Thompson


Use of Emotion in Persuasive Speaking

I. WHY (and WHEN) We Use Emotional Appeals

a. Gain & Maintain Attention
i. “No Brainer” – No Audience, No Persuasion

ii. tell a short story;  give a testimony;  use an example

(i.e.  Remember my example about how few people know when to change oil, air filters, or check tire pressure to make them feel Guilt.)
b. Reinforce Your Points
i. When you use evidence like a statistic, give an example of how this stat plays out in your audience members lives.

ii. “DRIVE IT HOME!”

(i.e. “Properly inflated tires can increase gas mileage by 10% . . . . . 10% ! . . . . . . for  the average car that’s almost 2 miles per gallon or 35 miles per tank”.) 
c. Express Personal Commitment
i. When audience members can see you deeply care about a topic, they are more likely to be persuaded



(i.e. Think about Bueller style History Teacher . . . . . . Oh, yeah I’m really convinced by this guy that WWII was important!)

ii. Try to Personalize Claims & Arguments

d. Call to Action
i. You can often move an audience to action by asking them to envision the result of a change in their attitudes/behaviors.  

(i.e. “It’s quite simple, spend a few bucks now, save a bunch later and make the environment cleaner while you’re at it”)
ii. The KEY,          BE REMEMBERED!!
II. Don’t Go Too Far

a. Overly Graphic & Violent Appeals
i. A visual / verbal appeal that describes wounds, injuries, attacks, or death in too much detail is overly graphic.

ii. A speaker may think these appeals will impress audiences  --  BUT Audiences will “Shut Down” or become overwhelmed.  (NO AUDIENCE, NO PERSUASION)

(i.e.  Canadian Cig. Pack Labels)

b. Overly Frightening or Threatening Appeals
i. Again, too much detail or INTENSITY will cause audiences to “shut down” or feel helpless and paralyzed.

ii. These appeals are most common when speaker argues that if a certain action is not taken, they or someone they love will die.
c. Overly Manipulative Appeals
i. This appeal relies on theatrics, melodrama, and sensation RATHER THAN FACTS OR RESEARCH.
ii. The KEY -- these appeals drown the truth and reality in a see of enticing sensationalism

(i.e.  “Pyramid Schemes”  - “What they say and what they don’t say”)

