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Because these questions are so prevalent, they provide a dependable
psychological basis upon which a speaker can organize a persuasive talk.
Begin by catching the attention of the listeners; direct that attention to
a question to be answered or a problem to be solved; next, advance the
answer or solution which you believe to be best; then visualize the ad-
vantages to be gained from believing or behaving as you recommend;
and, finally, ask the audience for agreement or action. By adhering to
this general progression from question to answer or from problem to
solution, and then on to visualization and action, you can develop your
appeals along the thought line that most people are accustomed to
following. Such organization will make your speech easier to under-
stand and will render it more naturally persuasive.

A five-step sequence for motivating an audience

The plan of speech organization which is derived from this analysis of
the thinking process may be called the motivated sequence: the sequence
of ideas which, because it adheres to the steps people naturally follow
when systematically thinking their way through problems, motivates
the audience to accept the speaker’s proposition.

As we have already suggested, the motivated sequence consists of
five steps:

I. Getting attention. (Attention Step)
2. Showing the need: Describing the
problem. (Need Step)

3. Satisfying the need: Presenting the
solution. (Satisfaction Step)

(Visualization Step)

(Action Step)

4. Visualizing the results.

5. Requesting action or approval.

Observe how these steps were employed for a persuasive purpose
in an advertisement, “Motivated Men Made America Great,” which
appeared in Fortune Magazine. Here, in part, is the text:

L. [Attention] The beginnings of Abraham Lincoln’s greatness can
be found in his boyhood desire to learn. . . . With less than a year of
formal education, “Honest Abe” overcame the obscurity of a bleak
frontier environment to become a self-taught lawyer, a universally
respected national leader, and our country’s “Great Emancipator” . . . .
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* Fortune Magazine (January 1966), 5.

\ motivated sequence in making an appeal for the relief of hungry chil-

[Attention] 1 pray that I'll never have to do it again. Can there be
anything worse than to put only a peanut between a child and death?
[ hope you'll never have to do it, and live with the memory of it after-
ward. If you had heard their voices and seen their eyes, on that Jan-
uary day in the bomb-scarred workers’ district of Athens . . .. Yet all
I had left was a half-pound can of peanuts. As I struggled to open i,
dozens of ragged kids held me in a vise of frantically clawing bodies.
Scores of mothers, with babes in their arms, pushed and fought to
get within arm’s reach. They held their babies out toward me. Tiny
hands of skin and bone stretched convulsively. I tried to make every
peanut count. In their frenzy they nearly swept me off my feet. Nothing
but hundreds of hands: begging hands, clutching hands, despairing
hands; all of them pitifully little hands. One salted peanut here, and
one peanut there. Six peanuts knocked from my fingers, and a savage
scramble of emaciated bodies at my feet. Another peanut here, and
another peanut there. Hundreds of hands, reaching and pleading;
hundreds of eyes with the light of hope flickering out. I stood there

helpless, an empty blue can in my hands. . . . Yes, I hope it will never
happen to you.

[Need] Who would say that a child’s life is worth less than a movie a
week, or a lipstick or a few packs of cigarettes? Yet, in today’s world,
there are at least 230,000,000 children who must depend upon the aid
of private agencies and individuals. From Amiens to Athens, from
Cairo to Calcutta and Chungking, millions upon millions of waifs
of war still hold death barely at arm’s length. Their only hope rests
in the private relief agencies which, in turn, depend entirely upon you
and me—upon how much we care and what we give.

[Satisfaction] A world-wide campaign exists as a demonstration that
the peoples of the United Nations do care. Our own branch of UNAC
is American Overseas Aid—United Nations Appeal for Children, with
headquarters at 39 Broadway, New York City. In February, American
Overseas Aid makes its appeal to raise $60,000,000 from Americans.
That’s something to put peanuts forever in their place. Something
big enough for every American to want to be in on. Every penny con-
tributed to American Overseas Aid will help bring food, medical care,
and new life to millions of child war victims.

[Visualization] 1f we could hear their voices and see their eyes, count-
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only 200 carburetors rather than the 300 scheduled. As a result we have
had to shut down our main assembly line at Metropolis three times, with
a loss of more than $60,000.”

In its full form, a need or problem step requires a fourfold devel-
opment: (1) Statemeni—a definite, concise statement of the problem.
(2) Illustration—one or more examples explaining and clarifying the
problem. (8) Ramification—additional examples, statistical data, testi-
mony, and other forms of support showing the extent and seriousness
of the problem. (4) Pointing—making clear to the audience how the
problem directly affects them. You will not, however, invariably need
to use all four of these developmental elements. “Statement” and
“pointing” should always be present, but the inclusion of “illustration”
and “ramification” will depend upon the amount of detail required to
impress the audience. But whether you use the complete development
or only a part of it, the need step is exceedingly important in your talk;

for it is here that your subject is first definitely related to the needs and
desires of your listeners.

Satisfying the need: Presenting the solution

The solution or satisfaction step in a speech urging the adoption of a
policy has the purpose of getting your listeners to agree that the pro-
gram you propose is the correct one. Therefore, it consists of presenting
your proposed solution to the problem and proving this solution prac-
ticable and desirable. Five items are usually contained in a fully de-
veloped satisfaction step: (1) Statement—stating the attitude, belief, or
action you wish the audience to adopt. (2) Explanation—making sure that
your proposal is understood. (Often diagrams or charts are useful here.)
(3) Theoretical demonstmtion——showing by reasoning how the solution
you propose meets the need. (4) Reference to practical experience—supply-
ing examples to prove that the proposal has worked effectively where it
has been tried. (Use facts, figures, and the testimony of experts to
support this contention.) (5) Meeting objections—forestalling opposition
by answering any objections which might be raised against the proposal.

Just as certain items may at times be omitted from the need step,
s0 also may one or more of these phases be left out of the satisfaction
step if the situation warrants. Nor must the foregoing order always be
followed exactly. Occasionally, objections can best be met by dealing with
them as they arise in the minds of the listeners; in other situations, the
theoretical demonstration and reference to practical experience may
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be combined. If the satisfaction step is developed properly, however, at
its conclusion the audience will say, “Yes, you are right; this is a prac-
ticable and desirable solution to the problem you pointed out.”

Visualizing the results

The function of the visualization step is to intensify desire. It should
picture for the audience how conditions will be in the future (1) if the
policy you propose is adopted, or (2) if the policy you propose is not
adopted. Because it projects the thinking of the audience into the future,
it might just as correctly be called the “projection” step.

The projection aimed at in the visualization step may be accom-
plished in one of three ways: by the positive method, the negative method,
or the method of contrast.

The positive method. When using this method, you describe con-
ditions as they will be in the future if the solution you propose is carried
out. Make such a description vivid and concrete. Select a situation which
you are quite sure will arise. Then picture your listeners in that situa-
tion actually enjoying the conditions which your proposal will produce.

The negative method. This method describes conditions as they will
be in the future if your proposal is not carried out. It pictures for your
audience the evils or dangers which will arise from failure to follow your
advice. Select from the need step the most undesirable aspects of the
present situation, and show how these conditions will be aggravated if
your proposal is rejected.

The method of contrast. This method combines the two preceding
ones. The negative approach is used first, showing the disadvantages
accruing from failure to adopt your proposal; then the positive ap-
proach is used, showing the advantages accruing from its adoption.
Thus, the desirable situation is thrown into strong contrast with the

undesirable one.

Whichever method you use, remember that the visualization step
must stand the test of reality: the conditions you picture must be capable
of attainment. Moreover, they must be made vivid. Let your listeners
actually see themselves enjoying the advantages or suffering the evils
you describe. The more clearly you can depict the situation, the more
strongly the audience will react. The following excerpt, from a speech
urging use of fireproof materials in home building, exemplifies a visu-
alization step developed by the method of contrast.
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From a student speech by James Fulton
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