


Whichrof the following slides are trying to
PErsUade you to think or do something?
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= Thumbs up for persuading.

::f' ~ Thumbs down for NOT persuading.



“Ferentz should have tried to score at the end of
the 4t quarter.”



“You'll shoot your eye out...”
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it or not, argument surrounds you.
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°s from Politics & Advertising to Books &
ona Relatlonshlps all try to persuade.
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‘Sor ne theorlsts believe that EVERYTHING is an
— afgument

— Do you agree? Is everything trying to persuade you to change
= - what you believe, think, or do?

— Can you think of examples of things that are NOT an argument?
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Rhetoric is like... The Matrix
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L Argument IS a"real ife matrix that drives -
our social Ilves e 3 -

*ult plays with ouf € S
a%tltude talks youtintoie kg
gets you to buy thmgs 4. R # |

» J;» changes your * . *
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n r hlnk so? Try to go 1 day without
i5 ;SIOI’I (no advertisements, politics,
|Iy/fr|end sguabbles, no cell
"hone/lnternet/TV no manipulation).

= —e It can help you to become successful.

— The top professional speakers charge more
per person than a Rolling Stones concert.
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WiyAStuay-Rhetorics
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f- Jedi Mind Tricks!
You can get people to think & do what you want.
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When they wear off, you're gonna be pissed.

= ';fh;rs ~ JEDI MIND TRICKS



SO \ f Rh_ei;_ gle

SIiEYancient Greeks considered
rnec)rjc'.! essential skill of
[BaGErship: so important that
bhieyaplaced it at the center of
el ﬁ’ ion.

,-J ..FE ained Julius Caesar & Cicero,
,sgave ‘the Bible its finest
- language, inspired Shakespeare,
=~ and was studied by every
founding father of America &
used as the basic principles for
writing the Constitution.
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ERRWEIOHCS argument & argument IS not the
ScllfiE as flghtlng

Mhentyou fight you “win” by dominating your
goge nent

_J)W Jen you argue you “win” by getting them to

-

..._. join your side.

p

= Rhetorlc means arguing without anger.

M

Concordia discors
Harmony in discord ~Horace



'. E “: . B
IIENGO?E "‘Of‘A@mEHtﬂ

e point of rhetoric is to reach
o) JJf&SUS

E (“J.r )ensus is more than agreement or
_ promlse it is a shared faith in a
"“‘" Blce the decision or action you want.
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SANINSSUES Of PErSUasion’ L down into just 3

rJrAJorJ\J,

A'

- JL,} Past Did OJ kill his wife? Whose fault is the
ra €55|on7 (Whodunit?)
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= Values: Present Should abortion be legal? Should

.:."‘—i Brad@Jen split up? (What’s morally right?)

—_—
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- — Choice: Future- Should we build a wall in Texas?
Shall we dance? (7o do it or not to do it?)
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PR GURSsTiould iy 1o stay WithinrEuture/Choice Tense.
sViattsnould we do about it?™ is rhetorical WD-40.
iENast and present can help you make a point, but
iy argument invelving a decision eventually has to
Llirn to) the future.
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Example:

Marge: "Homer, I don't
want you driving around in
a car you built yourself.”

Homer: “You can sit there
complaining, or you can
knit me some seat belts.”

. ~ - - -
gonitrol the Tense- uture”
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ICE...

U need computer adv




= Argument throu -

Ecter = T

SAEfnition of Ethos: Using your reputation or
JJmeor 'else’s reputation as the basis for

elf JJI ant:.
S ;l ary Looking & Sounding like you know
= _p’ topic and understand your audience.
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HOS- A rgument throuc h

E ._t—
ghiracter T
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SRYecorum: Your ability to fit in with the
BUtIEnce s expectations of a trustworthy leader.

— Cc e Groommg Using language unique to
81 _e_ ‘audience.

= deentlty Strategy: Getting an audience to

e o
5.‘-

~  identify with an action- to see the choice as
' - one that helps define them as a group.



- White- BUT:

A
Black- BUR = 7
Similar Clothing

MnM reveals that he

\Nel‘ ka RICH prep Uses same Words
Sehoo

-
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~ The Ethos oanM in “8
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HOS- A rgument throuc h

E ._t—
ghiracter T

-— -

gr—

SRYecorum: Your ability to fit in with the
BUtIEnce s expectations of a trustworthy leader.

— Cc e Groommg Using language unique to
81 _e_ ‘audience.

= deentlty Strategy: Getting an audience to

e o
5.‘-

~  identify with an action- to see the choice as
' - one that helps define them as a group.
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‘Wisdom: '(Phronesis)
1 street savvy.
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I couldn't hear you «



Ethes- Argument through o
eharacter :

_— —

SAViIrtuesine appearance of livingrup to your

aUEiERce’s values.

SWalliesidepend on your audience: Stockholders value
Money, kidsvalue toys, hunters value independence.
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= Witness Bragging: Someone else says you're

gt T —
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== awesome (preferably not your mom).
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— ;Z-Tactical Flaw: A defect or mistake, intentionally
: revealed, that shows your rhetorical virtue.
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Washington'’s officers
threaten mutiny if they
don’t get paid.

He took out an IOU &
fumbled with his
spectacles saying,

“Forgive me, gentlemen,
for my eyes have grown
dim in service to my
country.”

They burst into tears &
swore their allegiance.




rgumentthrou h,
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DISINtErest: An apparent Willingness to

.JIII-'

SelChlll e your own Interests for the greater

JOJJ,

_—'- eluctant Conclusion: Appearln? to have reached
= your conclusion only because of its overwhelming

-
e
—a—

~ rightness.

Personal Sacrifice: Claiming that the choice will help
your audience more than it will help you.

DkL_llllaitatio: Seeming doubtful of your own rhetorical
skill.
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INENDEtector “,_,
JIEGCHNIgUES for'%’tadglng redibility

SNYPL e QUESHO: ASK WHOrDERETITS from the choice. If
you d)r “get al straight answer, don't trust that person’s

Junser' t—

2 “ff.e epends”/—'//te/‘ Instead of a one-size-fits-all

- cF 1Ce the persuader offers a solution tailored to you.

-
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I 5u55/ng”Ab///t)f The persuader cuts to the chase of an
= j ~jssue.
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e Extremes How does the persuader describe the
opposing argument? How close is his middle-of-the-road
to yours? (An extremist will describe a moderate choice
as extreme.)
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SRAYISLOLIE Sa c N

errurun o mps Ioglc.

t'r J’:’ I'C umen’c"Ehrou

nple:
A beautiful woman was
charged with prostitution.

She did it.

When it was clear the trial
was going badly, the
Roman orator took her to
the middle of the Roman
Forum and ripped off all
of her clothes.

Guess what happened?

Emotion trumped logic and
the (all-male) jury
acquitted her.



Pabies- Argument throu
EIetion. ——
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SRNVITiStotle said that logic alone will rarely get
r)-—‘Jr) tordo anything. They have to DESIRE

" Pz "OS IS seducing others to desire the act.
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.”Seductlon seems manipulative because it is.
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o But manipulation/seduction is better than
fighting which is what we usually mistake as
argument.
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o frnorurul' rU SRt or
gSeaction” |
evr-*rywnér‘ =

J ,Jr,)eﬂ.).“ dgazine

SieEWed how: the Food

\Jéme “uses technigues

- _]r antical to that of the |

= porn industry- overmiked i

—— — —
S —

\

= :"-:sound very little plot, | i
—— 'Igood Iooklng characters, N
vish close-ups of firm s
flesh and ﬂOWII"]g _]LIICeS ® Emeril Lagasse: “In go the bananas. Oh,

yeah, babe. Get ‘em happy right now.”



ume E'c'ﬁrou' S

Frwrrusm IVETTNELONIC diSgUISES ITSElF.

- d,umr)la pIacement In'movies (Converse
JJ’J‘-‘JJ&J ‘lln T Robot ’)

d,ume é ‘Guerilla Marketing

. Y e,




Pabies- Argument throu
EIfeton —
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o [f \/JJ yant to change someone’s mood,
el =S eC|f|c & vivid story.

Jr *motlons In check.
— '{antrol your volume (scary parent mode)

"1"—’

szf'f '—'Speak simply. Less evokes more.

- f Struggle to hold back emotions. And let them
build gradually (or get gradually more quiet).



Pathos- Argument throu —re

Eetion.

A s,
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S LTINS Very pPersuasive because it Improves your Ethos
& CJJH]\ people; but it doesn't get them to act.

e mr xuseful emotions arouse TRIBAL instincts-
EXPI0 iting insecurities about where they stand & how
STUC 1 they belong to a group. Anger, Patriotism, and

~ __-.__

== ._ mulatlon get people to act.

e ';_Anger. Gets fast action. Show your opponent dissing

- —_

=~ your audience.

— Patriotism: Any group loyalty (not just country).
Show a rival groups success.

— Emulation: Role Models. Compare what you want to
a role model your audience already admires.



LOGIC

Sometimes sounds kind of bitchy.
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1Llogos Is argument by I ogic.

2E0 r)J\J ke to think that all g
shiould pe nothing but logic
-~ Sa *that when it comes to |
" t1ona| speech needs emot

—-J".'M

—
R

— fharacter as well.
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— "’f]".f.l’ meme: \We should (ch0|ce), Decause
anlace)

= fi) onplace Any cliche, belief, or value
~tha can Serve as your audience’s boiled-

‘-.—_

e own public opinion. It's the starting point of
_-:’ your argument.
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;_;#-' * Conclusion C: The

—

= f&have horns.
- — Not Valid: A + |

—— — Not Sound: A o

e

ROBERT DOWNEY JR. —

Y. ¥ CHRISBTMAS DAY
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SMNDUCTION: Argument by example. It starts
Wit te ,)'- an‘lc and moves to the general.
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Kinds
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FCONCESSION: Usmg VOUr opponents own
elf J,erl t to your advantage. You're right...

' HJZJQJ@” Example When someone expresses

Jc bt about your idea answer with “Okay, let’s

eak It.© Then focus the argument on revising

your idea as if the group has already accepted

~ it. You conceded your opponent’s doubt, but
~still win the day.
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> Al trateqgy:.
Sifdlthe audience’s commonplaces.

= )ann' he issue broadly, appealing to the values of the W|dest
,ur nce

=Seallwith the specific problem or choice, using the future tense.
= f : mltlon Strategy. Controlling the language used in

— _-—
»

an argument.

=5 Term Change: Inserting your own language in place of
-~ your opponents.

- ® Redefinition. Accepting your opponent’s terms while
changing their connotation.
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REEJORICAL FOULS: Mistakes or intentional offenses that stop
2lf) 2rgUsgls el tdead or make it fail to reach consensus.

S S Witching. fenses Away From the Future: 1t's fine to use the past or

present, Ut deliberative argument depends on eventually discussing
rna j‘t l‘[ "‘

— iz //e _/'n5/stence on the Rules: Using the voice of God, sticking to
SWeUFguns, refusing to hear the other side.

: ,e-: umiliation: An argument that sets out only to debase someone, not to
o= ,.,-:::-’ ~ Make a choice.

= — Tnnuendo: A form of | irony used to debase someone. It often plants
= ~ anidea in the audience’s head by denying it.

= — Threatening: Rhetoricians call this argumentum ad baculum- argument
- by the stick. It denies the audience a choice.

— Nasty Language or Signs
—  Ultter Stupidity.
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0 |9\Jrc*“ | FALLACIES: Awrong or
mL,Jch argument.

r’% important to detect them, just as you
= should spot any kind of persuasive tactic used
‘.,.,;,, ﬁgalnst you.
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~ = Another reason to understand fallacious logic:

————

- you may want to use it yourself.
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0 2o A df Ument’s commonplace or prmuple
5 .Jn_m“ or e examples are bad.
— 96 mparlson Two things are similar, so they must be the
Sdine.

= 'ML atura/ rallacy (Fallacy or Association): Natural ingredients
i@'good for you, so anything called “natural” is healthful.

4‘/ ppeal.to Popularity: Other kids get to do it, so why don't I?

”"'"«*r— = Pasty.Generalization: Uses too few examples and interprets
sf-" fo.f-, them too broadly.

- — Misinterpreting the Evidence: Takes the exception and claims it
~_ proves the rule.

— U/I]u/tl Fallacy: Does weird math, often confusing the part for the
whole.

— Fallacy of Ignorance: Claims that if something has not been
proven, it must be false.
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i1z)c] f“Jf jusion: \We're glven too many choices, or not
OGN, OF the conclusion is irrelevant to the argument.

— Mzl t!estlons" Sqguashes two or more issues into a
_)Jnr E0neE.

' Fe eD//emma Offers the audience two choices when
: “more actually exist.

—“—Fa//aCV or Antecedent. Assumes that this moment is
f == ~ identical to past, similar moments.

e Red Herring: Introduces an irrelevant issue to distract or
= ~ confuse the audience.

— Straw Man: Sets up a different issue that’s easier to argue.

o
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SIsconnect between Proorl and Conclusion:
MENIOOT stands up all right, but it fails to lead
WERHErCOnclusion.

— [zl fology; A logical redundancy; the proof and the
S conclusion are the same thing.

,,;; S Redlctio ad.absurdurm; Takes the opponent’s choice
= gc'fand reduces it to absurdity.
— e

— L—. Slippery Slope: Predicts a series of dire events
-~  stemming from one choice.

— Post hoc ergo propter hoc (The Chanticleer Fallacy):
Assumes that if one things follows another, the first
thing caused the second one.




basic types of Rhetoric?

Py
e
-~ ,. e

et

N l L~

‘\ -
e e
P 4

p—
- S

@uld we study Rhetoric?

f"‘"g::?_
= c
-

'&’Gwe an example of a place in which we
find Rhetoric.



