her story
of an eight-year-old heroin addict (Cooke, 1980). After acknowledging that her story was a fake, she lost her job
and the prize was rescinded (Green, 1981). In 2009, Louisiana Governor Bobby Jindal gave a nationally televised

speech where he recounted a story of his interaction with a local sheriff in getting help for Hurricane Katrina



victims. His story was later found to be false; Jindal admitted that he had heard the sheriff tell the story after it
happened but he had not really been present at the time (Finch, 2009).

Obviously, we are advocating that you select narratives that are truthful when you use this form of support in a
speech. Clella Jaffe explains that narratives are a fundamental part of public speaking and that narratives can be

used for support in all three general purposes of speaking: informative, persuasive, and entertaining (Jaffe, 2010).

Informative Narratives

Jaffe defines informative narratives as those that provide information or explanations about a speaker’s topic
(Jaffe, 2010). Informative narratives can help audiences understand nature and natural phenomena, for example.
Often the most complicated science and mathematical issues in our world can be understood through the use of
story. While many people may not know all the mathematics behind gravity, most of us have grown up with the
story of how Sir Isaac Newton was hit on the head by an apple and developed the theory of gravity. Even if the

story is not precisely accurate, it serves as a way to help people grasp the basic concept of gravity.

Persuasive Narratives

Persuasive narratives are stories used to persuade people to accept or reject a specific attitude, value, belief, or
behavior. Religious texts are filled with persuasive narratives designed to teach followers various attitudes, val-
ues, beliefs, and behaviors. Parables or fables are designed to teach people basic lessons about life. For example,
read the following fable from Aesop (http://www.aesopfables.com): “One winter a farmer found a snake stiff and
frozen with cold. He had compassion on it, and taking it up, placed it in his bosom. The Snake was quickly revived
by the warmth, and resuming its natural instincts, bit its benefactor, inflicting on him a mortal wound. ‘Oh,’ cried
the Farmer with his last breath, ‘I am rightly served for pitying a scoundrel.’” This persuasive narrative is designed

to warn people that just because you help someone in need doesn’t mean the other person will respond in kind.

Entertaining Narratives

Entertaining narratives are stories designed purely to delight an audience and transport them from their daily con-
cerns. Some professional speakers make a very good career by telling their own stories of success or how they
overcame life’s adversities. Comedians such as Jeff Foxworthy tell stories that are ostensibly about their own lives
in a manner designed to make the audience laugh. While entertaining narratives may be a lot of fun, people should

use them sparingly as support for a more serious topic or for a traditional informative or persuasive speech.

Testimony

Another form of support you may employ during a speech is testimony. When we use the word “testimony” in
this text, we are specifically referring to expert opinion or direct accounts of witnesses to provide support for your

speech. Notice that within this definition, we refer to both expert and eyewitness testimony.
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Expert Testimony

Expert testimony accompanies the discussion we had earlier in this chapter related to what qualifies someone as an
expert. In essence, expert testimony expresses the attitudes, values, beliefs, or behaviors recommended by some-
one who is an acknowledged expert on a topic. For example, imagine that you’re going to give a speech on why
physical education should be mandatory for all grades K—12 in public schools. During the course of your research,
you come across The Surgeon General’s Vision for a Fit and Healthy Nation (http://www.surgeongeneral.gov/
library/obesityvision/obesityvision2010.pdf). You might decide to cite information from within the report written
by US Surgeon General Dr. Regina Benjamin about her strategies for combating the problem of childhood obesity
within the United States. If so, you are using the words from Dr. Benjamin, as a noted expert on the subject, to

support your speech’s basic premise. Her expertise is being used to give credibility to your claims.

Eyewitness Testimony

Eyewitness testimony, on the other hand, is given by someone who has direct contact with the phenomenon of
your speech topic. Imagine that you are giving a speech on the effects of the 2010 “Deepwater Horizon” disaster
in the Gulf of Mexico. Perhaps one of your friends happened to be on a flight that passed over the Gulf of Mexico
and the pilot pointed out where the platform was. You could tell your listeners about your friend’s testimony of

what she saw as she was flying over the spill.

However, using eyewitness testimony as support can be a little tricky because you are relying on someone’s first-
hand account, and firsthand accounts may not always be reliable. As such, you evaluate the credibility of your

witness and the recency of the testimony.

To evaluate your witness’s credibility, you should first consider how you received the testimony. Did you ask the
person for the testimony, or did he or she give you the information without being asked? Second, consider whether
your witness has anything to gain from his or her testimony. Basically, you want to know that your witness isn’t
biased.

Second, consider whether your witness’ account was recent or something that happened some time ago. With a
situation like the BP oil spill, the date when the spill was seen from the air makes a big difference. If the witness

saw the oil spill when the oil was still localized, he or she could not have seen the eventual scope of the disaster.

Overall, the more detail you can give about the witness and when the witness made his or her observation, the
more useful that witness testimony will be when attempting to create a solid argument. However, never rely com-
pletely on eyewitness testimony because this form of support is not always the most reliable and may still be

perceived as biased by a segment of your audience.

Analogies

An analogy is a figure of speech that compares two ideas or objects, showing how they are similar in some way.
Analogies, for public speaking purposes, can also be based in logic. The logical notion of analogies starts with the
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idea that two ideas or objects are similar, and because of this similarity, the two ideas or objects must be similar

in other ways as well. There are two different types of analogies that speakers can employ: figurative and literal.

Figurative Analogies

Figurative analogies compare two ideas or objects from two different classes. For the purposes of understanding
analogies, a “class” refers to a group that has common attributes, characteristics, qualities, or traits. For example,
you can compare a new airplane to an eagle. In this case, airplanes and eagles clearly are not the same type of

objects. While both may have the ability to fly, airplanes are made by humans and eagles exist in nature.

Alternatively, you could attempt to compare ideas such as the struggle of The Church of Reality (http://www.chur-
chofreality.org/wisdom/welcome_home/, a group that sees the use of marijuana as a religious sacrament) to the
struggle of the civil rights movement. Is a church’s attempt to get marijuana legalized truly the same as the 1960s
civil rights movement? Probably not, in most people’s view, as fighting for human rights is not typically seen as

equivalent to being able to use a controlled substance.

Figurative analogies are innately problematic because people often hear them and immediately dismiss them as
far-fetched. While figurative analogies may be very vivid and help a listener create a mental picture, they do not
really help a listener determine the validity of the information being presented. Furthermore, speakers often overly
rely on figurative analogies when they really don’t have any other solid evidence. Overall, while figurative analo-

gies may be useful, we recommend solidifying them with other, more tangible support.

Literal Analogies

Literal analogies, on the other hand, compare two objects or ideas that clearly belong to the same class. The goal
of the literal analogy is to demonstrate that the two objects or ideas are similar; therefore, they should have further
similarities that support your argument. For example, maybe you’re giving a speech on a new fast-food brand that
you think will be a great investment. You could easily compare that new fast-food brand to preexisting brands
like McDonald’s, Subway, or Taco Bell. If you can show that the new start-up brand functions similarly to other
brands, you can use that logic to suggest that the new brand will also have the same kind of success as the existing
brands.

When using literal analogies related to ideas, make sure that the ideas are closely related and can be viewed as
similar. For example, take the Church of Reality discussed in Section 8 “Expert Testimony”. You could compare
the Church of Reality’s use of marijuana to the Native American Church’s legal exemption to use peyote in its
religious practices. In this instance, comparing two different religious groups’ use of illegal drugs and demonstrat-

ing that one has legal exemption supports the idea that the other should have an exemption, too.

As with figurative analogies, make sure that the audience can see a reasonable connection between the two ideas
or objects being compared. If your audience sees your new fast-food brand as very different from McDonald’s or
Subway, then they will not accept your analogy. You are basically asking your audience to confirm the logic of

your comparison, so if they don’t see the comparison as valid, it won’t help to support your message.
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Key Takeaways

Speakers often use facts and statistics to reinforce or demonstrate information. Unfortunately, many
speakers and audience members do not have a strong mathematical background, so it is important to
understand the statistics used and communicate this information to the audience.

Speakers use definitions—which may be lexical, persuasive, stipulative, or theoretical—to clarify
their messages. Lexical definitions state how a word is used within a given language. Persuasive def-
initions are devised to express a word or term in a specific persuasive manner. Stipulative definitions
are created when a word or term is coined. Theoretical definitions attempt to describe all parts
related to a particular type of idea or object.

Examples—positive, negative, non, and best—help the audience grasp a concept. Positive examples
are used to clarify or clearly illustrate a principle, method, or phenomenon. Negative examples show
how not to behave in a specific situation. Nonexamples are used to express what something is not.
Best examples show the best way someone should behave in a situation.

Narratives can be used in all three general purposes of speaking: informative, persuasive, and enter-
taining. Informative narratives provide information or explanations about a speaker’s topic. Persua-
sive narratives are stories a speaker can use to get his or her audience to accept or reject a specific
attitude, value, belief, or behavior. Entertaining narratives are stories that are designed purely to
delight an audience. Speakers have an ethical obligation to let the audience know whether a narrative
is true or hypothetical.

Expert testimony is an account given by someone who is a recognized expert on a given topic. Eye-
witness testimony is an account given by an individual who has had firsthand experience with a spe-
cific phenomenon or idea. Explaining the context of the testimony is important so your audience can
evaluate the likelihood that the testimony is accurate, current, and unbiased.

Analogies, both figurative and literal, can help audiences understand unfamiliar concepts. Figurative
analogies compare two ideas or objects from two different classes. Conversely, literal analogies
compare two objects or ideas that clearly belong to the same class. Speakers using analogies need to
make sure that the audience will be able to see the similarity between the objects or ideas being com-
pared.

Exercises

1. Look at the speech you are currently preparing for your public speaking class. What types of sup-
port are you using? Could you enhance the credibility of your speech by using other types of sup-
port? If so, what types of support do you think you are lacking?

2. Find and analyze a newspaper op-ed piece or letter to the editor that takes a position on an issue.
Which types of support does the writer use? How effective and convincing do you think the use of
support is? Why?

3. You’ve been asked to give a speech on child labor within the United States. Provide a list of possi-
ble examples you could use in your speech. You should have one from each of the four categories:
positive, negative, non, and best.




4. Of the three types of narratives (informative, persuasive, and entertaining), which one would you
recommend to a friend who is giving a sales presentation. Why?
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8.3 Using Support and Creating Arguments

Learning Objectives

1. Explain how to distinguish between useful and nonuseful forms of support.

2. Understand the five ways support is used within a speech.

3. Describe the purpose of a reverse outline.

4. Clarify why it is important to use support for every claim made within a speech.

5. Evaluate the three-step process for using support within a speech.

Luca Mascaro — Brainstorming — CC BY-SA 2.0.

Supporting one’s ideas with a range of facts and statistics, definitions, examples, narratives, testimony, and analo-
gies can make the difference between a boring speech your audience will soon forget and one that has a lasting

effect on their lives.
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Although the research process is designed to help you find effective support, you still need to think through how
you will use the support you have accumulated. In this section, we will examine how to use support effectively in
one’s speech, first by examining the types of support one needs in a speech and then by seeing how support can
be used to enhance one’s argument.

Understanding Arguments

You may associate the word “argument” with a situation in which two people are having some kind of conflict.
But in this context we are using a definition for the word argument that goes back to the ancient Greeks, who saw
arguments as a set of logical premises leading to a clear conclusion. While we lack the time for an entire treatise

on the nature and study of arguments, we do want to highlight some of the basic principles in argumentation.

First, all arguments are based on a series of statements that are divided into two basic categories: premises and
conclusions. A premise is a statement that is designed to provide support or evidence, whereas the conclusion is a
statement that can be clearly drawn from the provided premises. Let’s look at an example and then explain this in
more detail:

Premise 1: Eating fast food has been linked to childhood obesity.

Premise 2: Childhood obesity is clearly linked to early onset type 2 diabetes, which can have many negative health

ramifications.

Conclusion: Therefore, for children to avoid developing early onset type 2 diabetes, they must have their fast-food
intake limited.

In this example, the first two statements are premises linking fast food to childhood obesity to diabetes. Once
we’ve made this logical connection, we can then provide a logical conclusion that one important way of prevent-
ing type 2 diabetes is to limit, if not eliminate, fast food from children’s diets. While this may not necessary be a

popular notion for many people, the argument itself is logically sound.

How, then, does this ultimately matter for you and your future public speaking endeavors? Well, a great deal
of persuasive speaking is built on creating arguments that your listeners can understand and that will eventually

influence their ideas or behaviors. In essence, creating strong arguments is a fundamental part of public speaking.

Now, in the example above, we are clearly missing one important part of the argument process—support or evi-
dence. So far we have presented two premises that many people may believe, but we need support or evidence for
those premises if we are going to persuade people who do not already believe those statements. As such, when
creating logical arguments (unless you are a noted expert on a subject), you must provide support to ensure that
your arguments will be seen as credible. And that is what we will discuss next.

Sifting Through Your Support

When researching a topic, you’re going to find a range of different types of supporting evidence. You may find



examples of all six types of support: facts and statistics, definitions, examples, narratives, testimony, and analo-
gies. Sooner or later, you are going to have to make some decisions as to which pieces of support you will use and

which you won’t. While there is no one way to select your support, here are some helpful suggestions.

Use a Variety of Support Types

One of the most important parts of using support is variety. Nothing will kill a speech faster than if you use the
same type of support over and over again. Try to use as much support as needed to make your point without going
overboard. You might decide to begin with a couple of definitions and rely on a gripping piece of eyewitness testi-
mony as your other major support. Or you might use a combination of facts, examples, and narratives. In another
case, statistics and examples might be most effective. Audience members are likely to have different preferences
for support; some may like statistics while others really find narratives compelling. By using a variety of forms
of support, you are likely to appeal to a broader range of audience members and thus effectively adapt to your
audience. Even if your audience members prefer a specific form of support, providing multiple types of support is
important to keep them interested. To use an analogy, even people who love ice cream would get tired of it if they

ate only ice cream every day for a week, so variety is important.

Choose Appropriate Forms of Support

Depending on the type of speech you are giving, your speech’s context, and your audience, different types of
evidence may or may not be appropriate. While speeches using precise lexical definitions may be useful for the
courtroom, they may not be useful in an after-dinner speech to entertain. At the same time, entertaining narratives
may be great for a speech whose general purpose is to entertain, but may decrease a speaker’s credibility when

attempting to persuade an audience about a serious topic.

Check for Relevance

Another consideration about potential support is whether or not it is relevant. Each piece of supporting material
you select needs to support the specific purpose of your speech. You may find the coolest quotation, but if that
quotation doesn’t really help your core argument in your speech, you need to leave it out. If you start using too
many irrelevant support sources, your audience will quickly catch on and your credibility will drop through the

floor.

Your support materials should be relevant not only to your topic but also to your audience. If you are giving a
speech to an audience of sixty-year-olds, you may be able to begin with “Think back to where you were when
you heard that President Kennedy had been shot,” but this would be meaningless with an audience of twenty-
five-year-olds. Similarly, references to music download sites or the latest popular band may not be effective with

audiences who are not interested in music.



Don't Go Overboard

In addition to being relevant, supporting materials need to help you support your speech’s specific purpose without
interfering with your speech. You may find three different sources that support your speech’s purpose in the same
way. If that happens, you shouldn’t include all three forms of support. Instead, pick the form of support that is the
most beneficial for your speech. Remember, the goal is to support your speech, not to have the support become

your speech.

Don't Manipulate Your Support

The last factor related to shifting through your support involves a very important ethical area called support-
manipulation. Often speakers will attempt to find support that says exactly what they want it to say despite the
fact that the overwhelming majority of evidence says the exact opposite. When you go out of your way to pull
the wool over your audience’s eyes, you are being unethical and not treating your audience with respect. Here are
some very important guidelines to consider to avoiding support-manipulation:

* Do not overlook significant factors or individuals related to your topic.

» Do not ignore evidence that does not support your speech’s specific purpose.

» Do not jump to conclusions that are simply not justified based on the supporting evidence you have.

* Do not use evidence to support faulty logic.

* Do not use out-of-date evidence that is no longer supported.

* Do not use evidence out of its original context.

* Do not knowingly use evidence from a source that is clearly biased.

* Make sure you clearly cite all your supporting evidence within your speech.

Using Support within Your Speech

Now that we’ve described ways to sift through your evidence, it’s important to discuss how to use your evidence
within your speech. In the previous sections of this chapter, we’ve talked about the various types of support you
can use (facts and statistics, definitions, examples, narratives, testimonies, and analogies). In this section, we’re
going to examine how these types of evidence are actually used within a speech. Then we will discuss ways to

think through the support you need for a speech and also how to actually use support while speaking.

Forms of Speech Support

Let’s begin by examining the forms that support can take in a speech: quotations, paraphrases, summaries, numer-

ical support, and pictographic support.



Quotations

The first common form of support utilized in a speech is direct quotation. Direct quotations occur when Speaker
A uses the exact wording by another speaker or writer within his or her new speech. Quotations are very helpful
and can definitely provide you a tool for supporting your speech’s specific purpose. Here are five tips for using

quotations within a speech:

1. Use a direct quotation if the original author’s words are witty, engaging, distinct, or particularly vivid.

2. Use a direct quotation if you want to highlight a specific expert and his or her expertise within your
speech.

3. Use a direct quotation if you are going to specifically analyze something that is said within the quotation.

If your analysis depends on the exact wording of the quotation, then it is important to use the quotation.

4. Keep quotations to a minimum. One of the biggest mistakes some speakers make is just stringing
together a series of quotations and calling it a speech. Remember, a speech is your unique insight into a

topic, not just a series of quotations.

5. Keep quotations short. Long quotations can lose an audience, and the connection between your support

and your argument can get lost.

Paraphrases

The second form support takes on during a speech is paraphrasing. Paraphrasing involves taking the general idea
or theme from another speaker or author and condensing the idea or theme in your own words. As we described
in Chapter 7 “Researching Your Speech”, a mistake that some speakers make is dropping a couple of words or
rearranging some words within a direct quotation and thinking that is a paraphrase. When paraphrasing you need
to understand the other speaker or author’s ideas well enough to relate them without looking back at the original.

Here are four tips for using paraphrases in your speeches:

1. Paraphrase when you can say it more concisely than the original speaker or author.

2. Paraphrase when the exact wording from the original speaker or author won’t improve your audience’s

understanding of the support.

3. Paraphrase when you want to adapt an example, analogy, or narrative by another speaker or author to

make its relevance more evident.

4. Paraphrase information that is not likely to be questioned by your audience. If you think your audience

may question your support, then relying on a direct quotation may be more effective.

Summaries

Whereas quotations and paraphrases are taking a whole text and singling out a couple of lines or a section, a sum-
mary involves condensing or encapsulating the entire text as a form of support. Summaries are helpful when you
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want to clearly spell out the intent behind a speaker’s or author’s text. Here are three suggestions for using sum-

maries within your speech.

1. Summarize when you need another speaker or author’s complete argument to understand the argument

within your speech.
2. Summarize when explaining possible counterarguments to the one posed within your speech.

3. Summarize when you need to cite a number of different sources effectively and efficiently to support a

specific argument.

Numerical Support

Speakers often have a need to use numerical support, or citing data and numbers within a speech. The most com-
mon reason for using numerical support comes when a speaker needs to cite statistics. When using data to support
your speech, you need to make sure that your audience can accurately interpret the numbers in the same way you

are doing. Here are three tips for using numerical support:

1. Clearly state the numbers used and where they came from.
2. Make sure you explain what the numbers mean and how you think they should be interpreted.

3. If the numbers are overly complicated or if you use a variety of numbers within a speech, consider turn-

ing this support into a visual aid to enhance your audience’s understanding of the numerical support.

Pictographic Support

The last form of support commonly used in speeches we label pictographic support, but it is more commonly
referred to as visual aids. Pictographic support is any drawn or visual representation of an object or process. For
the purposes of this chapter, we call visual aids pictographic support in order to stress that we are using images as
a form of support taken from a source. For example, if you’re giving a speech on how to swing a golf club, you
could bring in a golf club and demonstrate exactly how to use the golf club. While the golf club in this instance
is a visual aid, it is not pictographic support. If you showed a diagram illustrating the steps for an effective golf
swing, the diagram is an example of pictographic support. So while all forms of pictographic support are visual
aids, not all visual aids are pictographic support. Here are five suggestions for effectively using pictographic sup-

port in your speech.

1. Use pictographic support when it would be easier and shorter than orally explaining an object or process.

2. Use pictographic support when you really want to emphasize the importance of the support. Audiences
recall information more readily when they both see and hear it than if they see or hear the information.

3. Make sure that pictographic support is aesthetically pleasing. See Chapter 15 “Presentation Aids: Design

and Usage” on using visual aids for more ideas on how to make visual aids aesthetically pleasing.

4. Pictographic support should be easy to understand, and it should take less time to use than words alone.
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5. Make sure everyone in your audience can easily see your pictographic support. If listeners cannot see it,

then it will not help them understand how it is supposed to help your speech’s specific purpose.

Is Your Support Adequate?

Now that we’ve examined the ways to use support in your speech, how do you know if you have enough support?

Use a Reverse Qutline

One recommendation we have for selecting the appropriate support for your speech is what we call a reverse out-
line. A reverse outline is a tool you can use to determine the adequacy of your speech’s support by starting with
your conclusion and logically working backward through your speech to determine if the support you provided is
appropriate and comprehensive. In essence, we recommend that you think of your speech in terms of the conclu-
sion first and then work your way backward showing how you get to the conclusion. By forcing yourself to think
about logic in reverse, you’re more likely to find missteps along the way. This technique is not only helpful for
analyzing the overall flow of your speech, but it can also let you see if different sections of your speech are not

completely supported individually.

Support Your Claims

When selecting the different types of support for your speech, you need to make sure that every claim you make
within the speech can be supported within the speech. For example, if you state, “The majority of Americans
want immigration reform,” you need to make sure that you have a source that actually says this. As noted at the
beginning of this chapter, too often people make claims within a speech that they have no support for whatsoever.
When you go through your speech, you need to make sure that each and every claim that you make is adequately

supported by the evidence you have selected to use within the speech.

Oral Presentation

Finally, after you have selected and evaluated your forms of support, it is time to plan how you will present your
support orally within your speech. How will you present the information to make it effective? To help you think

about using support, we recommend a three-step process: setup, execution, and analysis.

Setup

The first step in using support within a speech is what we call the setup. The setup is a sentence or phrase in which
you explain to your audience where the information you are using came from. Note that if you found the infor-
mation on a website, it is not sufficient to merely give your audience the URL. Depending on the source of your
support, all the following information could be useful: name of source, location of source, date of source, name
of author, and identification of author. First, you need to tell your audience the name of your source. Whether you

are using a song or an article from a magazine, you need to tell your audience the name of the person who wrote it



and its title. Second, if your source comes from a larger work, you need to include the location of the source. For
example, a single article (name of source) may come from a magazine (the location). Third, you need to specify
the date of the source. Depending on the type of source you are using, you may need to provide just a year or
the day and month as well. You should provide as much information on the date as is provided on the copyright

information page of the source.

Thus far we’ve talked only about the information you need to provide specifically about the source; let’s now
switch gears and talk about the author. When discussing the author, you need to clearly explain not only who the
author is but also why the author is an expert (if appropriate). Some sources are written by authors who are not
experts, so you really don’t need to explain their expertise. In other cases, your audience will already know why
the source is an expert, so there is less need to explain why the source is an expert. For example, if giving a speech
on current politics in the United States, you probably do not need to explain the expertise of Barack Obama or
John Boehner. However, when you don’t provide information on an author’s expertise and your audience does not

already know why the source is an expert, your audience will question the validity of your support.

Now that we’ve explained the basic information necessary for using support within a speech, here are two differ-

ent examples:

1. According to Melanie Smithfield in an article titled “Do It Right, or Do It Now,” published in the June
18, 2009, issue of Time Magazine...

2. According to Roland Smith, a legendary civil rights activist and former chair of the Civil Rights Defense
League, in his 2001 book The Path of Peace...

In the first example we have an author who wrote an article in a magazine, and in the second one we have an
author of a book. In both cases, we provided the information that was necessary to understand where the source
was located. The more information we can provide our audiences about our support, the more information our

audiences have to evaluate the strength of our arguments.

Execution

Once we have set up the support, the second part of using support is what we call execution. The execution of
support involves actually reading a quotation, paraphrasing a speaker or author’s words, summarizing a speaker
or author’s ideas, providing numerical support, or showing pictographic support. Effective execution should be
seamless and flow easily within the context of your speech. While you want your evidence to make an impact, you
also don’t want it to seem overly disjointed. One mistake that some novice public speakers make is that when they
start providing evidence, their whole performance changes and the use of evidence looks and sounds awkward.

Make sure you practice the execution of your evidence when you rehearse your speech.

Analysis

The final stage of using support effectively is the one which many speakers forget: analysis of the support. Too
often speakers use support without ever explaining to an audience how they should interpret it. While we don’t



want to “talk down” to our listeners, audiences often need to be shown the connection between the support pro-
vided and the argument made. Here are three basic steps you can take to ensure your audience will make the
connection between your support and your argument:

1. Summarize the support in your own words (unless you started with a summary).

2. Specifically tell your audience how the support relates to the argument.

3. Draw a sensible conclusion based on your support. We cannot leave an audience hanging, so drawing a

conclusion helps complete the support package.

Key Takeaways

» Systematically think through the support you have accumulated through your research. Examine the
accumulated support to ensure that a variety of forms of support are used. Choose appropriate forms
of support depending on the speech context or audience. Make sure all the support is relevant to the
specific purpose of your speech and to your audience. Don’t go overboard using so much support
that the audience is overwhelmed. Lastly, don’t manipulate supporting materials.

» Speakers ultimately turn support materials into one of five formats. Quotations are used to take
another speaker or author’s ideas and relay them verbatim. Paraphrases take a small portion of a
source and use one’s own words to simplify and clarify the central idea. Summaries are used to con-
dense an entire source into a short explanation of the source’s central idea. Numerical support is used
to quantify information from a source. Pictographic support helps audience members both see and
hear the idea being expressed by a source.

» Use a reverse outline to ensure that all the main ideas are thoroughly supported. Start with the basic
conclusion and then work backward to ensure that the argument is supported at every point of the
speech.

* Every claim within a speech should be supported. While some experts can get away with not sup-
porting every claim, nonexperts must show they have done their homework.

+ To present support in a speech, use a three-step process: setup, execution, and analysis. The setup
explains who the speaker or author is and provides the name of the source and other relevant biblio-
graphic information to the audience. The execution is the actual delivery of the support. Lastly, a
speaker needs to provide analysis explaining how an audience should interpret the support provided.

Exercises

1. Choose and analyze a speech from the top one hundred speeches given during the twentieth cen-
tury (http://www.americanrhetoric.com/top100speechesall.html). How does this speaker go through
the three-step process for using support?

2. Think about your upcoming speech and audience. What forms of support could you use to
enhance your speech? Why did you select those options? Could you use other options?
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3. As you prepare your next speech, script out how you will use the three-step process for ensuring
that all your support is used effectively.




8.4 Chapter Exercises

Speaking Ethically

While preparing a speech on the Department of Homeland Security (DHS), Aban runs across a website that
has a lot of useful information. The website has numerous articles and links that all discuss the importance
of the different functions of the DHS. Being a good speaker, Aban delves into the website to determine the
credibility of the information being provided.

Aban quickly realizes that the group sponsoring the website is a fringe-militia group that believes no immi-
grants should be allowed into the United States. While the information Aban is interested has nothing to do
with immigration, he wonders if all the information provided on the website has been distorted to support
the organization’s basic cause.

1. Should Aban use the useful information about DHS even though the other information on the
website is from an extremist group?

2. Are all sources on the extremist group’s website automatically suspect because of the group’s
stated anti-immigration stance?

3. Is it ethical for Aban to use any of the information from this website?

4. If Aban was a friend of yours and he showed you the website, how would you tell him to proceed?

End-of-Chapter Assessment

1. Which of the following is not a potential source of bias that a speaker or author may have?

a. organizations to which the speaker or author belongs

b. political affiliations of the speaker or author

c. financial interests of the speaker or author

d. information that is widely cited and supported by other sources

e. information that is only found on the speaker’s or author’s website
2. During a speech, Juanita says the following: “In his book The Dilbert Principle, Scott Adams
defines the Dilbert principle as the idea ‘that companies tend to systematically promote their least-

competent employees to management (generally middle management), in order to limit the amount
of damage they are capable of doing.”” What type of definition is Juanita using?




a. lexical

b. persuasive

C. précising

d. stipulative

e. theoretical
3. Edward was delivering a speech on using the Internet for job hunting. In his speech he uses the
example of his friend Barry, who was able to network using LinkedIn and other social networking
sites to find his dream job. What type of example has Edward used?

a. positive

b. negative

C. non

d. circular

e. best
4. Which of the following is not a potential form of support manipulation?

a. overlooking significant factors or individuals related to your topic

b. ignoring evidence that does not support your speech’s specific purpose

c. using evidence in its original context

d. using evidence to support faulty logic

e. using evidence from clearly biased sources
5. During her speech about rodents, Anna shows a series of slides explaining the lifecycle of chip-
munks. What form of support has Anna used within her speech?

a. pictographic

b. quotation

c. paraphrase

d. numerical

€. summary

Answer Key

1.d
2.d
3.e




4.c
5.a




Chapter 9: Introductions Matter: How to Begin
a Speech Effectively

Theunquietlibrarian — 21st Century Research Tool — CC BY-NC 2.0.

One of the most common complaints novice public speakers have is that they simply don’t know how to start a
speech. Many times speakers get ideas for how to begin their speeches as they go through the process of research-
ing and organizing ideas. In this chapter, we will explore why introductions are important and various ways speak-
ers can create memorable introductions. There may not be any one “best” way to start a speech, but we can provide
some helpful guidelines that will make starting a speech much easier.
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9.1 The Importance of an Introduction

Learning Objectives

1. Explain the general length of an introduction.
2. List and explain the five basic functions of an introduction.

3. Understand how to use three factors of credibility in an introduction.

Brian Indrelunas — enter at your own risk — CC BY-NC 2.0.

The introduction for a speech is generally only 10 to 15 percent of the entire time the speaker will spend speaking.
This means that if your speech is to be five minutes long, your introduction should be no more than forty-five sec-
onds. If your speech is to be ten minutes long, then your introduction should be no more than a minute and a half.
Unfortunately, that 10 to 15 percent of your speech can either make your audience interested in what you have to
say or cause them to tune out before you’ve really gotten started. Overall, a good introduction should serve five
functions. Let’s examine each of these.
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Gain Audience Attention and Interest

The first major purpose of an introduction is to gain your audience’s attention and make them interested in what
you have to say. One of the biggest mistakes that novice speakers make is to assume that people will naturally
listen because the speaker is speaking. While many audiences may be polite and not talk while you’re speaking,
actually getting them to listen to what you are saying is a completely different challenge. Let’s face it—we’ve
all tuned someone out at some point because we weren’t interested in what they had to say. If you do not get the
audience’s attention at the outset, it will only become more difficult to do so as you continue speaking. We’ll talk

about some strategies for grabbing an audience’s attention later on in this chapter.

State the Purpose of Your Speech

The second major function of an introduction is to reveal the purpose of your speech to your audience. Have you
ever sat through a speech wondering what the basic point was? Have you ever come away after a speech and had
no idea what the speaker was talking about? An introduction is important because it forces the speaker to be mind-
fully aware of explaining the topic of the speech to the audience. If the speaker doesn’t know what her or his topic
is and cannot convey that topic to the audience, then we’ve got really big problems! Robert Cavett, the founder
of the National Speaker’s Association, used the analogy of a preacher giving a sermon when he noted, “When it’s

foggy in the pulpit, it’s cloudy in the pews.”

As we discussed in Chapter 6 “Finding a Purpose and Selecting a Topic”, the specific purpose is the one idea you
want your audience to remember when you are finished with your speech. Your specific purpose is the rudder that
guides your research, organization, and development of main points. The more clearly focused your purpose is,
the easier your task will be in developing your speech. In addition, a clear purpose provides the audience with
a single, simple idea to remember even if they daydream during the body of your speech. To develop a specific
purpose, you should complete the following sentence: “I want my audience to understand that...” Notice that your

specific speech purpose is phrased in terms of expected audience responses, not in terms of your own perspective.

Establish Credibility

One of the most researched areas within the field of communication has been Aristotle’s concept of ethos or cred-
ibility. First, and foremost, the concept of credibility must be understood as a perception of receivers. You may be
the most competent, caring, and trustworthy speaker in the world on a given topic, but if your audience does not
perceive you as credible, then your expertise and passion will not matter. As public speakers, we need to make

sure that we explain to our audiences why we are credible speakers on a given topic.

James C. McCroskey and Jason J. Teven have conducted extensive research on credibility and have determined
that an individual’s credibility is composed of three factors: competence, trustworthiness, and caring/goodwill
(McCroskey & Teven, 1999). Competence is the degree to which a speaker is perceived to be knowledgeable or
expert in a given subject by an audience member. Some individuals are given expert status because of positions
they hold in society. For example, Dr. Regina Benjamin, the US Surgeon General, is expected to be competent in

matters related to health and wellness as a result of being the United States’ top physician.
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Figure 9.1 Regina Benjamin

Source: Photo by Lawrence Jackson, White House photographer, http://www.whitehouse.gov/assets/images/surgeon_general-0075.jpg.

But what if you do not possess a fancy title that lends itself to established competence? You need to explain to
the audience why you are competent to speak on your topic. Keep in mind that even well-known speakers are not
perceived as universally credible. US Surgeon General Regina Benjamin may be seen as competent on health and
wellness issues, but may not be seen as a competent speaker on trends in Latin American music or different ways
to cook summer squash. Like well-known speakers, you will need to establish your credibility on each topic you
address, so establishing your competence about the energy efficiency of furnace systems during your informative
speech does not automatically mean you will be seen as competent on the topic of organ donation for your per-
suasive speech.

The second factor of credibility noted by McCroskey and Teven is trustworthiness, or the degree to which an
audience member perceives a speaker as honest. Nothing will turn an audience against a speaker faster than if the
audience believes the speaker is lying. When an audience does not perceive a speaker as trustworthy, the infor-
mation coming out of the speaker’s mouth is automatically perceived as deceitful. The speaker could be 100 per-
cent honest, but the audience will still find the information suspect. For example, in the summer of 2009, many
Democratic members of Congress attempted to hold public town-hall meetings about health care. For a range of
reasons, many of the people who attended these town-hall meetings refused to let their elected officials actually

speak because the audiences were convinced that the Congressmen and Congresswomen were lying.

In these situations, where a speaker is in front of a very hostile audience, there is little a speaker can do to reestab-
lish that sense of trustworthiness. These public town-hall meetings became screaming matches between the riled-
up audiences and the congressional representatives. Some police departments actually ended up having to escort
the representatives from the buildings because they feared for their safety. Check out this video from CNN.com
to see what some of these events actually looked like: http://www.cnn.com/video/#/video/bestoftv/2009/08/07/
Idt.sylvester.town.hall.cnn?iref=videosearch. We hope that you will not be in physical danger when you speak to
your classmates or in other settings, but these incidents serve to underscore how important speaker trustworthi-

ness is across speaking contexts.

Caring/goodwill is the final factor of credibility noted by McCroskey and Teven. Caring/goodwill refers to the
degree to which an audience member perceives a speaker as caring about the audience member. As noted by
Wrench, McCroskey, and Richmond, “If a receiver does not believe that a source has the best intentions in mind
for the receiver, the receiver will not see the source as credible. Simply put, we are going to listen to people who
we think truly care for us and are looking out for our welfare” (Wrench, McCroskey & Richmond, 2008). As a
speaker, then, you need to establish that your information is being presented because you care about your audi-
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ence and are not just trying to manipulate them. We should note that research has indicated that caring/goodwill
is the most important factor of credibility. This means that if an audience believes that a speaker truly cares about

the audience’s best interests, the audience may overlook some competence and trust issues.

Provide Reasons to Listen

The fourth major function of an introduction is to establish a connection between the speaker and the audience,
and one of the most effective means of establishing a connection with your audience is to provide them with rea-
sons why they should listen to your speech. The idea of establishing a connection is an extension of the notion of
caring/goodwill. In the chapters on Language and Speech Delivery, we’ll spend a lot more time talking about how
you can establish a good relationship with your audience. However, this relationship starts the moment you step

to the front of the room to start speaking.

Instead of assuming the audience will make their own connections to your material, you should explicitly state
how your information might be useful to your audience. Tell them directly how they might use your information
themselves. It is not enough for you alone to be interested in your topic. You need to build a bridge to the audience

by explicitly connecting your topic to their possible needs.

Preview Main Ideas

The last major function of an introduction is to preview the main ideas that your speech will discuss. A preview
establishes the direction your speech will take. We sometimes call this process signposting because you’re estab-
lishing signs for audience members to look for while you’re speaking. In the most basic speech format, speakers
generally have three to five major points they plan on making. During the preview, a speaker outlines what these

points will be, which demonstrates to the audience that the speaker is organized.

A study by Baker found that individuals who were unorganized while speaking were perceived as less credible
than those individuals who were organized (Baker, 1965). Having a solid preview of the information contained
within one’s speech and then following that preview will definitely help a speaker’s credibility. It also helps your

audience keep track of where you are if they momentarily daydream or get distracted.

Key Takeaways

* Introductions are only 10-15 percent of one’s speech, so speakers need to make sure they think
through the entire introduction to ensure that they will capture an audience. During an introduction,
speakers attempt to impart the general and specific purpose of a speech while making their audience
members interested in the speech topic, establishing their own credibility, and providing the audi-
ence with a preview of the speech structure.

» A speaker’s perceived credibility is a combination of competence, trustworthiness, and caring/good-
will. Research has shown that caring/goodwill is probably the most important factor of credibility
because audiences want to know that a speaker has their best interests at heart. At the same time,




speakers should strive to be both competent and honest while speaking.

Exercises

1. What are the five basic functions of an introduction? Discuss with your classmates which purpose
you think is the most important. Why?

2. Why is establishing a relationship with one’s audience important? How do you plan on establish-
ing a relationship with your audience during your next speech?

3. Of the three factors of credibility, which do you think is going to be hardest to establish with your
peers during your next speech? Why? What can you do to enhance your peers’ perception of your
credibility?
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9.2 The Attention-Getter: The First Step of an Introduction

Learning Objectives

1. Understand the different tools speakers can use to gain their audience’s attention.

2. Name some common mistakes speakers make in trying to gain attention.

Stephen Velasco — IMG_1422 — CC BY-NC 2.0.

As you know by now, a good introduction will capture an audience’s attention, while a bad introduction can turn
an audience against a speaker. An attention-getter is the device a speaker uses at the beginning of a speech to
capture an audience’s interest and make them interested in the speech’s topic. Typically, there are four things to
consider in choosing a specific attention-getting device:

1. Appropriateness or relevance to audience

2. Purpose of speech

3. Topic

4. Occasion

First, when selecting an attention-getting device, you want to make sure that the option you choose is actually
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appropriate and relevant to your specific audience. Different audiences will have different backgrounds and
knowledge, so you should use your audience analysis to determine whether specific information you plan on using
would be appropriate for a specific audience. For example, if you’re giving a speech on family units to a group
of individuals over the age of sixty-five, starting your speech with a reference to the television show Gossip Girl
may not be the best idea because the television show may not be relevant to that audience.

Second, you need to consider the basic purpose of your speech. As discussed earlier in this text, there are three
basic purposes you can have for giving a speech: to inform, to persuade, and to entertain. When selecting an atten-
tion-getter, you want to make sure that you select one that corresponds with your basic purpose. If your goal is
to entertain an audience, then starting a speech with a quotation about how many people are dying in Africa each
day from malnutrition may not be the best way to get your audience’s attention. Remember, one of the basic goals
of an introduction is to prepare your audience for your speech. If your attention-getter differs drastically in tone
from the rest of your speech (e.g., dying in Africa when you want your audience to laugh), the disjointedness may

cause your audience to become confused or tune you out completely.

Your third basic consideration when picking an attention-getting device is your speech topic. Ideally, your atten-
tion-getting device should have a relevant connection to your speech. Imagine if a speaker pulled condoms out
of his pocket, yelled “Free sex!” and threw the condoms at the audience in the beginning of a speech about the
economy. While this may clearly get the audience’s attention, this isn’t really a good way to prepare an audience
for a speech about bull and bear markets. Not every attention-getter is appropriate for a given topic. Instead, a
speaker could start this speech by explaining that “according to a 2004 episode of 60 Minutes, adults in the United
States spend approximately $10 billion annually on adult entertainment, which is roughly the equivalent to the
amounts they spend attending professional sporting events, buying music, or going out to the movies” (Leung,
2004). Notice how effective the shocking statistic is in clearly introducing the monetary value of the adult enter-

tainment industry.

The last consideration when picking an attention-getting device involves the speech occasion. Different occasions
will necessitate different tones, or particular styles or manners of speaking. For example, a persuasive speech
about death and dying shouldn’t be happy and hilarious. An informative speech on the benefits of laughing
shouldn’t be dull, dreary, and depressing. When selecting an attention-getter, you want to make sure that the atten-

tion-getter sets the tone for the speech.

Now that we’ve explored the four major considerations you must think of when selecting an attention-getter, let’s
look at a range of different attention-getters you may employ. Miller (1946) discovered that speakers tend to use
one of eleven attention-getting devices when starting a speech. The rest of this section is going to examine these

eleven attention-getting devices.

Reference to Subject

The first attention-getting method to consider is to tell your audience the subject of your speech. This device is
probably the most direct, but it may also be the least interesting of the possible attention-getters. Here’s an exam-

ple:



We are surrounded by statistical information in today’s world, so understanding statistics is becoming paramount to citi-
zenship in the twenty-first century.

This sentence explicitly tells an audience that the speech they are about to hear is about the importance of under-
standing statistics. While this isn’t the most entertaining or interesting attention-getter, it is very clear and direct.

Dave Dugdale — Attentive Audience — CC BY-SA 2.0.

Reference to Audience

The second attention-getting device to consider is a direct reference to the audience. In this case, the speaker has
a clear understanding of the audience and points out that there is something unique about the audience that should

make them interested in the speech’s content. Here’s an example:

As human resource professionals, you and I know the importance of talent management. In today’s competitive world,
we need to invest in getting and keeping the best talent for our organizations to succeed.

In this example, the speaker reminds the audience of their shared status as human resource professionals and uses

the common ground to acknowledge the importance of talent management in human resources.

Quotation

Another way to capture your listeners’ attention is to use the words of another person that relate directly to your
topic. Maybe you’ve found a really great quotation in one of the articles or books you read while researching
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your speech. If not, you can also use a number of sources that compile useful quotations from noted individuals.
Probably the most famous quotation book of all time is Bartlett’s Familiar Quotations (http://www.bartleby.com/
100), now in its seventeenth edition. Here are some other websites that contain useful databases of quotations for

almost any topic:
* http://www.quotationspage.com
+ http://www.bartleby.com/quotations
* http://www.moviequotes.com

* http://www.quotesandsayings.com

* http://www.quoteland.com

Quotations are a great way to start a speech, so let’s look at an example that could be used for a speech on decep-
tion:

Oliver Goldsmith, a sixteenth-century writer, poet, and physician, once noted that “the true use of speech is not so much
to express our wants as to conceal them.”

Reference to Current Events

Referring to a current news event that relates to your topic is often an effective way to capture attention, as it
immediately makes the audience aware of how relevant the topic is in today’s world. For example, consider this

attention-getter for a persuasive speech on frivolous lawsuits:

On January 10, 2007, Scott Anthony Gomez Jr. and a fellow inmate escaped from a Pueblo, Colorado, jail. During their
escape the duo attempted to rappel from the roof of the jail using a makeshift ladder of bed sheets. During Gomez’s
attempt to scale the building, he slipped, fell forty feet, and injured his back. After being quickly apprehended, Gomez
filed a lawsuit against the jail for making it too easy for him to escape.

In this case, the speaker is highlighting a news event that illustrates what a frivolous lawsuit is, setting up the

speech topic of a need for change in how such lawsuits are handled.

Historical Reference

You may also capture your listeners’ attention by referring to a historical event related to your topic. Obviously,
this strategy is closely related to the previous one, except that instead of a recent news event you are reaching
further back in history to find a relevant reference. For example, if you are giving a speech on the Iraq War that

began in 2003, you could refer back to the Vietham War as way of making a comparison:

During the 1960s and ’70s, the United States intervened in the civil strife between North and South Vietnam. The result
was a long-running war of attrition in which many American lives were lost and the country of Vietham suffered tremen-
dous damage and destruction. Today, we see a similar war being waged in Iraq. American lives are being lost, and stability
has not yet returned to the region.
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In this example, the speaker is evoking the audience’s memories of the Vietham War to raise awareness of simi-
larities to the war in Iraq.

Anecdote

Another device you can use to start a speech is to tell an anecdote related to the speech’s topic. An anecdote is
a brief account or story of an interesting or humorous event. Notice the emphasis here is on the word “brief.”
A common mistake speakers make when telling an anecdote is to make the anecdote too long. Remember, your

entire introduction should only be 10 to 15 percent of your speech, so your attention-getter must be very short.

One type of anecdote is a real story that emphasizes a speech’s basic message. For example, here is an anecdote a

speaker could use to begin a speech on how disconnected people are from the real world because of technology:

In July 2009, a high school girl named Alexa Longueira was walking along a main boulevard near her home on Staten
Island, New York, typing in a message on her cell phone. Not paying attention to the world around her, she took a step
and fell right into an open manhole (Whitney, 2009).

A second type of anecdote is a parable or fable. A parable or fable is an allegorical anecdote designed to teach
general life lessons. The most widely known parables for most Americans are those given in the Bible and the
best-known fables are Aesop’s Fables (http://www.aesopfables.com). For the same speech on how disconnected
people are with the real world because of technology, the speaker could have used the Fable of The Boy and the
Filberts:

The ancient Greek writer Aesop told a fable about a boy who put his hand into a pitcher of filberts. The boy grabbed as
many of the delicious nuts as he possibly could. But when he tried to pull them out, his hand wouldn’t fit through the
neck of the pitcher because he was grasping so many filberts. Instead of dropping some of them so that his hand would fit,
he burst into tears and cried about his predicament. The moral of the story? “Don’t try to do too much at once” (Aesop,
1881).

After recounting this anecdote, the speaker could easily relate the fable to the notion that the technology in our
society leads us to try to do too many things at once.

While parables and fables are short and entertaining, their application to your speech topic should be clear. We’ll
talk about this idea in more detail later in this chapter when we discuss how to link your attention-getter explicitly
to your topic.

Startling Statement

The eighth device you can use to start a speech is to surprise your audience with startling information about your
topic. Often, startling statements come in the form of statistics and strange facts. The goal of a good startling sta-
tistic is that it surprises the audience and gets them engaged in your topic. For example, if you’re giving a speech
about oil conservation, you could start by saying, “A Boeing 747 airliner holds 57,285 gallons of fuel.” You could
start a speech on the psychology of dreams by noting, “The average person has over 1,460 dreams a year.” A
strange fact, on the other hand, is a statement that does not involve numbers but is equally surprising to most

audiences. For example, you could start a speech on the gambling industry by saying, “There are no clocks in any
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casinos in Las Vegas.” You could start a speech on the Harlem Globetrotters by saying, “In 2000, Pope John Paul
IT became the most famous honorary member of the Harlem Globetrotters.” All four of these examples came from

a great website for strange facts (http://www.strangefacts.com).

Although startling statements are fun, it is important to use them ethically. First, make sure that your startling
statement is factual. The Internet is full of startling statements and claims that are simply not factual, so when you
find a statement you’d like to use, you have an ethical duty to ascertain its truth before you use it. Second, make
sure that your startling statement is relevant to your speech and not just thrown in for shock value. We’ve all heard
startling claims made in the media that are clearly made for purposes of shock or fear mongering. As speakers, we

have an ethical obligation to avoid playing on people’s emotions in this way.

Question

Another strategy for getting your audience’s attention is to ask them a question. There are two types of questions
commonly used as attention-getters: response questions and rhetorical questions. A response question is a question
that the audience is expected to answer in some manner. For example, you could ask your audience, “Please raise
your hand if you have ever thought about backpacking in Europe” or “Have you ever voted for the Electoral
College? If so, stand up.” In both of these cases, the speaker wants her or his audience to respond. A rhetorical
question, on the other hand, is a question to which no actual reply is expected. For example, a speaker talking
about the importance of HIV testing could start by asking the audience, “T have two questions that I’d like you to
think about. How many students on this campus have had sexual intercourse? Of those who have had sex, how
many have been tested for HIV?” In this case, the speaker does not expect the audience to give an estimate of the
numbers of students that fit into each category but rather to think about the questions as the speech goes on.

Humor

Humor is another effective method for gaining an audience’s attention. Humor is an amazing tool when used prop-
erly. We cannot begin to explain all the amazing facets of humor within this text, but we can say that humor is a
great way of focusing an audience on what you are saying. However, humor is a double-edged sword. If you do
not wield the sword carefully, you can turn your audience against you very quickly. When using humor, you really
need to know your audience and understand what they will find humorous. One of the biggest mistakes a speaker
can make is to use some form of humor that the audience either doesn’t find funny or finds offensive. Think about
how incompetent the character of Michael Scott seems on the television program The Office, in large part because
of his ineffective use of humor. We always recommend that you test out humor of any kind on a sample of poten-

tial audience members prior to actually using it during a speech.
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Thinkmedialabs — Audience laughing — CC BY-NC 2.0.

Now that we’ve warned you about the perils of using humor, let’s talk about how to use humor as an attention-get-
ter. Humor can be incorporated into several of the attention-getting devices mentioned. You could use a humor-
ous anecdote, quotation, or current event. As with other attention-getting devices, you need to make sure your
humor is relevant to your topic, as one of the biggest mistakes some novices make when using humor is to add
humor that really doesn’t support the overall goal of the speech. So when looking for humorous attention-getters
you want to make sure that the humor is nonoffensive to your audiences and relevant to your speech. For exam-
ple, here’s a humorous quotation from Nicolas Chamfort, a French author during the sixteenth century, “The only
thing that stops God from sending another flood is that the first one was useless.” While this quotation could be
great for some audiences, other audiences may find this humorous quotation offensive (e.g., religious audiences).
The Chamfort quotation could be great for a speech on the ills of modern society, but probably not for a speech
on the state of modern religious conflict. You want to make sure that the leap from your attention-getter to your

topic isn’t too complicated for your audience, or the attention-getter will backfire.

Personal Reference

The tenth device you may consider to start a speech is to refer to a story about yourself that is relevant for your
topic. Some of the best speeches are ones that come from personal knowledge and experience. If you are an expert
or have firsthand experience related to your topic, sharing this information with the audience is a great way to
show that you are credible during your attention-getter. For example, if you had a gastric bypass surgery and you

wanted to give an informative speech about the procedure, you could introduce your speech in this way:

In the fall of 2008, I decided that it was time that I took my life into my own hands. After suffering for years with the
disease of obesity, I decided to take a leap of faith and get a gastric bypass in an attempt to finally beat the disease.

If you use a personal example, don’t get carried away with the focus on yourself and your own life. Your speech
topic is the purpose of the attention-getter, not the other way around. Another pitfall in using a personal example
is that it may be too personal for you to maintain your composure. For example, a student once started a speech
about her grandmother by stating, “My grandmother died of cancer at 3:30 this morning.” The student then pro-

ceeded to cry nonstop for ten minutes. While this is an extreme example, we strongly recommend that you avoid
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any material that could get you overly choked up while speaking. When speakers have an emotional breakdown
during their speech, audience members stop listening to the message and become very uncomfortable.

Reference to Occasion

The last device we mention for starting a speech is to refer directly to the speaking occasion. This attention-getter
is only useful if the speech is being delivered for a specific occasion. Many toasts, for example, start with the
following statement: “Today we are here to honor X.” In this case, the “X” could be a retirement, a marriage, a
graduation, or any number of other special occasions. Because of its specific nature, this attention-getter is the

least likely to be used for speeches being delivered for college courses.

Key Takeaways

* In developing the introduction to your speech, begin by deciding upon a statement to capture the
audience’s attention.

 Attention-getters can include references to the audience, quotations, references to current events, his-
torical references, anecdotes, startling statements, questions, humor, personal references, and refer-
ences to the occasion.

Exercises

1. Make a list of the attention-getting devices you might use to give a speech on the importance of
recycling. Which do you think would be most effective? Why?

2. You’ve been asked to deliver a speech on the use of advertising in children’s media. Out of the list
of ten different possible attention-getting devices discussed in the chapter, how could you use four of
them to start your speech?
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9.3 Putting It Together: Steps to Complete Your
Introduction

Learning Objectives

1. Clearly identify why an audience should listen to a speaker.
2. Discuss how you can build your credibility during a speech.
3. Understand how to write a clear thesis statement.

4. Design an effective preview of your speech’s content for your audience.

Erin Brown-John — puzzle — CC BY-NC 2.0.

Once you have captured your audience’s attention, it’s important to make the rest of your introduction interesting,
and use it to lay out the rest of the speech. In this section, we are going to explore the five remaining parts of an
effective introduction: linking to your topic, reasons to listen, stating credibility, thesis statement, and preview.

Link to Topic

After the attention-getter, the second major part of an introduction is called the link to topic. The link to topic is the
shortest part of an introduction and occurs when a speaker demonstrates how an attention-getting device relates
to the topic of a speech. Often the attention-getter and the link to topic are very clear. For example, if you look at

the attention-getting device example under historical reference above, you’ll see that the first sentence brings up
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the history of the Vietham War and then shows us how that war can help us understand the Iraq War. In this case,
the attention-getter clearly flows directly to the topic. However, some attention-getters need further explanation to
get to the topic of the speech. For example, both of the anecdote examples (the girl falling into the manhole while
texting and the boy and the filberts) need further explanation to connect clearly to the speech topic (i.e., problems
of multitasking in today’s society).

Let’s look at the first anecdote example to demonstrate how we could go from the attention-getter to the topic.

In July 2009, a high school girl named Alexa Longueira was walking along a main boulevard near her home on Staten
Island, New York, typing in a message on her cell phone. Not paying attention to the world around her, she took a step
and fell right into an open manhole. This anecdote illustrates the problem that many people are facing in today’s world.
We are so wired into our technology that we forget to see what’s going on around us—Ilike a big hole in front of us.

In this example, the third sentence here explains that the attention-getter was an anecdote that illustrates a real

issue. The fourth sentence then introduces the actual topic of the speech.

Let’s now examine how we can make the transition from the parable or fable attention-getter to the topic:

The ancient Greek writer Aesop told a fable about a boy who put his hand into a pitcher of filberts. The boy grabbed as
many of the delicious nuts as he possibly could. But when he tried to pull them out, his hand wouldn’t fit through the
neck of the pitcher because he was grasping so many filberts. Instead of dropping some of them so that his hand would
fit, he burst into tears and cried about his predicament. The moral of the story? “Don’t try to do too much at once.” In
today’s world, many of us are us are just like the boy putting his hand into the pitcher. We are constantly trying to grab so
much or do so much that it prevents us from accomplishing our goals. I would like to show you three simple techniques
to manage your time so that you don’t try to pull too many filberts from your pitcher.

In this example, we added three new sentences to the attention-getter to connect it to the speech topic.

Reasons to Listen

Once you have linked an attention-getter to the topic of your speech, you need to explain to your audience why
your topic is important. We call this the “why should I care?” part of your speech because it tells your audience
why the topic is directly important to them. Sometimes you can include the significance of your topic in the same
sentence as your link to the topic, but other times you may need to spell out in one or two sentences why your

specific topic is important.

People in today’s world are very busy, and they do not like their time wasted. Nothing is worse than having to sit
through a speech that has nothing to do with you. Imagine sitting through a speech about a new software package
you don’t own and you will never hear of again. How would you react to the speaker? Most of us would be pretty
annoyed at having had our time wasted in this way. Obviously, this particular speaker didn’t do a great job of
analyzing her or his audience if the audience isn’t going to use the software package—but even when speaking on

a topic that is highly relevant to the audience, speakers often totally forget to explain how and why it is important.

Appearing Credible

The next part of a speech is not so much a specific “part” as an important characteristic that needs to be pervasive



throughout your introduction and your entire speech. As a speaker, you want to be seen as credible (competent,
trustworthy, and caring/having goodwill). As mentioned earlier in this chapter, credibility is ultimately a percep-
tion that is made by your audience. While your audience determines whether they perceive you as competent,
trustworthy, and caring/having goodwill, there are some strategies you can employ to make yourself appear more
credible.

First, to make yourself appear competent, you can either clearly explain to your audience why you are competent
about a given subject or demonstrate your competence by showing that you have thoroughly researched a topic by
including relevant references within your introduction. The first method of demonstrating competence—saying it
directly—is only effective if you are actually a competent person on a given subject. If you are an undergraduate
student and you are delivering a speech about the importance of string theory in physics, unless you are a prodigy
of some kind, you are probably not a recognized expert on the subject. Conversely, if your number one hobby
in life is collecting memorabilia about the Three Stooges, then you may be an expert about the Three Stooges.
However, you would need to explain to your audience your passion for collecting Three Stooges memorabilia and

how this has made you an expert on the topic.

If, on the other hand, you are not actually a recognized expert on a topic, you need to demonstrate that you have
done your homework to become more knowledgeable than your audience about your topic. The easiest way to
demonstrate your competence is through the use of appropriate references from leading thinkers and researchers
on your topic. When you demonstrate to your audience that you have done your homework, they are more likely

to view you as competent.

The second characteristic of credibility, trustworthiness, is a little more complicated than competence, for it ulti-
mately relies on audience perceptions. One way to increase the likelihood that a speaker will be perceived as
trustworthy is to use reputable sources. If you’re quoting Dr. John Smith, you need to explain who Dr. John Smith
is so your audience will see the quotation as being more trustworthy. As speakers we can easily manipulate our
sources into appearing more credible than they actually are, which would be unethical. When you are honest about
your sources with your audience, they will trust you and your information more so than when you are ambiguous.
The worst thing you can do is to out-and-out lie about information during your speech. Not only is lying highly
unethical, but if you are caught lying, your audience will deem you untrustworthy and perceive everything you
are saying as untrustworthy. Many speakers have attempted to lie to an audience because it will serve their own
purposes or even because they believe their message is in their audience’s best interest, but lying is one of the

fastest ways to turn off an audience and get them to distrust both the speaker and the message.

The third characteristic of credibility to establish during the introduction is the sense of caring/goodwill. While
some unethical speakers can attempt to manipulate an audience’s perception that the speaker cares, ethical speak-
ers truly do care about their audiences and have their audience’s best interests in mind while speaking. Often
speakers must speak in front of audiences that may be hostile toward the speaker’s message. In these cases, it is
very important for the speaker to explain that he or she really does believe her or his message is in the audience’s
best interest. One way to show that you have your audience’s best interests in mind is to acknowledge disagree-

ment from the start:

Today I’m going to talk about why I believe we should enforce stricter immigration laws in the United States. I realize



that many of you will disagree with me on this topic. I used to believe that open immigration was a necessity for the
United States to survive and thrive, but after researching this topic, I’ve changed my mind. While I may not change all of
your minds today, I do ask that you listen with an open mind, set your personal feelings on this topic aside, and judge my
arguments on their merits.

While clearly not all audience members will be open or receptive to opening their minds and listening to your
arguments, by establishing that there is known disagreement, you are telling the audience that you understand

their possible views and are not trying to attack their intellect or their opinions.

Thesis Statement

A thesis statement is a short, declarative sentence that states the purpose, intent, or main idea of a speech. A strong,
clear thesis statement is very valuable within an introduction because it lays out the basic goal of the entire speech.
We strongly believe that it is worthwhile to invest some time in framing and writing a good thesis statement. You
may even want to write your thesis statement before you even begin conducting research for your speech. While
you may end up rewriting your thesis statement later, having a clear idea of your purpose, intent, or main idea
before you start searching for research will help you focus on the most appropriate material. To help us understand

thesis statements, we will first explore their basic functions and then discuss how to write a thesis statement.

Basic Functions of a Thesis Statement

A thesis statement helps your audience by letting them know “in a nutshell” what you are going to talk about.
With a good thesis statement you will fulfill four basic functions: you express your specific purpose, provide a

way to organize your main points, make your research more effective, and enhance your delivery.

Express Your Specific Purpose

To orient your audience, you need to be as clear as possible about your meaning. A strong thesis will prepare your
audience effectively for the points that will follow. Here are two examples:

1. “Today, I want to discuss academic cheating.” (weak example)

2. “Today, I will clarify exactly what plagiarism is and give examples of its different types so that you can

see how it leads to a loss of creative learning interaction.” (strong example)

The weak statement will probably give the impression that you have no clear position about your topic because
you haven’t said what that position is. Additionally, the term “academic cheating” can refer to many behav-
iors—acquiring test questions ahead of time, copying answers, changing grades, or allowing others to do your

coursework—so the specific topic of the speech is still not clear to the audience.

The strong statement not only specifies plagiarism but also states your specific concern (loss of creative learning

interaction).



Provide a Way to Organize Your Main Points

A thesis statement should appear, almost verbatim, toward the end of the introduction to a speech. A thesis state-
ment helps the audience get ready to listen to the arrangement of points that follow. Many speakers say that if they
can create a strong thesis sentence, the rest of the speech tends to develop with relative ease. On the other hand,

when the thesis statement is not very clear, creating a speech is an uphill battle.

When your thesis statement is sufficiently clear and decisive, you will know where you stand about your topic
and where you intend to go with your speech. Having a clear thesis statement is especially important if you know
a great deal about your topic or you have strong feelings about it. If this is the case for you, you need to know
exactly what you are planning on talking about in order to fit within specified time limitations. Knowing where
you are and where you are going is the entire point in establishing a thesis statement; it makes your speech much

easier to prepare and to present.

Let’s say you have a fairly strong thesis statement, and that you’ve already brainstormed a list of information that
you know about the topic. Chances are your list is too long and has no focus. Using your thesis statement, you can
select only the information that (1) is directly related to the thesis and (2) can be arranged in a sequence that will
make sense to the audience and will support the thesis. In essence, a strong thesis statement helps you keep useful

information and weed out less useful information.

Make Your Research More Effective

If you begin your research with only a general topic in mind, you run the risk of spending hours reading mountains
of excellent literature about your topic. However, mountains of literature do not always make coherent speeches.
You may have little or no idea of how to tie your research all together, or even whether you should tie it together.
If, on the other hand, you conduct your research with a clear thesis statement in mind, you will be better able to
zero in only on material that directly relates to your chosen thesis statement. Let’s look at an example that illus-
trates this point:

Many traffic accidents involve drivers older than fifty-five.

While this statement may be true, you could find industrial, medical, insurance literature that can drone on ad
infinitum about the details of all such accidents in just one year. Instead, focusing your thesis statement will help
you narrow the scope of information you will be searching for while gathering information. Here’s an example of

a more focused thesis statement:

Three factors contribute to most accidents involving drivers over fifty-five years of age: failing eyesight, slower reflexes,
and rapidly changing traffic conditions.

This framing is somewhat better. This thesis statement at least provides three possible main points and some key-
words for your electronic catalog search. However, if you want your audience to understand the context of older

people at the wheel, consider something like:

Mature drivers over fifty-five years of age must cope with more challenging driving conditions than existed only one



generation ago: more traffic moving at higher speeds, the increased imperative for quick driving decisions, and rapidly
changing ramp and cloverleaf systems. Because of these challenges, I want my audience to believe that drivers over the
age of sixty-five should be required to pass a driving test every five years.

This framing of the thesis provides some interesting choices. First, several terms need to be defined, and these
definitions might function surprisingly well in setting the tone of the speech. Your definitions of words like “gen-
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eration,” “quick driving decisions,” and “cloverleaf systems” could jolt your audience out of assumptions they

have taken for granted as truth.

Second, the framing of the thesis provides you with a way to describe the specific changes as they have occurred
between, say, 1970 and 2010. How much, and in what ways, have the volume and speed of traffic changed? Why
are quick decisions more critical now? What is a “cloverleaf,” and how does any driver deal cognitively with
exiting in the direction seemingly opposite to the desired one? Questions like this, suggested by your own thesis

statement, can lead to a strong, memorable speech.

Enhance Your Delivery

When your thesis is not clear to you, your listeners will be even more clueless than you are—but if you have a
good clear thesis statement, your speech becomes clear to your listeners. When you stand in front of your audi-
ence presenting your introduction, you can vocally emphasize the essence of your speech, expressed as your thesis
statement. Many speakers pause for a half second, lower their vocal pitch slightly, slow down a little, and delib-
erately present the thesis statement, the one sentence that encapsulates its purpose. When this is done effectively,

the purpose, intent, or main idea of a speech is driven home for an audience.

How to Write a Thesis Statement

Now that we’ve looked at why a thesis statement is crucial in a speech, let’s switch gears and talk about how we
go about writing a solid thesis statement. A thesis statement is related to the general and specific purposes of a

speech as we discussed them in Chapter 6 “Finding a Purpose and Selecting a Topic”.

Choose Your Topic

The first step in writing a good thesis statement was originally discussed in Chapter 6 “Finding a Purpose and
Selecting a Topic” when we discussed how to find topics. Once you have a general topic, you are ready to go to
the second step of creating a thesis statement.

Narrow Your Topic

One of the hardest parts of writing a thesis statement is narrowing a speech from a broad topic to one that can be
easily covered during a five- to ten-minute speech. While five to ten minutes may sound like a long time to new
public speakers, the time flies by very quickly when you are speaking. You can easily run out of time if your topic

is too broad. To ascertain if your topic is narrow enough for a specific time frame, ask yourself three questions.
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First, is your thesis statement narrow or is it a broad overgeneralization of a topic? An overgeneralization occurs
when we classify everyone in a specific group as having a specific characteristic. For example, a speaker’s the-
sis statement that “all members of the National Council of La Raza are militant” is an overgeneralization of all
members of the organization. Furthermore, a speaker would have to correctly demonstrate that all members of the
organization are militant for the thesis statement to be proven, which is a very difficult task since the National
Council of La Raza consists of millions of Hispanic Americans. A more appropriate thesis related to this topic
could be, “Since the creation of the National Council of La Raza [NCLR] in 1968, the NCLR has become increas-
ingly militant in addressing the causes of Hispanics in the United States.”

The second question to ask yourself when narrowing a topic is whether your speech’s topic is one clear topic or
multiple topics. A strong thesis statement consists of only a single topic. The following is an example of a thesis
statement that contains too many topics: “Medical marijuana, prostitution, and gay marriage should all be legal-
ized in the United States.” Not only are all three fairly broad, but you also have three completely unrelated topics
thrown into a single thesis statement. Instead of a thesis statement that has multiple topics, limit yourself to only
one topic. Here’s an example of a thesis statement examining only one topic: “Today we’re going to examine the
legalization and regulation of the oldest profession in the state of Nevada.” In this case, we’re focusing our topic

to how one state has handled the legalization and regulation of prostitution.

The last question a speaker should ask when making sure a topic is sufficiently narrow is whether the topic has
direction. If your basic topic is too broad, you will never have a solid thesis statement or a coherent speech. For
example, if you start off with the topic “Barack Obama is a role model for everyone,” what do you mean by this
statement? Do you think President Obama is a role model because of his dedication to civic service? Do you think
he’s a role model because he’s a good basketball player? Do you think he’s a good role model because he’s an
excellent public speaker? When your topic is too broad, almost anything can become part of the topic. This ulti-
mately leads to a lack of direction and coherence within the speech itself. To make a cleaner topic, a speaker needs
to narrow her or his topic to one specific area. For example, you may want to examine why President Obama is a

good speaker.

Put Your Topic into a Sentence

Once you’ve narrowed your topic to something that is reasonably manageable given the constraints placed on
your speech, you can then formalize that topic as a complete sentence. For example, you could turn the topic of
President Obama’s public speaking skills into the following sentence: “Because of his unique sense of lyricism
and his well-developed presentational skills, President Barack Obama is a modern symbol of the power of public
speaking.” Once you have a clear topic sentence, you can start tweaking the thesis statement to help set up the

purpose of your speech.

Add Your Argument, Viewpoint, or Opinion

This function only applies if you are giving a speech to persuade. If your topic is informative, your job is to make

sure that the thesis statement is nonargumentative and focuses on facts. For example, in the preceding thesis state-



ment we have a couple of opinion-oriented terms that should be avoided for informative speeches: “unique sense,”
“well-developed,” and “power.” All three of these terms are laced with an individual’s opinion, which is fine for
a persuasive speech but not for an informative speech. For informative speeches, the goal of a thesis statement
is to explain what the speech will be informing the audience about, not attempting to add the speaker’s opinion
about the speech’s topic. For an informative speech, you could rewrite the thesis statement to read, “This speech
is going to analyze Barack Obama’s use of lyricism in his speech, ‘A World That Stands as One,’ delivered July
2008 in Berlin.”

On the other hand, if your topic is persuasive, you want to make sure that your argument, viewpoint, or opinion is
clearly indicated within the thesis stateme