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Preface

Public speaking in the twenty-first century is an art and a science that has
developed over millennia. In a world that is bombarded by information, the skill set
of public speaking is more important today than ever. According to an address
given by Tony Karrer at the TechKnowledge 2009 Conference, the New York Times
contains more information in one week than individuals in the 1800s would
encounter in a lifetime. Currently, the amount of information available to people
doubles every eighteen months and is expected to double weekly by 2015. In a world
filled with so much information, knowing how to effectively organize and present
one’s ideas through oral communication is paramount.

From audience analysis to giving a presentation, Stand Up, Speak Out: The Practice and
Ethics of Public Speaking will guide students through the speech-making process. We
believe that it is important to focus on the practical process of speech making
because we want this book to be a user-friendly guide to creating, researching, and
presenting public speeches. While both classic and current academic research in
public speaking will guide the book, we do not want to lose the focus of helping
students become more seasoned and polished public speakers. We believe that a
new textbook in public speaking should first, and foremost, be a practical book that
helps students prepare and deliver a variety of different types of speeches.

In addition to practicality, we believe that it is important to focus on the ethics of
public speaking from both a source’s and a receiver’s point of view. In 2006 Pearson,
Child, Mattern, and Kahl examined the state of ethics in public speaking textbooks.
Specifically, the researchers used the National Communication Association (NCA)
Credo for Ethical Communication to guide their study of ethics in public speaking
textbooks. Ultimately, the researchers focused on eight specific categories of public
speaking ethics content areas: freedom of speech, honesty, plagiarism, ethical
listening, ethical research, hate words, diversity, and codes of ethics. As a whole,
the top ten public speaking books varied in their degrees of exposure to the various
ethical issues. We believe that using the NCA Credo for Ethical Communication as
the basis for discussing ethics within this book in addition to the latest research in
ethics and communication will help students see how ethics can be applied to the
public speaking context. The emphasis on ethics in communication is very
important across the field, so a public speaking textbook that completely integrates
ethical issues instead of sidelining them will be a welcome addition. All four of the
coauthors on this text have conducted research on the topic of communication
ethics and written about how ethics is important in every facet of our
communicative lives.



Preface

Overall, we believe that the combination of practicality and ethics will present a
new perspective on public speaking that will be welcomed by the field. We believe
this book will be both intellectually stimulating and realistically applicable.
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Chapter 1

Why Public Speaking Matters Today

1. Any verbal or nonverbal
stimulus that is meaningful to
areceiver.

Public Speaking in the Twenty-First Century

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. ¢ rhinkstock

This book will help you understand the basics of

effective public speaking and guide you through the

process of creating your own presentations. 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 Speaking for
Scientists and Engineers (by Peter Kenny), Excuse Me! Let Me Speak!: A Young Person’s
Guide to Public 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 academic 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, S. (2009, March 4). Does public
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speaking matter in 20097 [Web log message]. Retrieved from
http://www.scottberkun.com/blog 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. (n.d.). Randy
Pausch’s last lecture. Retrieved June 6, 2011, from http://www.cmu.edu/

randyslecture

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.


http://www.scottberkun.com/blog
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Chapter 1 Why Public Speaking Matters Today

1.1 Why Is Public Speaking Important?

2. Speaking with the purpose of
sharing knowledge or
information with an audience.

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.

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, N. W. (2005). End the biggest © Thinkstock
educational and intellectual blunder in history: A $100,000

challenge to our top educational leaders. Ft. Lauderdale, FL:

Scientific Method Publishing Co. Because we live in a

world where we are overwhelmed with content,

communicating information in a way that is accessible to others is more 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, persuasive, 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

10
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3. The intentional attempt to get
another person or persons to
change or reinforce specific
beliefs, values, and/or
behaviors.

4, Speech designed to captivate
an audience’s attention and
regale or amuse them while
delivering a clear message.

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 computer 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 company’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. Motivational 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).

Whether public speaking is something you do every day or just a few times a year,
persuading others is a challenging 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
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eulogies at funerals and memorial services in addition to after-dinner 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 comedians,
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, A. A. (2004). College curriculum competencies and skills former
students found essential to their careers. College Student Journal, 38, 412-422. 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 personal 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 critically. 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, community, 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:

1.1 Why Is Public Speaking Important? 12



Chapter 1 Why Public Speaking Matters Today

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, H. M., &
Rancer, A. S. (1993). The impact of basic courses in oral interpretation and public
speaking on communication apprehension. Communication Reports, 6, 54-60. One
explanation is that people often have little exposure to public speaking. By taking a
course in public speaking, students become better acquainted with the public
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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,
+ 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
“citizens 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, M. Z., & Johnson, C. E. (2004).
Leadership: A communication perspective (4th ed.). Long Grove, IL: Waveland. 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, P. U. (1998). Stand, deliver and
lead. Ivey Business Journal, 62(3), 46-47. One of the most important skills for leaders
to develop is their public speaking skills, which is why executives spend millions of
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5. An individual who contributes
new ideas that help various
aspects of society.

dollars every year going to public 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 contribute 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, K. (2008). The expert’s edge: Become the
go-to authority people turn to every time [Kindle 2 version]. New York, NY: McGraw-
Hill. Retrieved from Amazon.com (locations 72-78) 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, K. (2008). The expert’s edge: Become
the go-to authority people turn to every time [Kindle 2 version]. New York, NY: McGraw-
Hill. Retrieved from Amazon.com 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 speaking are applicable whether someone is
speaking for informative, persuasive, or entertainment reasons.

« 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 influencing the world around you,
developing leadership skills, and becoming a go-to person for ideas and
solutions.
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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?

1.1 Why Is Public Speaking Important? 16


http://www.vsotd.com

Chapter 1 Why Public Speaking Matters Today

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.

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.

© Thinkstock

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
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6. The person(s) who originates a
message.

7. The means by which a message
is carried from one person to
another (e.g., verbal,
nonverbal, or mediated).

8. The person(s) who takes
delivery of a message.

9. The use of words to elicit
meaning in the mind of a
receiver.

10. Any stimuli other than words
that can potentially elicit
meaning in the mind of a
receiver.

11. Any internal or environmental
factor that interferes with the
ability to listen effectively.
Some of these factors are
physical, psychological,
physiological, and semantic.

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

= o3 -E=-E=

The interactional model of public speaking comes from the work of Claude Shannon
and Warren Weaver.Shannon, C. E., & Weaver, W. (1949). The mathematical theory of
communication. Urbana, IL: University of Illinois Press. The original model mirrored
how radio and telephone technologies functioned and consisted 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 telephone
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 member from accurately
attending to a speaker’s speech. Avoiding or adapting to these types of noise is an
important challenge for public speakers.

1.2 The Process of Public Speaking 18
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12.

13.

14.

15.

The process a source goes
through when creating a
message, adapting it to the
receiver, and transmitting it
across some source-selected
channel.

Sensing a source’s message
(through the five senses),
interpreting the source’s
message, and evaluating the
source’s message.

The use of some form of
technology that intervenes
between a source and a
receiver of a message.

Any verbal or nonverbal
stimulus that is meaningful to
areceiver.

Interactional Model
| Receiver

The interactional model of communication developed by Wilbur Schramm builds
upon the linear model.Schramm, W. (1954). How communication works. In W.
Schramm (Ed.), The process and effects of communication (pp. 3-26). Urbana, IL:
University of Illinois Press. 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, J. S., McCroskey, J. C., & Richmond, V. P. (2008).
Human communication in everyday life: Explanations and applications. Boston, MA: Allyn
& Bacon, p. 17. When you are at home preparing your speech or standing in front of
your classroom talking to your peers, you are participating in the encoding process.

Receiver

The second major process is the decoding'’ process, or “sensing (for example,
hearing or seeing) a source’s message, interpreting the source’s message, evaluating
the source’s message, and responding to the source’s message.”Wrench, J. S.,
McCroskey, J. C., & Richmond, V. P. (2008). Human communication in everyday life:
Explanations and applications. Boston, MA: Allyn & Bacon, p. 17. Decoding is relevant
in the public speaking context when, as an audience 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
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16. A receiver’s observable verbal
and nonverbal responses to a
source’s message.

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 providing 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, W. (1954). How
communication works. In W. Schramm (Ed.), The process and effects of communication
(pp. 3-26). Urbana, IL: University of Illinois Press. The first type, direct feedback,
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 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.
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Transactional Model of Public Speaking
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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, C. D. (1972). Communication: The study of human communication. New
York, NY: McGraw-Hill. To address these weaknesses, Dean Barnlund proposed a
transactional model of communication.Barnlund, D. C. (2008). A transactional model
of communication. In C. D. Mortensen (Ed.), Communication theory (2nd ed., pp.
47-57). New Brunswick, NJ: Transaction. 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 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, R., & Turner, L. H. (2010). Introducing
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17. Theory of public speaking that
views public speaking as a
dialogue between the speaker
and her or his audience.

communication theory: Analysis and application (4th ed.). New York, NY: McGraw-Hill,
p. 13. 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 information 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,
R. C., & Arneson, P. (1999). Dialogic civility in a cynical age: Community, hope, and
interpersonal relationships. Albany, NY: SUNY Press. 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, M.
(2001a). The problem of speech genres. (V. W. McGee, Trans., 1986). In
P. Bizzell & B. Herzberg (Eds.), The rhetorical tradition (pp. 1227-1245).
Boston, MA: Bedford/St. Martin’s. (Original work published in 1953.);
Bakhtin, M. (2001b). Marxism and the philosophy of language. (L.
Matejka & I. R. Titunik, Trans., 1973). In P. Bizzell & B. Herzberg (Eds.),
The rhetorical tradition (pp. 1210-1226). Boston, MA: Medford/st.
Martin’s. (Original work published in 1953).

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 agreement or scowling) functions as feedback for speakers
and contributes to a dialogue.Yakubinsky, L. P. (1997). On dialogic speech. (M. Eskin,
Trans.). PMLA, 112(2), 249-256. (Original work published in 1923). Overall, if you
approach your public speaking experience as a dialogue, you’ll be more actively
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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, H., & Slembek, E. (1986). Miteinander sprechen und handeln [Speak and
act: Living and working together]. Frankfurt, Germany: Scriptor. 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 feedback 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 specific 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, M. (2001a). The problem of speech
genres. (V. W. McGee, Trans., 1986). In P. Bizzell & B. Herzberg (Eds.), The rhetorical
tradition (pp. 1227-1245). Boston, MA: Bedford/St. Martin’s. (Original work
published in 1953.); Bakhtin, M. (2001b). Marxism and the philosophy of language.
(L. Matejka & L. R. Titunik, Trans., 1973). In P. Bizzell & B. Herzberg (Eds.), The
rhetorical tradition (pp. 1210-1226). Boston, MA: Medford/St. Martin’s. (Original
work published in 1953). 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/
PreparedSchoolRemarks). If you look at the speech he delivered to kids around the
country and then at his speeches targeted 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.
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Considering the context of a public speech involves thinking about four dimensions:
physical, temporal, social-psychological, and cultural.DeVito, J. A. (2009). The
interpersonal communication book (12th ed.). Boston, MA: Allyn & Bacon.

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 amphitheater. 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 presentation 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
physical 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, J. A. (2009). The interpersonal
communication book (12th ed.). Boston, MA: Allyn & Bacon, p. 13. The time of day can
have a dramatic effect on how alert one’s audience is. Don’t believe us? Try giving a
speech 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 established 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
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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, J. A. (2009). The
interpersonal communication book (12th ed.). Boston, MA: Allyn & Bacon, p. 14. 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, J. A. (2009). The interpersonal communication book (12th ed.).
Boston, MA: Allyn & Bacon. When we interact with others from different cultures,
misunderstandings can result from differing cultural beliefs, norms, and practices.
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 discuss how you can meet the challenges presented by the
audience and context and become a more effective public speaker in the process.
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KEY TAKEAWAYS

+ Getting your message across to others effectively requires attention to
message content, skill in communicating content, and your passion for
the information presented.

« The interactional models of communication provide a useful foundation
for understanding communication and outline basic concepts such as
sender, receiver, noise, message, channel, encoding, decoding, 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 meaning 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 component 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 numerous books on the
topic and is always seen as the “go-to” guy by news channels
when the topic surfaces. What is José?

thought leader
innovator

business strategist
rhetorical expert
intellectual capitalist

O 0 O

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?

physical

temporal
social-psychological
cultural

rhetorical

ANSWER KEY

1. a

O 0 O
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Chapter 2

Ethics Matters: Understanding the Ethics of Public Speaking

Ethics Today

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 National Communication Association (NCA) Credo for
Ethical Communication can be applied to public speaking. The chapter will conclude
with a general discussion of free speech.

© Thinkstock
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2.1 The Ethics Pyramid

1. The degree to which an
individual is cognitively aware
of her or his behavior, the
means one uses, and the ends
one achieves.

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.

The word “ethics” can mean different things to - -
different people. Whether it is an ethical lapse in ef':;';i;'s“.’;,ms cer
business or politics or a disagreement about medical e afles
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 sacrificing his or her own

views? What makes a speech ethical?

© Thinkstock

Elspeth Tilley, a public communication ethics expert
from Massey University, proposes a structured
approach to thinking about ethics.Tilley, E. (2005). The
ethics pyramid: Making ethics unavoidable in the public
relations process. Journal of Mass Media Ethics, 20,
305-320. Her ethics pyramid involves three basic
concepts: intent, means, and ends. Figure 2.1 "Ethical
Pyramid" illustrates the Tilley pyramid.

Figure 2.1 Ethical 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
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2. The tools or behaviors that one
employs to achieve a desired
outcome.

2.1 The Ethics Pyramid

not ethical and should be avoided. A second option is to check out existing codes of
ethics. Many professional organizations, including the Independent Computer
Consultants 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 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. According to McCroskey, Wrench, and Richmond,McCroskey,
J.C., Wrench, J. S., & Richmond, V. P. (2003). Principles of public speaking.
Indianapolis, IN: The College Network. “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 introduction 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.
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Ends

The final part of the ethics pyramid is the ends. According to McCroskey, Wrench,
and Richmond,McCroskey, J. C., Wrench, J. S., & Richmond, V. P. (2003). Principles of
public speaking. Indianapolis, IN: The College Network. 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. Balancing 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.
However, 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 questions:

1. “Have I discussed the ethicality of the behavior with others and come
to a general consensus that the behavior is ethical?”
“Does the behavior adhere to known codes of ethics?”

3. “Would I be happy if the outcomes of the behavior were reversed and

.Th h i . I . . . .
3. The outcomes that one desires applied to me?”Tilley, E. (2005). The ethics pyramid: Making ethics

to achieve.
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unavoidable in the public relations process. Journal of Mass Media Ethics,
20, 305-320.

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 determining
the ethics of specific behavior. Means are the tools one uses to
accomplish a goal and constitute 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.
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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 impressive 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 communication 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.
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2.2 Ethics in Public Speaking

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 consequently
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 communication.

« 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, intimidation, 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.
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2.2 Ethics in Public Speaking

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

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 relationship. 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.

© Thinkstock

It is also important to be honest about where all your

information comes from in a speech. As speakers,

examine 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
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4. Using someone else’s words or
ideas without giving credit.

2.2 Ethics in Public Speaking

else’s words or ideas without giving credit is called plagiarism*. The word
“plagiarism” stems from the Latin word plagiaries, or kidnapper. The American
Psychological 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). Publication manual of the American
Psychological Association (5th ed.). Washington, DC: Author, p. 349.

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 Psychological
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 giving 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

37



Chapter 2 Ethics Matters: Understanding the Ethics of Public Speaking

2.2 Ethics in Public Speaking

bullying. If you do not tell your audience where you found that information, you are
plagiarizing. Typically, the only information 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 (Wrench, DiMartino,
Ramirez, Oviedio, & Tesfamariam) 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 (Wrench,
DiMartino, Ramirez, Oviedio, and Tesfamariam) 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: “According 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.
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2.2 Ethics in Public Speaking

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 percent 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 dishonest. 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. Unfortunately, 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 uncomfortable, 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, S. H. (1999). Dissent, injustice and the meanings of America. Princeton,
NJ: Princeton University Press. Ethical communicators will be receptive to dissent,
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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 ourselves 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.

5. A formal statement of core
beliefs and principles.
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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 provide 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.
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10.

. Purposefully twisting

information in a way that
detracts from its original
meaning.

. Language that demeans an

individual because of her or his
age.

. Language that assumes that all

members within an audience
are heterosexual or is intended
to demean nonheterosexual
audience members.

. Language that demeans an

entire race of people, people
within a specific ethnic group,
or an individual because he or
she belongs to a specific race or
ethnic group.

Language that demeans or
excludes one of the biological
sexes.

2.2 Ethics in Public Speaking

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 special 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 information. 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 project 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 demonstrating 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, May 5). Conn.
shekel shellacking. New York Post. 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.
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2.2 Ethics in Public Speaking

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 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, individuals 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 networks. Extreme remarks
made by politicians, media commentators, and celebrities, as well as ordinary
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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

True | False
“false.”

1. | I'have knowingly added information within my speech that is false.

I have attempted to persuade people by unnecessarily tapping into
emotion rather than logic.

3. | I have not clearly cited all the information within my speech.

I do not know who my sources of information are or what makes my
sources credible.
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I wrote my speech based on my own interests and really haven’t thought
much about my audience.

6. | I haven’t really thought much about my audience’s needs and desires.

I have 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.

I sometimes blend in my personal opinions when discussing actual facts

10.
during the speech.
L personal opinions are just as good as facts, so I don’t bother to
" | distinguish between the two during my speech.
12 I've used information in my speech from a friend or colleague that
" | probably shouldn’t be repeated.
13 I'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.
1s I haven’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 beginning. When a speaker sets out to be
ethical in his or her speech from the beginning, arriving at ethical
speech is much easier.
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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

11. The right to express
information, ideas, and
opinions free of government
restrictions based on content
and subject only to reasonable
limitations.

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.

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. (n.d.). In
Merriam-Webster’s dictionary of law. Retrieved from Dictionary.com website:
http://dictionary.reference.com/browse/freedom%200f%20speech Free speech is
especially important to us as public speakers because expressing information 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.

© Thinkstock

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 amendments 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 freedom 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
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Administration. (2011). Bill of rights transcription. Retrieved from
http://www.archives.gov/exhibits/charters/bill of rights transcript.html

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 overreaching 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 amendments 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). Syllabus: Morse et al. v.
Frederick. No. 06-278. Argued March 19, 2007-Decided June 25, 2007. Retrieved
from http://www.supremecourt.gov/opinions/06pdf/06-278.pdf

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.
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Source: Photo courtesy of Noclip, http://commons.wikimedia.org/wiki/File:Supreme_Court Front Dusk.jpg.

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.
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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 Communication to this case?
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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?

intentional use of bad means
intentional use of good means
unintentional use of bad means
unintentional use of good means
intentional use of neutral means

O 0 O

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

freedom of expression

access to communication resources and opportunities
accepting responsibility for one’s own communication
respecting a source before evaluating her or his message
promoting ethical standards in business

ANSWER KEY

o &0 O
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Speaking Confidently
Battling Nerves and the Unexpected

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, D., Wallace, 1., &
Wallace, A. (1977). The people’s almanac presents the book
of lists. New York, NY: Morrow. See also Boyd, J. H., Rae,
D. S., Thompson, J. W., Burns, B. J., Bourdon, K., Locke, B. Z., & Regier, D. A. (1990).
Phobia: Prevalence and risk factors. Social Psychiatry and Psychiatric Epidemiology,
25(6), 314-323. Even if you are one of the fortunate few who don’t typically get
nervous 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 unexpected events while speaking.

© Thinkstock

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, J. (comp.). (1919). Familiar quotations (10th ed.). Rev. and enl. by Nathan
Haskell Dole. Boston, MA: Little, Brown, and Company. Retrieved from Bartleby.com
website: http://www.bartleby.com/100 Other people come to know who we are
through our words. Many different social situations, ranging from job interviews 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, J. C.
(2001). An introduction to rhetorical communication. Boston, MA: Allyn & Bacon, p. 40.
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 bodies 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, R. M. (2004). Why zebras don’t get ulcers (3rd ed.).
New York, NY: Henry Holt. 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
1. The fear or anxiety associated speakers. But because communication apprehension is rooted in our minds, if we
with either real or perceived
communication with another understand more about the nature of the body’s responses to stress, we can better

person or persons.
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develop mechanisms for managing the body’s misguided attempts to help us cope
with our fear of social judgment.

Physiological Symptoms of Communication Apprehension

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.

© Thinkstock

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,
instructing 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 stomach. 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 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.
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Myths about Communication Apprehension

A wealth of conventional wisdom surrounds the
discomfort of speaking anxiety, as it surrounds almost
any phenomenon 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

© Thinkstock

apprehension, let’s dispel some of the myths about it.

1. People who suffer from speaking anxiety

3.1 What Is Communication Apprehension?

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.”Brothers, J. (2008, July 1). Public
speaking among people’s top fears. Seattle Pi. Retrieved from
http://www.seattlepi.com

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 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.

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, M. (1999). Public speaking for dummies. New York,
NY: IDG Books Worldwide, p. 242. 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.
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What we imagine is usually more threatening than the reality that we
face.

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.
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
remembering 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 inviting 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.

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.
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, T. J. (1959). A
synthesis of experimental research in stage fright. Quarterly Journal of
Speech, 45, 135-159. See also Savitsky, K., & Gilovich, T. (2003). The
illusion of transparency and the alleviation of speech anxiety. Journal of
Experimental Social Psychology, 39, 601-625. Most listeners judge speakers
as less anxious than the speakers rate themselves. In other words, the
audience is not likely to perceive accurately the level of anxiety you
might be experiencing. Some of the most effective speakers will return
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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
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 nervous 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 uncomfortable
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 experience 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

2. Anxiety prompted by a
personality trait that describes
how people generally feel about
communication across
situations and time periods.

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 public speaking.McCroskey, J. C. (2001). An
introduction to rhetorical communication. Boston, MA: Allyn & Bacon. 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, P. L., Brown, K. C., Roberts, J. B., Weisel, J.,
Sawyer, C., & Behnke, R. (2006, March). Somatic anxiety patterns before, during and
after giving a public speech. Southern Communication Journal, 71, 87-100. McCroskey
argues there are four types of communication apprehension: anxiety related to
trait, context, audience, and situation.McCroskey, J. C. (2001). An introduction to
rhetorical communication. Boston, MA: Allyn & Bacon. 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, P. L.,
Brown, K. C., Roberts, J. B., Weisel, J., Sawyer, C., & Behnke, R. (2006, March).
Somatic anxiety patterns before, during and after giving a public speech. Southern
Communication Journal, 71, 88. 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
uncomfortable in all these settings if you experience trait anxiety. While trait
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3. The anxiety prompted by
specific communication
contexts such as group
discussions, interpersonal
interactions, or public
speaking.

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, P. L., Brown, K. C., Roberts, J. B.,
Weisel, J., Sawyer, C., & Behnke, R. (2006, March). Somatic anxiety patterns before,
during and after giving a public speech. Southern Communication Journal, 71, 87-100.
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

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
communication context increases, the stakes are raised,
sometimes prompting more apprehension. Certain © Thinkstock
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 communication context we encounter is another factor
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4, The communication
apprehension prompted by
specific types of audiences.

5. Communication apprehension
created by the specific
combination of audience, time,
and setting.

contributing to apprehension. Anxiety becomes more of an issue 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 communication 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 characteristics. 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, P. L., Brown, K. C., Roberts, J. B., Weisel, J., Sawyer, C., & Behnke, R.
(2006, March). Somatic anxiety patterns before, during and after giving a public
speech. Southern Communication Journal, 71, 87-100. 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, J. C. (2001). An introduction to rhetorical communication. Boston,
MA: Allyn & Bacon, p. 43. Each communication event involves several dimensions:
physical, temporal, social-psychological, and cultural. These dimensions combine to
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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 relatively 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 administration. 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.

KEY TAKEAWAYS

« Communication apprehension stems from many sources, including the
speaker’s personality characteristics, 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.

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 management options available. © Thinkstock

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,
P. L., Brown, K. C., Roberts, J. B., Weisel, J., Sawyer, C., & Behnke, R.
(2006, March). Somatic anxiety patterns before, during and after giving
a public speech. Southern Communication Journal, 71, 89.

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
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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 opportunity. 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, S. (1994).
Building a speech. New York, NY: The Harcourt Press; Beebe, S.A., & Beebe, S. J.
(2000). Public speaking: An audience centered approach. Boston, MA: Allyn & Bacon. If
you find yourself thinking, “I'm going to forget everything 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

6. A technique of deliberately you will be addressing, what you will say, how you will say it, and where the speech
replacing negative cognitions will take Place-

with positive ones.

7. A habit of thinking in positive Analyze Your Audience
terms about your capabilities.

8. A habit of thinking in negative | The audience that we imagine in our minds is almost always more threatening than

terms about your skills and the reality of the people sitting in front of us. The more information you have about
abilities.
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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 manuscript. 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 delivering a formal proclamation.
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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.

“I"

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
audience 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
mistake, 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 maintaining 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

3.3 Reducing Communication Apprehension 66



Chapter 3 Speaking Confidently

9. A relaxation technique that
involves expanding the
diaphragm to increase air flow.

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 stomach 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. Look 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 gripping 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
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10. A form of exercise in which you
systematically tense and then
relax certain muscle groups.

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 muscles 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 individuals.

A colleague once shared his worst speaking experience when he reached the front
of the room and forgot everything 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 concentrating 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 material 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.
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11. Using the imagination to
control stress and create
images of success.

12. A behavioral modification
technique that reduces anxiety
by gradually exposing the
individual to the object or
situation they fear while
teaching them basic relaxation
techniques.

One general technique for managing stress is positive visualization'.
Visualization is the process of seeing something 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 create the psychological grounds
for us to achieve the goals we have imagined. As we discussed earlier,
communication 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 disorders. 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 riding 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
apprehension.McCroskey, J. C. (1972). The implementation of a large-scale program
of systematic desensitization for communication apprehension. The Speech Teacher,
21, 255-264. He found that “the technique was eighty to ninety percent effective”
for the people who received the training.McCroskey, J. C. (2001). An introduction to
rhetorical communication. Boston, MA: Allyn & Bacon, p. 57. If you're highly anxious
about public speaking, you might begin a program 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 overall 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
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acquirement rather than a gift.”Carnegie, D. (1955). Public speaking and influencing
men in business. New York, NY: American Book Stratford Press, Inc.

KEY TAKEAWAYS

+ There are many steps you can take during the speech preparation
process to manage your communication 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 exercises presented there.

2. Make a plan for managing your anxiety before and during your speech
that includes specific techniques 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.

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 unexpected when you encounter it in your own
speaking.

© Thinkstock
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 important 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
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what you will do if you cannot show a particular graph or if your presentation slides
are hopelessly garbled. Although your beautifully prepared chart may be superior
to the oral description you can provide, your ability 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 important 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

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

Myth | Fact
or “fact.” Y

1. | 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.

4. | Experienced speakers don’t feel any stage fright.

5. | 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.

7. | Most audiences would rather see a speaker do well.

Focusing on yourself rather than the audience is an effective way to

8.
reduce your stage fright.
3 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
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The Importance of Listening

“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, T. (2009, November).
How to talk so people really listen: Four ways to make yourself heard. O, the Oprah
Magazine. Retrieved from http://www.oprah.com/relationships/Communication-
Skills-How-to-Make-Yourself-Heard

© Thinkstock

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 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

1. An accidental and automatic
brain response to sound.

2. Focused, concentrated
attention for the purpose of
understanding the meanings
expressed by a speaker.

LEARNING OBJECTIVES

1. Understand the differences between listening and hearing.
2. Explain the benefits of listening.

Listening or Hearing

Hearing' is an accidental and automatic brain response
to sound that requires no effort. We are surrounded by
sounds most of the time. For example, we are
accustomed to the sounds of airplanes, lawn mowers,
furnace blowers, 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.

© Thinkstock

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
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4.1 Listening vs. Hearing

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 knowledge 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
survived only because audiences were eager to listen. Nowadays, however, you can
gain information and entertainment 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 accurately
remember the instructor’s claims, information, and conclusions. Many times,
instructors give verbal cues 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 addition, your ability to understand the meanings of what
you hear will make you a more knowledgeable and thoughtful person.
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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, however, 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 intelligent. 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?
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4.2 Listening Styles

3. The preferred focus of a
listener’s attention in a given
situation. An effective listener
is able to adapt his or her
listening style to the context.

LEARNING OBJECTIVES

Understand the nature of listening styles.
Explain the people listening style.
Explain the action listening style.

Explain the content listening style.
Explain the time listening style.

SR R

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 © Thinkstock

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 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). Rhetoric (W. Rhys Roberts, Trans.). Book I, Part 3,
para. 1. Retrieved from http://classics.mit.edu/Aristotle/rhetoric.1.i.html

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 listen 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
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4. Listening that is focused on the
speaker. The listener is most
interested in the personality or
experience of the speaker and
the parts of the message
related to those interests.

. Listening focused on what is
expected of the listener. The
action-oriented listener is less
interested in the underlying
rationale than in learning what
action to take.

4.2 Listening Styles

Chapter 4 The Importance of Listening

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 WeaverWatson, K.
W., Barker, L. L., & Weaver, J. B., I1I. (1995). The listening styles profile (LSP-16):
Development and validation of an instrument to assess four listening styles.
International Journal of Listening, 9, 1-13. 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 especially true if
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6. Listening focused on the
information and meanings in
the message. This listener gives
less attention to the speaker
than to the message, its
meanings, and its credibility.

7. Listening focused on reaching
the end of the message.

4.2 Listening Styles

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 attendant 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 compelling 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 listeners 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 students, 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.
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4.2 Listening Styles

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 speaking. 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 person.

+ 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. Inasmall 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

8. Any internal or environmental
factor that interferes with the
ability to listen effectively.
Some of these factors are
physical, psychological,
physiological, and semantic.

9. Various sounds in an
environment that interfere
with a source’s ability to hear.

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 message.

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 message.

sometimes have difficulty listening to even relatively
brief messages. Some of the factors that interfere with
good listening 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.

At times, everyone has difficulty staying completely ~— —
focused during a lengthy presentation. We can © @ i@'
-—

© Thinkstock

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 noise’ 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
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10. Distractions to a speaker’s
message caused by a receiver’s
internal thoughts.

11. Distractions to a speaker’s
message caused by a listener’s
own body.

12. When a receiver experiences
confusion over the meaning of
a source’s word choice.

4.3 Why Listening Is Difficult

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 confused, 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.
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13. Internal or external factors
that interfere with a listener’s
ability to give full attention to
a message.

14. The length of time a listener
can maintain focused attention
to a message.

4.3 Why Listening Is Difficult

Figure 4.2 Types of Noise

Physical Noise

« Air conditioners
« Airplanes
+ Noisy conflict nearby

« Construction activity
« Barking dogs
« Loud music

Psychological Noise

- Worries about money

« Crushing deadlines

« The presence of specific other people in the room
« Tight daily schedule

« Biases related to the speaker or the content

Physiological Noise

- Feelingill

- Having a headache

+ Growling stomach

+ Room is too cold or too hot

Semantic Noise

« Special jargon
« Unique word usage
« Mispronunciation

« Euphemism

+ Phrases from foreign
languages

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 professor Neil Postman argued that
modern audiences have lost the ability to sustain attention to a message.Postman,
N. (1985). Amusing ourselves to death: Public discourse in the age of show business. New
York: Viking Press. More recently, researchers have engaged in an ongoing debate
over whether Internet use is detrimental to attention span'®.Carr, N. (2010, May
24). The Web shatters focus, rewires brains. Wired Magazine. Retrieved from
http://www.wired.com/magazine/2010/05/ff nicholas _carr/all/1 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
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15. Preconceived ideas that
interfere with accurately
understanding and
remembering a message. These
biases can refer either to the
speaker or to the topic.

16. Opinions are beliefs we have
about the worth of things we
know or believe we know.

4.3 Why Listening Is Difficult

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, J., & Kalish, A. (1996). The “change-
up” in lectures. The National Teaching and Learning Forum, 5(2). 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 PowerPoint slides.

If you have instructors who do a good job of keeping your attention, they are
positive role models showing strategies 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 member 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
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17. The listener’s anxiety about his
or her ability to understand the
information, concepts, or
vocabulary in a message.

4.3 Why Listening Is Difficult

consider new information about the topic, especially if the new information is
inconsistent 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, L. R. (1975). An
investigation of receiver apprehension and social context dimensions of
communication apprehension. Speech Teacher, 24, 261-268. 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 understandable 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.
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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 reasonably 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. Ina 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

18. The process of hearing and
giving focused attention to a
speaker’s message.

LEARNING OBJECTIVES

Explain the receiving stage of listening.

Explain the understanding stage of listening.

Explain the remembering stage of listening.

Explain the evaluating stage of listening.

Explain the responding stage of listening.

Understand the two types of feedback listeners give to speakers.

SN A

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, J. A. (2000). The elements of public speaking (7th ed.). New York,
NY: Longman.

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 thousand people were crowded into an outdoor
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19. The effort to learn the
speaker’s meanings.

4.4 Stages of Listening

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 experience, 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 students 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.

89



Chapter 4 The Importance of Listening

20. The ability to recall accurately
the content of a message.

21. The listener’s process of
judging the value of a message
or a speaker.

4.4 Stages of Listening

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, A., & Coakley, C. G. (1996). Listening
(5th ed.). Boston, MA: McGraw-Hill. However, even when you are listening
attentively, some messages are more difficult than others to understand and
remember. Highly complex 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, M. A., Mercado, E., & Myers, C. E. (2008). Learning and memory: From brain
to behavior. New York: Worth Publishers, pp. 172-173. 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
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22. The verbal and nonverbal
feedback given by listeners
during and after the
presentation of a message.

4.4 Stages of Listening

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 sentence 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 understand 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 appreciation 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
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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 potential 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 memory 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.
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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.

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, advertisements, 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 misleading or even blatantly
false. Nor is it always clear which messages are intended @ Thinkstock
to help the listener and which ones are merely self-

serving for the speaker. Part of being a good listener is

to learn when to use caution in evaluating 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 messages 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.
23. The process of examining
claims made in a speech in
order to assess their relevance
and credibility.
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4.5 Listening Critically

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. (n.d.).
Daniel Patrick Moynihan. Retrieved from http://en.wikiquote.org/wiki/

Daniel Patrick Moynihan 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, during 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, a Project of the
Annenberg Public Policy Center of the University of Pennsylvania. (2009, September
10). Obama’s health care speech. Retrieved from http://www.factcheck.org/2009/

09/obamas-health-care-speech

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
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24. Assumptions are inferences we
form in the absence of factual
information. Some
assumptions turn out to be
accurate, but many are

incomplete or just plain wrong.

4.5 Listening Critically

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 motivated
or lack the self-discipline to lose weight. The speaker has built the speech on the
assumption that motivation 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,

Assumptions are not supported by evidence.
unambiguous evidence. P PP Y

Assumptions about the future cannot be tested

Most facts can 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
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25. Common sense in listening is
an approach to considering the
ideas in a speech. If the ideas
seem to be consistent with
each other and with daily
reality, they might have merit.
However, common sense in
public speaking is not a
substitute for factual evidence.

4.5 Listening Critically

opposed by both medical professionals and everyday citizens who staged public
protests.Edward Jenner Museum. (n.d.). Vaccination. Retrieved from
http://www.jennermuseum.com/Jenner/vaccination.html More than two centuries
later, vaccinations 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, R. (2010,
May 23). Catholic church reburies “heretic” Nicolaus Copernicus with honour. Times

Online. Retrieved from http://www.timesonline.co.uk/tol/news/world/europe/

article7134341.ece

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.
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If the message is inconsistent with things you already know, if the argument is
illogical, or if the language is exaggerated, 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 indirectly 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. Likewise, if the message of your speech is complex or controversial,
you should consider the needs of your audience 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 adjustments. 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
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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 similar 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 balance 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.
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26. Courteous attention to a
speaker and thoughtful

consideration of the message.
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Listening Ethically

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
checking 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 © Thinkstock
understanding, observing that “respecting others’

perspectives is one hallmark of the effective

listener.”Coopman, S. J., & Lull, J. (2008). Public speaking:

The evolving art. Cengage Learning, p. 60. 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 BodarySprague, J.,
Stuart, D., & Bodary, D. (2010). The speaker’s handbook (9th ed.). Boston, MA:
Wadsworth Cengage. also urge us to treat the speaker with respect even when we
disagree, don’t understand the message, or find the speech boring.

Doug Lipman (1998),Lippman, D. (1998). The storytelling coach: How to listen, praise, and
bring out people’s best. Little Rock, AR: August House. 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 relationship.

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  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, D. (1998). The storytelling coach: How to listen, praise, and bring out
people’s best. Little Rock, AR: August House, pp. 110-111.

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 reasoning 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.
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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.
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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

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 religious 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 fact is carefully reasoned.

A fact is verifiable by authoritative evidence.

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

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

o0 op
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4, What is critical listening?

a. negative judgments listeners develop during a speech

b. the practice of detecting flaws in a speech

c. alistener’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

accepting the claims and conclusions of the speech
listening in order to learn

listening in order to quote the speaker later

replacing your outdated knowledge with the newer
information in the speech

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

ANSWER KEY

o op

[ I N O
o Cc o 0o
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1. The emphasis of a speaker on
the importance of the
audience’s characteristics and
needs.

2. The process of gathering
certain kinds of information
about the people in your
audience and using that
information to understand the
beliefs, values, needs, attitudes,
and opinions they hold.

Chapter 5

Audience Analysis

What Is an Audience Analysis?

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, J., Stuart, D., & Bodary, D. (2010). The speaker’s handbook
(9th ed.). Boston, MA: Wadsworth Cengage. The success of your speech rests in large
part on how your audience receives and understands it.

© Thinkstock

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 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 understand 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 audience 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

Understand the value of acknowledging your audience.
Understand how to choose a worthwhile topic.

Explain how to adapt your speech to your audience’s needs.
Explain the value of speaking with credibility.

SR .

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 g thinkstock

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.

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 audiences 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, S. J., & Lull, J. (2009). Public speaking: The evolving art.
Boston, MA: Wadsworth Cengage. We will cover audience acknowledgment further
in Chapter 10 "Creating the Body of a Speech".
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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 members 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.

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
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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 sentence, 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 industry 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.

3. Specialized vocabulary or You shouldn’t avoid controversy altogether, but you should choose your topic
jargon of a particular carefully. Moreover, how you treat your audience is just as important as how you
profession or social group. treat your topic. If your audience has widely diverse views, take the time to

4. Topics surrounded by diverse acknowledge the concerns they have. Treat them as intelligent people, even if you
and deeply felt feelings and don’t trust the completeness or the accuracy of their beliefs about your topic.

opinions.
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5. An individual’s unique set of
perspectives, experience,
knowledge, and values.

6. Information about the
audience’s gender, age range,
marital status, ethnicity,
socioeconomic status, and
other variables that can
influence their frame of
reference.

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 children 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
belonging 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 audience—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 information 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 considering whether
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10

11.

12.

5.1 Why Conduct an Audience Analysis?

. The audience’s set of beliefs,

values, religions, and life
experiences.

. The assumption that one race

is superior to another.

. The belief that one’s own

culture is the standard to
which other cultures should
aspire.

. The assumption that one sex is

weaker, less intelligent, less
competent, or less deserving
than the other.

The attitude of valuing youth
and devaluing age.

The practice of thinking the
best of those with the highest
status and prestige and
treating them preferentially.

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, attitudes, and
values that your audience members embrace. Respecting your audience means that
you avoid offending, 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 “diversity” 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 mentioned is chronocentrism, or
the assumption that people today are superior to people who lived in earlier
eras.Russell, J. (1991). Inventing the flat earth. History Today, 41(8), 13-19.

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, J. R., and Zhang, C. (2010). Global neighborhoods: New
pathways to diversity and separation. American Journal of Sociology, 115, 1069-1109.
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 people 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.
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One of the author’s classes included two students from China. During a discussion of
cultural similarity and difference, 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 individuals. 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
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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, A. (2011, June 24). Rick Perry’s Jose Cuervo joke at Latino
convention bombs in Texas, as governor mulls 2012 GOP bid. New York Daily News.
Retrieved from http://www.nydailynews.com/news/politics/2011/06/24/
2011-06-24 _rick perrys jose cuervo_joke at latino_convention
bombs_in_texas_as_governor_mul.html 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 nonverbal 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, L. A., & McDaniel, E. R. (2007). Public speaking in a
multicultural society. Los Angeles, CA: Roxbury.

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.
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13. Aristotle’s term for credibility;
the perception that the speaker
is honest, knowledgeable, and
rightly motivated.

14. The perception that the
speaker is honest,
knowledgeable, and rightly
motivated.

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 psychographic 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 content 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 sincerity.
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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.

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 information 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.

© Thinkstock

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 students are male and female,
their approximate ages, and so forth. But how can you assess the demographics of
an 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 collecting 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.
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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
Understand 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,
D. (1994, December 11). The talk of the sandbox: How Johnny and Suzy’s playground
chatter prepares them for life at the office. The Washington Post. Retrieved from
http://www9.georgetown.edu/faculty/tannend/sandbox.htm

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 commitments, 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 immigrants 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 American 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
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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, perspectives, 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 Protestant 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, February). Summary of key findings. In U.S. religious landscape survey.
Retrieved from http://religions.pewforum.org/reports#

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.
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The dimensions of diversity in the religion demographic are almost endless, and
they are not limited by denomination. 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 probable 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.
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Occupation

People choose occupations for reasons of motivation and interest, but their
occupations also influence their perceptions 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 institution, and that, to
some extent, they have chosen a relatively low-paying occupation over such fields
as law, advertising, 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 behaviors.Grice, G. L., &
Skinner, J. F. (2009). Mastering public speaking: The handbook (7th ed.). Boston, MA:
Pearson. 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.”
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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 oversimplifications. 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 audience 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.
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15. Audience analysis that focuses
on situational factors such as
the size of the audience, the
physical setting, and the
disposition of the audience
toward the topic, the speaker,
and the occasion.

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 managing
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
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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 celebrations 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.
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16. An audience attending a
speech of their own free will.

17. An audience that perceives
little or no choice about
attendance.

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 attention. Even when there’s an element of choice, the likely
consequences of nonattendance will keep audience members 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.
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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. Ina short paragraph, define the term “fairness.” Compare your
definition with someone else’s definition. 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 situation?
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5.3 Conducting Audience Analysis

18.

19.

20.

A one-on-one exchange in
which you ask questions of a
respondent.

Someone who responds to a
survey, questionnaire,
interview, or focus group.

A set of written questions with
multiple-choice questions and/
or open-ended questions.

LEARNING OBJECTIVES

1. Learn several tools for gathering audience information.
2. Create effective tools for gathering audience information.

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?

© Thinkstock

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
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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 participate 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 interviews 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
participation 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
survey 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) impression management, or intentionally portraying
oneself in a favorable light and (2) self-deceptive enhancement, or exaggerating
one’s good qualities, often unconsciously.Lalwani, A. K. (2009, August). The distinct
influence of cognitive busyness and need for closure on cultural differences in
socially desirable responding. Journal of Consumer Research, 36, 305-316. Retrieved

from http://business.utsa.edu/marketing/files/phdpapers/lalwani2 2009-jcr.pdf
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21. A group of three to eight
people who meet together to
respond to questions asked by
the researcher. A focus group
is usually an anonymous group
and their responses can be
freewheeling. With permission,
their discussion can be
recorded.

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.”vVavra, T.
G. (2009, June 14). The truth about truth in survey research. Retrieved from
http://www.terryvavra.com/customer-research/the-truth-about-truth-in-survey-
research 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 information 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 conforms 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 audience, 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 audience have been successful students who have invested at least
three years pursuing a higher education. Sophomores 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
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Driving (MADD)? This kind of information should help you respond to their
concerns and interests.

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). About the American
community survey. Retrieved from http://www.census.gov/acs/www/
about_the_survey/american_community_survey/; Bureau of the Census. (2011).
Demographic surveys. Retrieved from http://www.census.gov/aboutus/
sur_demo.html 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/MyBestSegments/
Default.jsp?ID=20&SubID=&pageName=Z1P%2BCode%2BLook-up), Sperling’s Best
Places (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, surveys, 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 interpretations
of direct observations or existing research about your audience.
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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.

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 executives, 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.”

© Thinkstock

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 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.
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22. A word or phrase where the
meaning cannot be predicted
from normal, dictionary
definitions.

In addition to adjusting the topic of your speech prior to the speaking event, you
can also use your audience analysis 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 temporally 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 understand 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 adjustments 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
presenting. 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
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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 audiences: students, military veterans, taxpayers,
registered nurses, crime victims, and professional athletes, 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 presentation 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 CEO, 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 simple.” 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?
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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

demographic information
psychographic information
situational information
statistical information
religious information

O 0 O

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

will not understand the topic

will not be interested in drinking

are not culturally diverse

do not believe in drinking because of their religious
background

e. already know a lot about the topic

g0 op

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?

interviews

focus group
survey
experiment

direct observation

O 0 O
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Chapter 6

Finding a Purpose and Selecting a Topic
Finding Your Purpose

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.

© Thinkstock

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 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.
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6.1 General Purposes of Speaking

1. The broad goal that someone
has for creating and delivering
a speech.

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.

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 / \,P ﬁ
speaking, all three can be applicable. For example, when &\\

we talk about a speech’s purpose, we can question why a \ Y

specific speech was given; we can question how we are & 7
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 © Thinkstock
“purpose”: why we give speeches.

Ever since scholars started writing about public

speaking as a distinct phenomenon, there have been a range of 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 demonstrative
(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 people or show people false
ideas), and to sway (persuade people to a religious ideology). All these systems of
identifying 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.
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2. A general purpose designed to
help audience members
acquire information that they
currently do not possess.

3. The process an individual goes
through when information,
skills, or expertise is delivered
in some form to other person’s
who could benefit from having
that information, those skills,
or the expertise.

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 typically 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
speaking 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, C. G. (2009). Knowledge management basics. Alexandria, VA:
ASTD Press.
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People are motivated to share their knowledge with other people for a variety of
reasons.Hendriks, P. (1999). Why share knowledge? The influence of ICT on the
motivation for knowledge sharing. Knowledge and Process Management, 6, 91-100. For
some, the personal sense of achievement or of responsibility drives them to share
their knowledge (internal motivational 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, D., Stewart,
R., & Rubenstein, H. (2007). A speaker’s guidebook: Text and reference (3rd ed.). Boston,
MA: Bedford/St. Martins. 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 professional 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 copywriting 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 11 or a specific presidential administration. If
you’re a history buff, event-oriented speeches may be right up your alley. There are
countless 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
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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.”0’Hair, D., Stewart, R., & Rubenstein, H. (2007). A speaker’s
guidebook: Text and reference (3rd ed.). Boston, MA: Bedford/St. Martins, p. 95. For
example, if you want to explain a specific communication theory, E. M. Griffin
provides an excellent 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 specific 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 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.”0’Hair, D., Stewart, R., & Rubenstein, H. (2007). A speaker’s guidebook: Text
and reference (3rd ed.). Boston, MA: Bedford/St. Martins, p. 25. 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://chelseahouse.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
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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 persuade 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 Pirah3 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 Pirahi 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
Pirah3; 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
Pirah3 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 Pirahi natives in the slightest. As Dr. Everett told the
New Yorker of April 16, 2007, no group in history has resisted change like the Piraha.
“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
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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 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 Piraha. His research has discovered many things missing with the
language: words for time, direction, and color. But more importantly, Pirah3 also
lacks three characteristics previously thought to be essential to all languages:
complexity, counting, and recursion.

First, the Pirahd language seems incredibly simple. Now, this isn’t meant to imply
that the people are uncivilized or stupid, but instead, they are minimalist. As
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, Piraha 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 Piraha 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 person 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 Piraha’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 Origins of
Language, as the fundamental principle of all language and the source of limitless
expression. Piraha 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.
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4. The process an individual goes
through attempting to get
another person to behave in a
manner or embrace a point of
view related to values,
attitudes, or beliefs that he or
she would not have done
otherwise.

5. 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
audience members.

6. 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
persuasive attempt.

Although the Pirahi 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 Pirah3, 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
audience 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 persuasive
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 attempting to persuade the
audience that the drug his company manufactures is the best treatment for that
specific disease.
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7. An individual’s general
predisposition toward
something as being good or
bad, right or wrong, negative
or positive, and so on.

8. An individual’s perception of
the usefulness, importance, or
worth of something.

Obviously, the key question for persuasion is the speaker’s intent. Is the speaker
attempting to persuade the audience 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”
assignment 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.
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9.

10.

11.

6.1 General Purposes of Speaking

Propositions or positions that
an individual holds as true or
false without positive
knowledge or proof.

Beliefs that people have
actively engaged in and created
over the course of their lives.

Beliefs that people have not
actively engaged in; judgments
based on related subjects,
which people make when they
encounter a proposition.

Lastly, a speaker can attempt to persuade people to change their personal beliefs.
Beliefs’ are propositions or positions 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). Dispositional 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 exciting 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 audience’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
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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 increasing 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.
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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 materials, 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 context 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 audience 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 entertaining 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 inspirational 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 speakers will attempt to turn an after-dinner speech into a stand-up
comedy routine, which doesn’t have the same focus.Roye, S. (2010). Austan Goolsbee
a funny stand-up comedian? Not even close... [Web log post]. Retrieved from
http://www.realfirststeps.com/1184/austan-goolsbee-funny-standup-comedian-
close 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.
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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 significant 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, 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.

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 fifteen 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'll
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
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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. [ 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 Championship 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.
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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 important to remember that your purpose in an
informative speech is to share information with an audience, 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.
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EXERCISES

6.1 General Purposes of Speaking

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?

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?

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 manageable specific purpose.

One of the most common stumbling blocks for novice
public speakers is selecting their first speech topic.
Generally, 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
something. Whatever your basic parameters, at some
point you as the speaker will need to settle on a specific
topic. In this section, we’re going to look at some
common constraints of public speaking, picking a broad o Thinkstock
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 informatio