Persuasion Scale

Specific Purpose:

	
	
	
	
	
	

	1
	2
	3
	4
	5
	6

	Unaware of the issue
	Aware of the issue but opposed to your view
	Aware of the issue but apathetic
	Informed & interested but neutral on your view
	Convinced of your view
	Ready to take action


Strategy for encouraging listeners to reach the finishing point:

On the scale, mark where the listeners are in relation to your specific purpose before you speak. Then mark where you hope they will be after you speak.

Set a realistic goal. Don’t feel that you are a failure if your listeners fall short of Stage 6. With some listeners, helping them go from Stage 1 to Stage 5 is a fine accomplishment. With other listeners, persuading them to move from Stage 2 to Stage 4 is a great triumph.

While some entire audiences may fit neatly into one category or another, many audiences are segmented—that is, you may find some listeners opposed to your view, some apathetic, some already convinced, and so on. When an audience is segmented, you can use colored pens for each segment—for example, mark red for the starting point and finishing point for listeners who oppose your position, blue for neutral listeners, and black for favorable listeners. Or you can use a separate scale for each group.

In the space below the persuasion scale, write down your strategy for encouraging listeners to move to the place where you want them to be at the end of your speech. If time and circumstances prevent you from reaching each segment of the audience, aim your remarks at the most important group (as discussed in Chapter 17 of the text).

SAMPLE

Persuasion Scale

Specific Purpose: To persuade my listeners to examine their consumer-credit report to make sure it contains no errors that could block them from getting a loan, a mortgage, or a credit card
	Before

(
	
	
	
	
	After

(

	1
	2
	3
	4
	5
	6

	Unaware of the issue
	Aware of the issue but opposed to your view
	Aware of the issue but apathetic
	Informed & interested but neutral on your view
	Convinced of your view
	Ready to take action

	Strategy for encouraging listeners to reach the finishing point:

I will use the problem-solution pattern.

PROBLEM: (1) I will show how widespread the problem is by quoting James Williams, president of Consolidated Information Services, which is a mortgage-credit reporting firm: “More than 2 out of 5 people have some erroneous information on their consumer-credit reports.” (2) I will show that a bad credit rating can prevent a person from getting a loan, a credit card, or a mortgage.

SOLUTION: I will tell listeners how they can easily get a free copy of their credit report to determine if all information is accurate.
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