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Introduction to
Persuasive Presentation

Volume 1 of Oral English Presentations mainly discusses the informative
presentation, a major form of presentation. It aims to give information or facts.
There is a wide spectrum of topics for it, such as people, objects, organizations,
institutions, events, processes and concepts. It describes, explains, shows,
clarifies, reports, analyzes, etc. Presenters usually give information, findings, facts
and statistics in their presentations at international conferences, sales promotions,
tourism or press briefings, research reports, launching ceremonies, events or
academic seminars.

However, speaking to inform cannot fully meet communication needs.
Sometimes the speaker wants to influence or change the listeners’ opinions or
attitudes. Occasionally, the speaker even wants the listeners to accept his own
opinions or values. This is a step further than what the speaker attempts in an
informative speech. Examples like election campaign speeches and public debates are
common occurrences, which are more than giving information or facts. The speakers
ask more from the audience and have a clear goal, which is to persuade. So, based
on the previously provided facts or information, a persuasive presentation sounds

something like an extension of the informative presentation.

InNformATIVE PRESENTATION vs. PeRsuasive PRESENTATION

The purpose of an informative presentation is to offer information. The speaker

Unit 1 Introduction to Persuasive Presentation
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uses various skills and tools in order to clearly describe, explain, show, clarify,
report or analyze. And the audience are to seek the information they need. Like in a
university, many selective courses are available to the smdehts. These courses may
involve topics like business laws, culture and cross-cultural communication or
physics. The students are free to make their own choices to attend the coursés they
are interested in or have no idea of. The audience are looking forward to learning
new things, concepts, ideas, processes etc. from the presentation.

The purpose of a persuasive presentation is to change the opinions or attitudes
of the audience, on the basis of the information provided. The speaker uses
different methods or techniques to influence the audience about the subject. There
is a hidden mind interaction going on at the presentation between the speaker and
the listeners. The audience may change or keep their original ideas, opinions or
Aattitudes after the presentation. For example, in a public presentation on
environmental protection, the speaker firstly elaborates the deteriorating
environment and the contributing factors of “ white pollution. ” Later he tries to
persuade the audience to use their own durable shopping bags instead of free plastic
bags from the supermarkets to cut down the pollution. The purpose of this
persuasive speaker is not just to inform the audience of the environmental pollution
but to make an impact on the behavior of the audience.

When do you need to persuade?

There are plenty of occasions in our daily life when it is necessary to persuade
someone. Have you ever spoken to your superior when you wanted him to approve
your budget plan? Have you ever had a job interview and tried to display all you can
contribute? Have you ever persuaded your professor to give an extension for your
dissertation? When shopping in Fuyou Road market at Yu Garden, have you ever
tried to bargain for a discount? Answers to all of these questions are positive. You,
indeed, live in a world of persuasion.

Why do you try to persuade?

To persuade your audience to do something is to guide them by giving good
reasons. Persuasion is an act of persuading, a process of creating, reinforcing, or
changing the audience’s attitudes, beliefs, values, and/or behavior. To put it
simpler, the purpose of a persuasive presentation is to influence the listeners. This
volume will repeatedly mention these words; attitudes, beliefs, values and behavior.
They are on the audience’s side; yet the audience are varied in these aspects towards
the subject under discussion. As a natural result, the purpose of a persuasive

presentation naturally changes with those of the audience.
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The Use of Persuasive PRESENTATION

In this volume, we will look at varied types of persuasion and ask questions like

i “What is each of them used for?” To answer this question, please first observe what

; is happening around you every day. When you are walking along the pedestrian
section of Nanjing Road, peddlers will approach you and try to sell you something
like one of their mobile phones of the latest model. At home, you are surrounded by
hundreds of commercials on TV and radio. On campus, you hear student’s union
election campaign speeches, persuading you to vote in their favor. All these are
already part of your life. You are used to these sales, commercials and campaign
speeches now. However, just as you are being persuaded more often than not, you
yourself also do the persuading at other times.

The Targers of Persuasive PReSeNTATION

A persuasive presentation may aim at changing the audience’s attitude. An
attitude is the opinion and feelings that you usually have about something. It might
be optimistic, or pessimistic; it might be in favor or in opposition. It might also be
neutral. How could the persuasive speech influence the audience’s attitude? For
instance, before the 2008 Olympics started, you might have felt very pessimistic
about the performance of the Chinese women'’s basketball team. However, after a
persuasive speech made by a faithful fan of the team, you may have become quite
optimistic towards its performance in the 2008 Olympic Games. Also, a kindergarten
kid may be afraid of or feel disgusted against a small animal like a frog. A
kindergarten teacher could persuade the kid to protect frogs because they eat harmful
insects. Frogs are good animals; good animals eat harmful insects to protect the
crops.

A persuasive presentation may create, reinforce or change the audience’s belief.
A belief is the feeling that something is definitely true or that it definitely exists. You
might believe something is true or false. For example, country folk in ancient China
used to be very superstitious. As they failed to explain some mysterious natural
disasters, such as famines, floods, and fires, they fell victim to some fallacies about
celestial spirits or vicious ghosts. With the development of science and technology,
people tend to make a judgment based on either past experience or evidence.
Typically in China, we have special scientific teams to organize public seminars,
helping the farmers learn science and apply scientific theories to explain some of the

Unit 1 Introduction to Persuasive Presentation 3
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natural mysteries. These public seminars in the countryside would not only give
adequate scientific information but also persuade‘ the farmers to change their
superstitious beliefs. As much scientific evidence uncovers the truth, fewer people
now believe in the existence of ghosts or haunted houses. Other simple examples
include the belief of life on Mars or disbelief of E. T.

A persuasive presentation may create, reinforce or change the audience’s values.
A value is one’s principles about what is right and wrong, or one’s ideas about what
is important in life. A value is a permanent judgment based upon one’s attitudes and
beliefs. Different from attitudes and beliefs, values are the foundation of one’s
mentality and ideology. It is not created overnight but formed through generations.
Once a value is established, it is not easy to change or abandon it. We all know
about Confucianism, which is an ancient Chinese ethical and philosophical system
originally developed from the teachings of the early Chinese sage and philosopher
Confucius. Chinese people’s values are greatly influenced by Confucianism.
Confucian teachings rest on three essential values; filial piety, humaneness and ritual.
Based on these, the modern Chinese people think that obedience to parents,
kindness to others, and courtesies and ceremonies on various occasions are Very
important. Additionally, Chinese people also value honesty, integrity, bravery,
kinship, etc. P g

GOAlé of Persuasion

As is discussed above, persuasion refers to the process of influencing others’
attitudes, beliefs, values and/or behavior. Here “influence” means to enhance/
stress, weaken/lessen or even change. Attitudes, beliefs and values, after all, are the
three core elements in a persuasive presentation that the speaker is to target.

In a persuasive presentation, you may want to accomplish the following three
goals, depending on the three different types of audience respectively:

To enhance/stress attitudes, beliefs, or values. On most occasions, the speakers
want to enhance or stress their own views. For example, in China, the Nine-Year-
Compulsory Education system used to be promoted nationwide. Most people realize
and accept the importance of foundational education for their children and the
necessity to reduce illiteracy. However, in some economically less-developed areas of
China, girls were generally not given an equal opportunity to be educated.
Persuasive presentations were then used to enhance the official view of equal rights for
girls in education.

To weaken/lessen attitudes, beliefs, or values. Persuasive presentations may also

be used for weakening purposes. For example, in early 2008, the stock market in
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