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ABSTRACT

The process of persuasion has received a great deal of scho-
larly attention, yet it remains today an inccmpletely under-
stood phencrmenon. One of the basic comronents of any at-
tempt at persuvasion is language. However, «ccmparatively
little research has been done tc determine whether certain
kinds of linguistic techniques might function to enhance the
persuasive impact of a message or, alternatively, whether it
is possible to identify specific 1linguistic features as
characteristic of the use of language to persuvade. Two stu-
dies which have attempted to address these questions exa-
mined the persuasive messages of television advertising.
The fact that toth studies examired cnly one type of persua-
sive message, however, leaves open the pcssibility that some
of the linguistic features found to characterize these nes-
sages might, in fact, be artifacts of advertising style as
opposed to characteristics ccmmcn to persuasive language
use.

This research was therefore undertaken to study the role
cf language in persuasion in two ways. First, it comprises
an attempt to refine our understanding of how language might
function in rpersuasion by examining relevant work from a

variety of disciplines both in terms c¢f theoretical ap-
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proaches to the rrocess and in terms of the actual linguis-
tic techniques which have been discussed as enhancing the
persuasive impact of a message. Seccnd, in order to test
the generalizability of the linguistic features found to
characterize persuasive language in television advertising,
a comparative study was undertaken. Here another grcugp of
televised messages for which persuasive intent cculd ke as-
sumed were examined to determine whether the linguistic ca-
tegories derived from television advertising could alsc be
found in ancther form of persuvasive language use. The mes-
sages used for comparison were comprised cf the promoticnal
segments of five television evangelists' kroadcasts. In the
subsequent analysis of these data it was found that many of
the linguistic techniques which had been identified as char-
acteristic of persuasive language in television advertising
also occurred in the speech of television evangelists. Some
of the categories set forth as exernplifying persuasive lan-
guage use, however, were nct found in the data. Those lin-
guistic techniques which were found in bcth types cf messag-
es were considered to 1lend =surrort to the previous
interpretations of these devices as characteristic of lan-
guage used tc fpersuade. With regard to those features not
found in the data, however, it could only be concluded that
they dc not necessarily correspcnd with persuasive intent.

The results of this study, while suggestive, are nct cocnclu-
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sive, They do, however, point to interesting questions
which might be pursued in future research. Some of these

are mentioned in the concluding portions of the study.

Examiners:
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Chapter I

INTRODUCTION

Persuasion is a topic which has interested scholars since
the time of Aristotle. Although it has received a variety
of definitions over the years, a ccmposite of the most conm-
mon meanings for the term would define persuasion as the
Frocess of inducing a voluntary change in scmeone's atti-
tudes, teliefs, or behaviour through the transmission of a
message (Bettinghaus, 1968; Anderson, 1978). This defini-
tion specifies that the change brcught about must ke volun-
tary so that vioclent and coercive meastres such as brain-
washing and torture are not considered instances of
persuasion, It addition, it might be mentioned that the
pre-eminent mearns for transmitting a persuasive message is
language. This is not to deny that gestures, music, and even
art might have a persuasive appeal, but rather to assert
that these channels are employed tc a much lesser degree and
that their role is generally secondary to the verkal ccugo-
nent which carries the message.

In human society, persuasion constitutes a non-viclent
means whereby conflicts and differences of opinion can be

resolved. Because of its <role in intergerscnal relaticns,
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it has even been considered by scme tc te the primary tocl
of civilizaticn (Bettinghaus, 1968). Yet, there is perhaps
today a tendency to consider persuasicn to be primarily an
instrument of such ventures as ccmmercial advertising cr
classical oratory. Such a cconcertualization overlooks the
fact that this process 1is alsc a normal part of everyday
conversation in which speakers regularly switch roles from
agent to recipient of persuasion. Rlthcugh the degree to
which someone wishes to persuade ancther during the course
of a conversation may vary greatly, persuasicn remains such
an integral part of normal discourse that it is difficult to
define parameters by which to distinguish it from the con-
versation in which it occurs (Anderscn, 1978).

The use of 1language to induce a volurtary change in the
recipient of a message occurs in many ccntexts. For exam-
ple, the psychotherapeutic interaction has been recognized
for over two decades now to constitute a persuasicn prccess
(Strong & Claiborn, 1982) . Within the dcmain of psychother-
apy, an extension of normal processes cf linguistic inter-
vention are also found 1in the use of language to induce
trances for clinical hypnosis (Watzlawick, 19738). In addi-
tion to the various interpersonal ccontexts that comprise
settings for persuasion, the mass media are also widely used
for this purpose. In the printed media, for examrle, news-

paper and magazine editorials as weldl as advertisements uti-
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lize language in attempts to persuade readers tc adcpt a foc-
sition or to buy a product. However, despite the imfpact cf
the printed word, it is still primarily through speech that
we communicate with one another, and the ever-increasing use
of the electronic media of radio and television promises, if
anything, to strengthen the dominant role cf spcken language
in our society (Anderson, 1978). Television, in rarticular,
provides a well-developed example cf the use of spoken lan-
guage for persuasive ends. In addition to the large scale
use of commercial advertising tc influence consumers, the
role of television in political persuasicn has reached a
point where in North America even a ccuntry's choice of na-
tional leader 1is now widely attributed +to his ability to
project the arpropriate image over this medium.

The fact that 1language is an integral part of virtually
any persuasive attempt raises the gquesticn of precisely how
this element enters into the fprccess. Mcst research done on
persuasion has tended to assume that the role cf language is
primarily a function of such ccntent factors as the nunter,
type, and arrangement of arguments presernted in suprort cf a
position. Recent work from a variety cf disciplines, hcwev-
er, has begun to demonstrate the fpctential of other aspects
of language use for enhancing the persuasive impact cf a
message. Of rarticular interest in this regard is the use

of 1linguistic techniques to «convey imrlicit information,
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since it has been found that verbal informaticn is processed
not only in terms of that which 1is exrplicitly stated but
also in terms of that which is imrplied. Unfortunately, most
of the work which bears on the question of how language it-
self might affect the persuasive impact cf a message has not
come from the field of persuasion research directly. Rath-
er, current knowledge about the effects of language on the
thoughts or fperceptions c¢f recirients of a message has
largely been the result of work cn related processes suct as
those found in psychotherapy and hyrnosis, as well as gener-
al linguistic analyses of the manipulative or deceptive
technijues used in various kinds cf communication today.

Exceptions to this trend, however, can be fcund in the
research of Rcbin Lakoff (1981) and Michael Geis (1€€2).
Both studies were conducted to determine what linguistic
features might characterize persuasive discourse by exanmin-
ing the language used in one of the most overt forms of per-
suasion, television advertising. An essential assumption
underlying this work was that television advertising is
largely successful in persuading viewers tc buy the products
advertised. Consequently, actual features found to charac-
terize this type of language use were discussed in terms of
how they might function to enhance the persuasive impact of
the message. One possibility not considered in these stu-

dies, however, was that the linguistic categories isolated
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might not all constitute persuasive language as such, but
might rather reflect peculiarites in the register of adver-
tising English. That is, the fact that both studies fo-
cussed specifically on one type of fersuasive message leaves
open the possibility that at 1least some of the linguistic
techni ques found to <characterize this fcrm c¢cf [persuacsion
might be artifacts of advertising style as opposed to actual
enhancers of the process. If these same techniques were
also found to characterize other tyres of persuasive messag-
es, however, this would lend support tc Geis' and Lakcff's

interpretation of their role in fersuvasive communication.

1.1  STATEMENT OF PURPOSE

The purpose of the present study is two-fcld. First, it
comprises an attempt to refine our urderstanding of the role
of language in the persuasion process by examining the rele-
vant literature from a variety c¢f disciplines both in terms
of theoretical approaches to persuasion and in terms of the
actual lingquistic devices discussed as enhancing the persua-
sive impact of a message. Second, in crder to test the cen-
eralizability of the linguistic features found by Iakoff and
Geis to characterize the persuasive lanquage o¢f televisicn
advertising, a comparative study has been undertaken utiliz-
ing another group of televised messages for which fersuacsive

intent could lte assuned. The messages chosen for this fpur-



6
pose were taken from the broadcasts cf televisicn evange-
lists. The study, then, ccmfprises an examination cf the
promotional segments of these broadcasts to determine if the
linguistic features isolated by Lakoff and Geis with recard
to television advertising can alsoc be found in another form

of language used to persuade.



Chapter II

LITERATUBE SEARCH

2.1  TEEOBETICAL APPROACHES TO PERSUASICN

There 1is currently no generally accepted theory which
deals with the process of persuasion (Himmelfark & Eagly,
1974; Reardon, 1981). BHowever, a considerable amount of
conceptual work has been done to attempt to account for what
is involved in the process of bringing about a voluntary
change in the cognitions or behaviour o¢f the recipient cf a
message. Much of this work has focussed specifically on the
cognitive processes involved, but scme has attempted to ad-
dress the issue from a 1linguistic perspective, 1in terms of
how language itself might contribute to the persuasion fro-
cess.

This secticn will, therefore, ccmprise a somewhat eclec-
tic search of the literature for thecretical work which
bears on the issue of what is invclved in persuasion, toth
from a cognitive and a linguistic perspective. In particu-
lar, it is designed to address the cuestion of how language
enters into this process. To begin, a scmewhat historical
survey of models which have dcminated work in this area for

the past several decades will be conducted, fcllcwing wtich
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the discussion will proceed to ar examination of more recent
theoretical approaches which deal specifically with the 1cle
of 1language in influencing someone's thoughts or percep-

tions.

2.1.1 Process MNodels

With regard to the necessary and sufficient conditions
for persuasion to occur, it is generally agreed that the si-
tuation must have three essential ccmponents: a source or
speaker, a message, and a recipient cr hearer. Beyond tlis,
however, the process by which one ferscn can induce a volun-
tary change 1in one or more feofle remains an incompletely
understood phenomenon.

In recent history, by far the largest proportion of
theoretical and experimental work cn [fersuasicn has come
from the field of social psycholcgy under the heading of At-

titude Formation and Change Research. Work in this field

began in the early 20th century and received a large Lcost
during World War II when the United States Army sponsored
massive research programs to investigate propaganda and fer-
suasion., Even after the war, this remained an area of live-
ly interest, generating a large numker of studies and a var-
iety of theoretical models. It is said that research
reached its peak in the 1950's and early 1960's, bLut a

(non-exhaustive) search of the 1literature reported in 1672
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that over 750 articles had been published on this topic in
the preceding two-and-a-half year [periocd (Himmelfarb & EFag-
ly, 1974). Generally, this research has focussed on the
construct attitude as that which is changed in persuasion.
The conceptual definition of this ccnstruct has varied so-
mewhat over the course of these investigations Lkut most cen-
erally accepted definitions have viewed attitudes as similar
to beliefs except in that attitudes have an evaluative, af-
fective component which beliefs dc nct. For exanple, a re-
presentative social psychology text by Krech and Crutchfield
defined a belief as an "enduring organization of perceptions
and cognitions about some aspect of the individualt*s worlgd",
while attitudes were defined as an "enduring organizaticn of
motivational, emotional, perceptual and cognitive frocesses
with respect to scme aspect of the individuval's world" (Eim-
melfarb & Eagly, 1974, p.5). By this definition, the two
constructs differ only in that beliefs are affectively reu-
tral, while attitudes contain an emotiocnal, motivaticnal
component. Cther definitions have focussed wmcre cn the
evaluative nature of attitudes. For example, Katz & Stot-
land defined an attitude as "a tendency cr predispositicr to
evaluate an object or symbcl cf that cbject in a certain
way" (Himmelfarb & Fagly, 1974, p.6). Attitudes are furtter
defined as containing three essential components: a cocni-

tive (thought) ccmponent, an affective (feeling) component,
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and a behavioural component which comes intc play when a
person is actually engaged in some acticn with regard tc the
attitude object.

Theoretical models generated to account fcr the prccess
of attitude formation and change may be described as falling
roughly into four groups: cognitive ccnsistency theories,
learning theory, social Jjudgment theory, and functional
theories. While details of individual mcdels within any of
these groups often vary considerably, the models still tend
to follow one of the above frameworks.! For example, cocgni-
tive consistency theories essentially work on a drive-reduc-
tion model of behaviour, asserting that it is unpleasant for
a person to rmaintain inconsistencies between related rte-
liefs, knowledge, or evaluations. The discomfort which such
inconsistency trings to an individual will motivate him to
reduce these inconsistencies, notakly by changing his atti-
tudes.

The learning theory approaches, c¢n the other hand, ccn-
prise attempts to generalize the learning paradigms devel-
oped in other areas of psychology to the study of attitude
formation and change. However, just as there is considera-
ble debate among learning theorists about the various ccn-

ceptualizations of the learning rrocess, so is there a var-

1 This analysis of persuasion theory and the summaries wkich
follow are taken largely from the discussion presented in
Himmelfarb & Eagly, 1974.
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iety of approaches, =each based cn scme individual learmning
theory, to the study of attitude formaticn. The questicr of
how existent attitudes might be changed, however, has gener-
ally not received much attention within this framework.

The third group, social judgment theories, view attitude
change as a function of those attitudes already held by an
individual. These existing attitudes can then serve as a
sort of reference point by which to evaluate new information
or persuasive appeals. Within this framework it is assumed
that related stimuli can be ordered arcund this reference
point or "anchor" and subsequently Le described in terms of
distance or discrepancy frcm it. The person is seen as hav-
ing areas or "latitudes"™ of acceptance, rejecticn, or ron-
commitment. Any persuasive aprpeal must fall within one of
these latitudes, which, in turn, determines whether the new
attitude will ke accepted or rejected. It is predicted that
attitude change will occur when a message falls in the ac-
ceptance range, and that the change will be greatest when
the message falls on the outer limits of this range, or ros-
sibly just at the beginning cf the latitude of rejection.

Functional theories differ frcm the cther tyres in that
attitudes here are related to the motivational function they
hold for an individual. This is to account for the fact
that people may both hold attitudes and change them fcr a

variety of reasons; so that the same communication can have
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a profoundly different effect, dependirg cn what role the
attitude being challenged has for the individual. Examples
of functions that attitudes may serve include the instrumen-
tal function of gaining reward and avoiding runishment, the
knowledge functicn, and the ego-defensive function.

The foregoing has been a very btrief cverview of the gen-
eral theoretical perspectives which have tended to dominate
the bulk of work done in the one discifpline most ccncerned
with the process of persuasion.2 All of these general models
have suffered a decline over the past decade, however, since
enpirical research has shown them each to be lacking in scme
fundamental way. In most cases 1t was discovered that the
theory either could not be generalized or that it applied to
a very limited base of phenomena which further research has
often tended to shrink even more. In a fevw cases the thkeo-
ries "never generated enmnpirical research programs of any
scope", a fact which is considered tc raise "serious ques-
tions about their ability to 1lirk to empirical phenomena®
(Himmelfarb & Eagly, 1974, p. 598).

Consequently, recent research in social psychology has
tended to be comprised of a findings-oriented search for va-
riables that might influence the persuasicn fprocess. Ttere

is presently a preponderance of limited-range theories, e€ach

2 For a detailed discussion of irdividual models within
these groups see Himmelfarbh & Eagly, 1974, and Reardon,
1981.
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of which seeks to explain some swmall aspect of the process
of attitude change, but no general framework tc account for
the process as a whole.

In a comprehensive review of past wcrk cn rpersuasicn,
Reardon (1981) suggests that, given current knowledge in the
field, any adequate model for fpersvasion in the future will
require a shift in conceptualizaticn of the prccess, away
from the common view that persuasicn 1is something done to a
passive recipient. Rather, it is asserted that such a mcdel
must take into account the fact that the recipient of a mes-
sage plays an active role in his cwn persuasion as well as
the effects of context in determining the success of any
rersuasive attempt.

In all of these process models, however, an account of
the role of language in persuasion is conspicuous in its ab-
sence. Despite a general reccgriticn of the message as one
of the three essential components of persuasion, it wculd
appear that most theoretical explanaticns of the process are
content to assume that language is simply a means by wtich
to convey information, with no inherent effect on the pro-
cess itself. As will be demonstrated in suksequent sec-
tions, however, this view of language is not necessarily

shared by other disciplines.
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2.1.2 The Comstruct "World Image"

Scme of the difficulties encountered by social psychclo-
gists studying persuasion over the past few decades also
raise the question of whether the mental construct attitude
is appropriate or sufficient, or whether perhaps the process
of persuasion might have to do with a krcader aspect «cf a
person's cognitive make-urg.

One construct which is mentioned frequently in the 1liter-
ature discussing the use of lanquage to tring akout a change
in another person is that of world image. Essentially, this
refers to the conception of reality which every person de-
velops through his experiences, his interpretaticns of ttose
experiences, and his subsequent ascriptions of value to the
things in his world. As every person's experiences are uni-
que, so is every person's world image, though individuals
from similar social or cultural kackgrcunds will generally
share many elements of their respective world images. Ne-
vertheless, one's vworld image serves as a scrt cf mag cr
guide by which to interpret new experiences, and also a fil-

ter which colours one's percerticns of the world (Bandler &

Grinder, 1975; wWatzlawick, 1978).3

3 This concept is also referred tc as habitual frames of re-
ference (Erickson et al., 1976); theory of reality (Fcwler

et. al., 1979); world-view (Anderson, 1978; Fowler &
Kress, 1979); sense/ideational field (Lecont'ev, 1977);

version of reality (Reardon, 1981).
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The essential difference between the ccnstruct world im-

age and what has been defined as attitudes seems tc be cne

of scope. World image is a mcsaic of interccnnected teliefs

and associations which tcgether fcrm a cohesive Lkody that
cannot be analyzed into discrete ccrpcnent parts. It is for
this reason that it is suggested Ly some that any effort to
persuade scmecne to adopt a new perspective on an issue, oOr
to behave 1in a way that he would not ctherwise have done
must address this fundamental wcrld image in order for the
change to be voluntary (cf. especially Lecnt'ev, 1977; Watz-

lawick, 1978).

2.%:3 World Image as a Right Hemisrhere Function

The construct world image is utilized in a mcdel devel-

oped by Watzlawick (1978) +toc acccunt for the effective use
of language in psychotherapy - a tyfre of linguistic interac-
tion which has been recognized for over two decades now as a
form of persuasion (Strong & Claiborn, 1682). Essentially,
the model is based on the striking similarities found tet-
ween the cognitive processes required to develor a world im-
age and the particular functicns for which the right hemis-
phere of the brain is specialized. Tc explain, it has keen
established through research intc hemispheric asymmetry,
that the two hemispheres of the krain function very diffe-

rently: the left hemisphere is srecialized for logical and
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analytical processes and such skills as are required for ar-
ithmetic problem solving and language use, while the right
hemisphere functions in the holistic grasping of complex re-
lationships, patterns, and configuraticns wutilizing =such
skills as synthesis and integraticn (Springer & Deutsch,
1981; Watzlawick, 1978). Since a perscn's world image 1is
comprised of a complex synthesis of his experiences and in-
terpretations thereof, this mcdel suggests that the develop-
ment of a world image 1is essentially a right hemisghere
function. The specialized skills cf the left hemisphere are
subsequently utilized in the rationalization cf this Lasic
image which it analyzes intc ccmpcnent rarts, making con-
crete the concepts and images it contains, and finally draw-
ing seemingly inescapable conclusicns based on the analysis.
This rationalization, once estalbklisted, Lbecomes self-verify-
ing so that the original image is nct gquestioned, but any
contradictory input simply leads tc a further elaboration
and refinement of the analysis by the 1left hemisphere.
Thus, by this model, the goal cf bringing about a change in
someone's world image would be greatly facilitated if one
could somehow bypass these left hemisphere functions. How-
ever, the fact that the left henmisphere is also far more
specialized for lanquage processing than the right makes
this particularly difficult to acccmplish by verkal means.

Yet the right hemisphere does have scme verbal akilities and
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the two hemispheres are also kncwn tc function independently
to a certain extent, suggesting that it might, in fact, te
possible to use language in such a way as to address specif-
ically one or the other henmisrphere. According to this mo-
del, then, in order to bypass the linguistically dominant
left hemisphere one would wuse linguistic structures which
are difficult to process analytically, thereby blocking
these <cognitive functions - characteristic of left heni-
sphere processing - and allowing the =tight hemisphere or
world image tc be accessed. It is suggested that communica-
tion with the right hemisphere <can ke facilated through the
use of various 1linguistic devices such as metaphor, apho-
risms, condensations, rhyme, and rhythm which resemble right
hemisphere functioning more than mcst types of language use.
Essentially, however, the important feature ¢f language de-
signed to effect <change in this model is the use cf evcca-
tive language to stimulate the hearer's mental participation
in experiencing a new perspective which can then be inccrfo-
rated into the existing complex which ccmprises his world
image.

It might be mentioned that the farticular structures dis-
cussed by Watzlawick as means tc circumvent the left hemi-
sphere are alsc used to a large extent in the induction of
hypnotic trance. 1In the literature on the language cf clin-

ical hypnosis, however, they are discussed as means by which
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to bypass the conscious mind and temporarily susrend hakitu-
al mental patterns, making it rcssible for the patient to
experience new patterns of asscciaticn at the unconscious
level which in turn will enable him to reevaluate thcse fre-
vious interpretations of his exfperiences which have presuma-
bly left him ill-equipped to deal with the world (Erickscn,

et. al., 1976). Thus, the terms ccnscious and unconscious

as they are used in hyrnosis are analogous in function to
the left and right hemisphere in Watzlawick's model (Watz-

lawick, 1978).

2.1.4 Linguistic Relativity Revisited

The relationship between language and the mind is also
being explored in work stemming frcm a more linguistic or-
ientation. For example, a growing body of 1literature is
springing up around the thesis that the structure of a lan-
guage influences the thought of its speakers (Blccm, 13981;
Fowler & Kress, 1979; Kress & Hodge, 1979). This idea was
first popularized in the early part of this century as the
Sapir-Wwhorf Hypothesis of 1Linguistic Relativity Lkut fell
into disrepute when scme of the strcng interpretations of
this theory were shown to Dbe patently unsupportakble. Scme
recent work, however, has begun to suggest the possibility
that parts of the theory might have been rejected premature-

ly. One particularly cogent work in suprort of this thesis
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(Bloom, 1981) demonstrates that the rresence or absence of
linguistic structures by which tc exrress the more abstract
reasoning processes can either facilitate or inhikit a lan-
guage group's ability to use that frccess. Through the use
of experiments, surveys and anecdotal information, Elcom
shows that monclingual speakers cf Chinese and English édif-
fer substantially in their ability tc use cognitive process-
es for which only one of the languages has the correspornding
structures. A case in point is the use of counterfactuals;
statements in the form of If X had been the case, then Y

would have happened. Chinese does not have a straightfor-

ward way in which to express this tyfpe of reasoning, and
monolingual speakers of Chinese found it a great deal more
difficult to fcllow a relatively ccmplex line of reasoning
in that mode than did English speakers.

Fowler and Kress (1979) argue that the principle of lin-
guistic influence on thought holds, not cnly across languag-
es, but also within any given language. That is to s=ay,
language can influence thought nct cnly through the things
which it is possible to express, tut alsc through the parti-
cular structures utilized given the choices available in a
language. This means, for example, that the linguistic form
used to present events through the media and other social
institutions can, in fact, 1influence the way that tlese

events are perceived by the recipiernts cf these coammunica-
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tions. The recounting of such events through language in-
volves a choice cf lexical items and syntactic structures
from an infinite array of possibilities which is not arbi-
trary. It is, rather, a systematic selection process deter-
mined by the world image of the scurce of the communication.
While Fowler and Kress do not suggest that such choices are
necessarily made consciously, they do maintain that the re-
sults of this selection process ccnvey information about the
world image of the speaker and also influence - in suktle
ways - the recipient's understanding of the subject of com-
manication. It should be noted, however, that this infcima-
tive selection process occurs in every instance of language
use, since it derives from one of the Lasic principles of
language; namely, that language provides speakers with the
possibility of constructing an infinite array of criginal
sentences which are not only grammatically correct but also
comprehensible to other speakers of the language. According
to Fowler and Kress, the effects <¢f this process in mass
comnunications such as news reporting can include maintain-
ing the existing social order by casting events in a light
which is ccnscnant with the views held by those in power.
Yet, the subtlety of the process ky which a bias is conveyed
through overtly factual information makes it difficult to
detect and therefore difficult tc ccunterargue or object on

the part of the recipients. Note that it is not only what
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one says but also informaticn deleted that creates the irmage
conveyed.

To demonstrate this process, Fcwler et al. (1979) con-
ducted a ccmparative examination of different newspaper ac-<
counts of the same events. Despite the fact that these ar-
ticles were not editorials, and had every appearance of
ordinary factual reporting, they differed considerably from
one another in the image conveyed of the event. By conduct-
ing an examination of such factors as lexical choice, terse,
and transformations used, Fowler et al. demcnstrated that it
was possible to infer a great deal about the perspective
from which each report was written even though it was osten-

sibly an unbkiased, factual account.

2.1.5  Speech Act Theory

Another perspective on the use of language for rpersuasion
can be found in the literature cf speech act theory. Eere
language is studied in terms of how speakers use it to per-
form actions over and above the sinple statement of a propo-
sition. Taken in this light, it has been found that one of
the most salient features of persuasion migkt, in fact, be
how difficult it is to distinguish frcm cther types of acts
for which language is used.

In the initial formulation of the <classificaticn systenm

of speech act analysis, persuasicn was considered to be one
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type of perlocutionary act, where perlocutionary sreech acts
were defined as those which intrinsically involve a particu-
lar response from the hearer (Rustin, 1962). Such speech
acts were contrasted with another major class, illocutionary
acts, which did not necessarily require such a response, and
which could be performed with an asserticn containing a verb
which stated what the act was. For examrle, to perform the
illocutionary act of promising, it is fpossible simply to

state to someone I (hereby) rrcmise you that X and the act

is successfully completed as socn as the hearer understands
that the speaker intended tc make a [frcmise. Cne cannot,

however, say I hereby persuade you that X to perform the act

of persuading. Similarly, other ©perlocuticnary acts such
as startling, ampusing, and ipsulting camnnot be performed
in this way. Another criterion fcr the differentiation of
illocutionary and perlocutionary speech acts 1is that in re-

porting an illocutionary act cne could say In saying X I did

Y (e.g., In saying "I'll be home at ten", I made a promise),

whereas for perlocutionary acts it would be mcre appropriate

to say By saying X I did Y (e.g., By saying "Brown is a

known felon" I persuaded him (tc vcte for Jones)) .

—me——, m=S e

Work which followed Austin's irnitial classificaticn cf
illocutionary and perlocutionary acts, hcwever, showed this
system to be problematic for several reasons. First, the

fact that there is no way to guarantee that a hearer will
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respond in any particular way to an utterance makes it dif-
ficult to develop a system of rules for what may constitute
a perlocutionary act, since the intention to secure a spe-
cific response 1in no way assures success in the attenrt.
Second, contrary to the commcnly accepted definition of
speech acts, persuasion does not generally occur thrcugh the
production of cne utterance alocne. Rather, a speaker might
attempt to persuade his audience of something through a ser-
ies of utterances including rerhafs =some combination of
premises, supporting arguments, ccnclusions, and even sug-
gestions. That is, the perlocutionary act of persuading may
cften consist of a sequence of illccuticnary speech acts,
which, when taken together have the underlying intention of
persuading, even though ncne of them alcne could be aprro-
priately described as comprising that act. Furthermcre,
although the illocutionary acts ccmnprising a persuasive at-
tempt might all be successfully performed in that the hearer
understands what the speaker intended each utterance to be,
this still does not ensure that the hearer will be rperscad-
ed. Thus, it was decided to abandon the noticn cf "perlccu-
tionary act" altogether since it did nct seem possible to
specify the necessary and sufficient ccnditions for tteir
successful performance (Searle, 196¢ . This meant that per-
suading could no 1longer be considered a distinct act to be

performed by a speaker. Instead, speech act theory came to
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consider persuasicn as one of a variety of perlocuticnary
effects which might be obtained thrcugh the performance of
illocutionary acts, but over which the speaker could not be
considered to have any real control. One could therefore
speak of perlccutionary intenticns and perlocutionary ef-
fects of a speech act, but not of perlccutionary acts as
such, since intentions and effects bear no consistent rela-
tionship to one another by which to define the act.

Some recent work has been done tc attempt to revive the

notion of perlocutionary act by fcrmulating constitutive

rules which take into account the securing of an appropriate
response from the hearer as a cocndition for the successful
completion of the act (Gaines, 1979). There have also fkeen
some attempts to analyze sequences c¢f utterances as indivi-
dual units comprising distinct acts (Ferrara, 1980; Hcld-
croft, 1979; Fotion, 1971). Although these approaches to
discourse analysis have intriguing implications for the sta-
tus of persuasion in speech act thecry, they have not gerer-
ally been taken up in work in speech act analysis. At rre-
sent, the use of 1language to persuade continues to be
considered primarily as a ccnsequential effect rather than
an act which speakers perform. Therefore, by this arnalysis,
the only way to identify persuasicn is by referring in re-
trospect to the effect which an utterance or grcur of utter-

ances has had upon the hearer.
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2.1.6 Summary

Although the topic of [persuasicn has received a great
deal of scholarly attention, the ccmplexity of the process
is attested to in both the variety and number of prccess mo-
dels put forth, none of which has yet been able to account
for even a major portion of the experimental results of rer-
suasion research. Among the shcrtccmings of these models is
a failure to recognize the recirient as an active partici-
pant in his own persuasion or the impact that contextual
factors and language itself might have on the process. The
role of language is, however, discussed in a model develcped
to account for the persuasion that occurs in therapeutic
discourse. This model utilizes the broader construct scrld
image in conjunction with recent develcrments in cur under-
standing of how the brain functions to suggest that language
can enhance the persuasive impact of a message Lty bleccking
the analytical cognitive processes characteristic of 1left
hemisphere functioning, thereby enakling the wcrld image to
be accessed and influenced directly.

The thesis that linguistic structure can have an imfact
on thought has also found support in recent work in linguis-
EicE Although no attempt is made to srecify the cognitive
processes inveclved, it is suggested that linguistic process-
ing takes into account the informaticn which is inherent in

the structures used to convey a message. The implicit na-
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ture of such infcrmation, moreover, increases the likelitood
that it will escape the attention of the recipient of a com-
munication, thereby enhancing the potertial pcwer of this
aspect of language use to influence the recipient's perspec-
tive. While the use of structures which convey additicral,
implicit information is commen tc all tyres of language use,
it nevertheless represents one subtle means which can be
used intentionally to manipulate the hearer's percegticns of
the subject under discussion.

In speech act theory, one major result of examining fer-
suasion frcm a linguistic perspective has been the realiza-
tion that a speaker's intentions with regard to his utter-
ance and the actual response he obtains from the hearer can
be widely disparate. Largely for this reason, persuasicn
has come to be defined in this literature as both an inten-
tion and an effect of language use but not a definakle act.

2.2 TEE ROLE OF LANGUAGE IN THE PERSUASION PROCESS

As demonstrated in the preceding section, there is some
basis in theory for the viewv that language itself, in the
way that a message is composed, can have an impact on fper-
suasion. In this section, work from a variety cf related
disciplines will be surveyed to determine what kinds of lin-
guistic techniques might contribute to this effect. Wkile

some of this work has focussed cn the relationship ketween
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language and persuasion directly, much of the information
relating to this question derives from aralyses of how lan-
guage itself is processed by recirients of a message, toth
in regular 1linguistic communication and in the specialized

use of language for trance inducticn in psychotheragy.

2.2.1  Experimental Fimndings

Experimental studies ccnducted to determine the fpersua-
sive effect o¢f different message characteristics have fro-
duced a variety of results of which perhaps the most salient
one has heen to demonstrate the ccmplexity of the persuasion
process (Reardon, 1981). Since most c¢f this work has not
focussed on language per se, but rather on the effects of
such factors as number, type, and arrangement of supporting
argumentation, the results of this wcrk are of limited rele-
vance to the question of how language itself might affect
persuasion. Nevertheless, it right be mentioned that in
these experiments the effects of variaticns on arqument type
and number were denerally fcund to depend to a significant
degree on various characteristics cf the source and reci-
pient of the message. Included among these interacting fac-
tors are such things as the number of recipierts sharing the
final decision bacsed on the message and the number of inde-
pendent sources presenting arguments in suppcrt of a fcsi-

tion (Harkins & Petty, 1981), prior disposition of the reci-
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pient toward the source and topic (Anderson, 1978) and
whether or not the recipient's expectations with regarc¢ to
the message are ccnfirmed (Mcntgcmery & Burgoon, 1977).

At least one linguistic technique has also been found to
interact with receiver characteristics in determining the
persuasive impact of a message. This is the use cf rhetcri-
cal guestions. Here it was disccvered that the use of this
device had completely opposite effects depending on whether
the recipient of the message had a high cr low level of per-
sonal involvement in the subject of the communication (Petty
et al., 1981). These effects were explained by referring to
the fact that other experiments have shown that the decree
to which a recipient is personally ccncerned with the con-
tent of a message will affect the type of cognitive process-
ing strategy that he uses to evaluate the arguments present-
ed to him (Chaiken, 1980; Harkins & Petty, 1981). Pectle
with a high level of persomal invclvement in a topic tend to
pay closer attention and base their decision primarily on
such factors as the number and quality of the arguments fre-
sented in the message, whereas relatively uninvolved reci-
pients of a persuasive message tend to use a more heuristic
strategy, for example, utilizing such features as source ex-
pertise and likability more than the logical merit or nurmber
of supporting arguments in deciding whether to change their

position (Chaiken, 1980). In the case of rhetorical gques-
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tions, then, high-involvement subjects actually found the
use of this type of gquestion distracting, making them less
sensitive to the quality of arqumentation than they were
when the same arqguments were presented as asserticns. Low=-
involvement subjects, however, shcwed greater sensitivity to
the quality of argumentation when the message contained rhe-
torical questions than when it did nct. This effect was ex-
plained by the fact that rhetorical gquestions essentially
ask the hearer to think about the topic, thereky increasing
the level of message-based thought for lcw-involvement sub-
jects, a processing strategy which they would not norrmally
have engaged in to the same degree (Petty et al., 19¢81).

Some experimental work has been conducted specifically to
determine whether <certain linguistic devices or stylistic
features might have an impact cn fersuasion. Unfortunately,
this research has generally suffered frcm a lack cf comgar-
ability between operaticnal definiticns of the variatles
studied, resulting in findings which have tended to be mixed
and difficult to interpret in relaticn to one another (Fear-
don, 1981). Thus, while there is some evidence to indicate
that metaphor and simile enhance the fpersuasive impact cf a
message (Reinsch, 1977), a series of experiments conducted
to test the effects of other stylistic features failed to
uncover any consistent effects of message style on persua-

sion (Sandell, 1977). One consistent result of researct on
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the effect of linguistic style, however, has been to show
that the persuasive impact of a message is affected by style
insofar as the style of the message is fperceived Ly the re-
cipient to be similar to his cwn (Giles and Powesland, 1€73;
Sandell, 1977). Thus, it has been found, for example, that
even though speakers with a standard (prestige) accent are
generally accorded more credibility and their arguments are
judged to be more sound, a recipient with a non-standard ac-
cent will still be more persuaded by a message delivered in
the register which most closely resembles his own (Giles &

Powesland, 1975).

2.2.2 Information Processimg and Persuasion

Much of the recent experimental work which bears on the
issue of how message characteristics might enhance persua-
sion has stemmed from a current interest in infcrmation fpro-
cessing as an adjunct to the use of language to persuade
(Reardon, 1981). Here it has been found that recipients of
verbal messages can employ what might be called different
levels of prcocessing. That is, the meanings which individu-
als derive from any given message can vary from a relatively
shallow comprehension of only that which is directly assert-
ed to the deeper levels of understanding that result when a
hearer utilizes his knowledge of the wcrld to infer proposi-

tions which are implied though not stated in a message (Mo-
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naco & Harris, 1978). In experimental settings it has Leen
found that this depth of processing can be manipulated to a
certain extent through task instructions. However, in the
absence of such instructions, subjects characteristically
infer not only logically implied fprorositions but also addi-
tional information which their past experience or background
knowledge suggest as probable interpretaticns (Harris & Mo-
naco, 1978). For example, a =sentence such as The novice

skater tripped on the ice might be interpreted as including

the proposition the skater fell even though this is not a

nece ssary conseguence of the original sentence. Such infer-
ences, once made, are then stored in memory together with
the explicitly stated informaticr, so that in recogniticn or
cued recall tasks people do not tend tc differentiate Let-
ween the two types of material (Masson & RAlexander, 1981;
Thorniyke, 1976) . Furthermore, it has been fcund that when-
ever individuals do use inferences, this level of processing
actually improves memory for the material presented (Monaco
E.Harris, 1978). The impact of implicit informaticn in 1lan-
guage processing has also been demcnstrated in a study con-
ducted by Greene et al. (1982) in which subjects were warned
either before or after presentation of a message that it
might contain misleading informaticn. Here it was found
that subjects who were warned prior tc receipt of the rmes-

sage tended to read it moeore carefully and thereby increased
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their resistance to the misleadirg infcrmaticn slightly.
When the warning was given after the message, however, it
did not serve to increase resistance at all. These findings
also add evidence in support of the view that implied infor-
mation is encoded into memory during the initial processing
of a message.

A particularly dramatic example cf the impact of implicit
information on verbal information prccessing was provided in
two experiments conducted to determine the effect of such
inforggtion contained in gquestions regarding an event which
was already in the subjects' memcry (Loftus & Palmer, 1S74).
In these experiments subjects were shown a film of an auto-
mobile accident and then questioned akcut events in the
film. It was found that thcse subjects who were questioned
with sentences using the verb smash tended toc estimate that
the cars were travelling at higlter speeds than thcse wltose
questions contained bump or hit. Furthermore, a week later,
this first group was more likely tc report having seen kro-
ken glass even though there was ncne in the film. Such
findings attest to the importance of implicit informaticr in
the processing of lanquage, as well as the impact that such

information can have on memory, even retroactively.
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2.2.3 The Language of Clinical Hyfrnosis

The persuasive power of implicit information conveyed
through language is well-documented in the literature of
clinical hypncsis (Bandler & Grinder, 1975; Erickson et al.,
1976; Grinder & Bandler 1981; Grinder, et al., 1977). In
fact, a great deal of work in this area has concentrated
specifically on elucidating the means provided by language
to convey information indirectly, to make implications as
opposed to explicit assertions. In trance induction, the
use of indirect forms of speech is seen as a way to byrass
the hearer's conscious resistance tc implied assertions and
suggestions while at the same time engaging his active far-
ticipation in the communicaticn by inviting him to iaterfpret
unspecified information in a way that is perscnally relevant
to him. While this is a highly simplified account of what
actually occurs in hypnosis, the result of the systematic
use of normal patterns of indirect speech is that the hearer
will eventually come to focus his attenticn inward, much as
we all do in daydreaming, to the extent that he is no longer
aware of the world around him or ccnsciocusly directing his
own thoughts. When this occurs, the hearer is said to be in
a trance state. In hypnosis, this state is ccnsidered tc be
particularly useful for psychctherapy because it essentially
frees the individual from the constraints of the habitual

patterns of thought that characterize his normal, conscious
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mental processes. Since the proklems cf peorle seeking fsy-
chotherapy are often 1impossible to resolve within the con-
fines of what are essentially "errcneots mental sets and
limi ted frames of reference" (Erickson et al., 1976), the
induction of trance provides a rmeans whereby the individual
can be 1led to experience new ratterns of association and
consequently new approaches to problems that would have Leen
insurmountable within the confines cf his existing world im-
age.

It might be mentioned here that the trance state is not
unique to hypnosis. It is, in fact, a state which everycne
experiences naturally from time tc time, often during mo-
ments of inner reverie or daydreaming, times when one is so
Freoccupied in thought that actions beccme virtually acvto-
matic. VWhat is interesting about trance in hypnosis, howev-
er, 1is the fac£ that a state in which bcth ccnscicus atten-
tion and its consequent, conscicus, vcluntary control are
suspended, <can be induced in a hearer strictly through the
instrumental use of language. Yet, from the work done by
the renowned clinical hypnotist, Miltcn Erickson (Erickson
et al., 1976), as well as other studies of the language used
to induce trance (Bandler & Grinder, 1975; Gindhart, 1981;
Grinder et al., 1977), it is clear that the language useé¢ in

hypnosis does not consist of incantaticns or mystical devic-

es. Rather, it is comprised of a systematic and princirled
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selection of ncrmal conversational struc tures and linguistic
devices. Furthermore, similar prccesses are also used in
some forms of psychotherapy (Grirder et al., 1977; Watzlaw-
ick, 1978) and, much less systematically, in crdinary disc-
ourse (Erickson et al., 1976). Generally, the feature that
makes the use of language in hyrncsis tnique is the rela-
tively high proportion of structures that permit multirle
meanings to ke derived, and devices by which information can
be conveyed indirectly or implicitly. According to Erick-
son, the choice of how to exrress cneself in trance induc-
tion is based on two essential principles: 1. say what you
wish to say as indirectly as fossible; and 2. speak as much
as possible in the style of the rperscn you are addressing
(Erickson et al., 1976). In this way it is said that ccns-
cious resistance to information which can only be inferred
is minimized, while the subjective sense cf comfort and be-
ing understood is maximized.

The second principle, matching one's style to that of the
hearer, 1is used not only in hypnctherapy, but also in some
forms of regular psychotherapy (Watzlawick, 1978). It in-
volves a careful observation of the forms of expression that
characterize a person's speech. For example, it seems that
people tend to favour certain sensory mecdalities in tteir
perceptual processing of the world and that this is general-

ly reflected in their lanquage (Eandler & Grinder, 1976).
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Thus, a person who attends more clcsely to his visual fer-
ceptual channels may tend to use terms and expressions that
relate to this modality, such as I see what you mean, that's

—_—— ——— -

very clear or try to picture this. In addition to the visu-

al modality, there are also the auditocry and kinesthetic mo-
dalities that can be reflected in a perscn's chcice of ex-
pression. The psychctherageutic techni jue entitled

Neuro-linquistic programming, which has borrowed heavily

from studies of the language used in hyrnosis, wutilizes -
among other +things - an awareness of the expressions that
reflect the dominant sensory modality of the client to en-
hance the level of communication between him and the thera-
Fist (Grinder & Bandler, 1981).

A final pcint which might be mentioned about hypnosis be-
fore proceeding with a discussicn of the actual linguistic
devices used to induce trance 1is that the successful incuc-
tion of trance is said to be rredicated to a considerable
degree on the hypnotist's ability to ccnfuse the cliert's
conscious cognitive processes (Erickson et al., 1976). <Some
techniques, such as the use of logical paradox, are desicned
specifically for this end, but many of the indirect forms cf
expression used also constitute attempts to keep the client
somewhat confused.

Among the actual 1linguistic devices commonly used for

hypnosis, some are designed specifically tc stimulate the
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active participatcn of the hearer in interpreting an utter-
ance in such a way that it will be relevant to him personal-
ly. These technigques work on the common premise that in de-
coding a message, a recipient tends tc interpret, not only
the meaning of the words, but alsc attempts to infer the
point of that which is said. If this pcint or force of the
utterance is difficult to ascertain frormr the surface struc-
ture alone, then the tendency is to infer a meaning which is
relevant to the person at that mcment. Furthermore, ccns-
cious resistance to such an interrretation, even though it
may be the one intended by the speaker, has been fcund tc be
greatly diminished if the hearer derives it himself frcom a
structure which does not set this meaning cut explicitly
(Bandler & Grinder, 1975).

Four linguistic devices which permit the speaker tc be
artfully vague in this way are the use of unspecified refer-
ential indices, selectional restrictions, deletion and ncmi-
nalization transformations, and various types of ambiguity.
An example of the use of unsrecified referential indices

would be the sentence People can make the mcst of learring

experiences which contains two such terns: Ee€cple and

learning experiences. In a therapeutic setting, a client

will generally derive not only the conventional meaning of
such an utterance but also an intergretation which is rele-

t he

vant to him in the immediate context, namely, I can mak

Im

most of this learning experience (Grinder & Bandler, 1981).
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Utterances in which selecticmnal restrictions are
violated, as in metaphorical speech, also function in simi-
lar ways. Thus, 1if a therapist speaks of how a houseplant
can feel happy, he has not only violated a selecticnal res-
triction on the predicate feel, which specifies that its
subject must be a sentient being, but he has also left it to
the client to derive a relevant meaning frcm the utterance
(Erickson et al., 1976) = The value of therapeutic meta-
phors, 1in which entire scenarios are depicted and resclved
metaphorically has also been attested to in extensive work
which has focussed specifically cn this aspect of engaging
the client's active mental participaticn in his own healing
(Gordon, 1978; Jaffe & Bressler, 1980).

The deletion and nominalization transformaticns provide
means whereby information which would ncrmally Le included
in the tasic form of the sentence can be omitted from the
surface structure. In normal conversaticn, this infcrmation
can be unambiguously derived frcm the context, but these
types of transformations also lend themselves to the cumis-
sion of crucial information, while appearing well-formed and
complete on the surface. When they are used in this way,
the hearer is 1left with a great deal of 1latitude in attri-
buting meaning to those parts which are unspecified. Thus,

for example, the sentence You have learnred so quickly has

deleted information as to what has keen learned, while Tlere
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is the satisfaction of knowing that X dces not specify who
is satisfied by whom by this knowledge (Bandler & Grinder,
1975).

The process of engaging the hearer's active - though un-
conscious - participation in deriving the relevant mearning
from au utterance can also be stimulated through the careful
use of the various types of ambiguity - rhonclogical, =syn-
tactic, scope, and punctuation - +tc convey a secondary mes-
sage (Gindhart, 1981; Grinder & Bandler, 1981; Watzlawick,
1978). To help ensure that the ambiguity will ke perceived
by the client, ambiguous porticns of an ttterance are gener-
ally marked by slight alterations in voice tone or tempo.

linguistic devices used to make assertions or suggestions
in such a way as to circumvent conscious resistance include
the use of implied causality, presujposition, and the vari-
ous forms of indirect suggestion. The term implied causality
refers to the process of 1linking twc unrelated sentences tc
produce compounds which imply a logical ccnnection by virtue
of their structure. The first part of a compound sc fcimed
generally describes some readily verifiable part of the

hearer's experience, while the seccnd part contains the typ-

notic suggestion. In its weakest fcrm, such sentences are
linked with the simple conjunction angd, as 1in You are
breathing in and out and you can begin t¢ relax. Strcrger

versions of this technique establish a temporal connection



between the sentences, using connectors such as while, xhlen

and as. Thus, a sentence like As you sit all the way down

M

in that chair you will go 1into a deep trance connects two

unrelated phencmena in such a way that the hearer is invited
to infer some element of causality (Erickson et al., 1976;
Grinder & Bandler, 1981).

Structures involving presuppcsiticn are also used exten-
sively in hypnosis because they allow the speaker essential-
ly to presuppose that which te doesn't want gquesticned
(Grinder & Bandler, 1981). In hypncsis the use of this dev-
ice usually consists of presenting the hearer with an array
of options, all of which presuppose the actual desired res-

ponse. For example, the sentence I wgnder if you'll gquit

smoking tomorrow or the next day cr rossibly next week pres-

upposes that the hearer will gquit smoking. While native
speakers can generally derive the fresuppositions contained
in an utterance, their ability to do sc decreases dramati-
cally as the rumber of presuprositicns increases. It is the
implicit nature of presupposition, coupled with the distrac-
tion of having to consider overtly mentioned <c¢fptions that
makes them so effective in slipping by a hearer's conscious
attention (Bandler & Grinder, 1975; Grinder & Bandler,
1981).

Bandler and Grinder (1975) identified a total of 32

different syntactic environments in which rresurrositicns
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occur. 0f these, five entail simple fresuppositions of the
existence of an entity. For example, the use <cf prcper
names, generic noun phrases and guantifiers such as some,
all, and many all presuppose the existence of that which is
referred to in these contexts. The remaining 27 syntactic
environments mentioned contain presuppositicns of more than
the simple existence of an element. Scme of these struc-
tures are listed below.

1. Subordinate Clauses of Time: clauses identified by

the cue words before, after, during, when, etc. For

example If the judge was hcme when I stcpped by her

house, she didn't answer presupposes I stopped by her

house.
2. Pseudo-cleft Sentences: sentences beginning with It
was/is + a noun argument. Fcr example It was the ex-

tra pressure which shattered the window presupgcses

example If Sam has left home, he is lost presuppcses

Sam has been at hone.

4., Negative Questions: For example, Didn't you want to
talk with me? presupposes I thought ycu wanted to

talk with me (Bandler & Grinder, 1975, pp. 257-261).

Suggestions are also made indirectly in hypnosis by uti-

lizing the following structures: questicns emtedded ir an
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assertion about the speaker (e.g., I wcnder if you can 1lift

your arm), yes/no guestions (e.g., Can you touch your

nose?), and embedded commands (e.g., It's true that pecrle

can, John, count backwards from 100) . Bcth the emkedded and

yes/no questions are regular ccnversaticnal structures used
to make polite reguests. The embedded ccmmands, however,
are somewhat unusual in that they are constructed ky insert-
ing the hearer's name after the auxiliary verb of a general
statement. To interpret the final pcrtion of the sentence
as a suggestion requires that the first part not be consid-
ered well-formed. Yet, it has been found that fecple tend
to respond to utterances of this type as if they were re-
quests, but with far less resistance than if they were =aid

directly (Bandler & Grinder, 1975).

2.2.4 Critical Linguistics

In a somewhat radical departure from traditicnal linguis-
tic inguiry, some language schcoclars have also hegun to con-
cern themselves with the ways in which language can be used
to manipulate the perceptions «c¢f recipients of linguistic

communication. The term critical linquistics, coinec by

Fowler et al. (1979) to refer to their study cf the ccvert
control that can be exercised through language, is now Lkeing
applied to other work of a similar nature (cf. Fairclough,

1982). A basic assumption underlying this wocrk is that the
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relationship tetween form and ccntent in language is not en-
tirely arbitrary, but that form, in fact, signifies content
to some extent (Fowler et al., 1979) . Thus, in this litera-
ture, linguistic structures are examined from a functional
perspective, in terms of the additional information which
they may carry or the informaticn which they permit the
speaker to obscure.

For example, adjectives have been identified as particu-
larly amenable to the conveying of impressions which sufpple-
ment that which is overtly stated (Bolinger, 1380, Fowler §
Kress, 1979). First, as is the case with many lexical
itemns, adjectives tend to be evaluatively scaled as positive
or negative, as in new as oprosed to old. Second, the con-
struction of adjectives through the addition of the -able or
-ible suffixes makes it possible to ascribe an evaluative
dimension tc a noun without stating explicitly who the
source of the evaluation is, for examgle, an undesirable
guest. Furthermore, the arrangement c¢f adjectives itself

signals meaning. For example, porular mcdern music dces not

mean the same thing as modern pofrular music since the posi-

tioning of the adjectives since the fpositioning of the ad-
jectives makes the one closest to the noun more strongly as-
sociated with it in a semantic sense as well (Bolinger,
1980) . As pointed out by Mitchell (1979), it seems that as

the distance between modifiers and the thing being modified
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increases, =o does the fLearer's impressicn of remoteness in
the relationship between them. Thus, a different impression
is created when a modifier precedes the noun than wher it

follows it, as in the corner bench as opposed to the bench

orner. Perceptually, a prercminal nodifier seems to

in the
describe an integral property of the noun, giving the im-
Fression of classification as opposed tc evaluaticn (Fcwler
& Kress, 1979). This fact can be exrlcited by placing at-
tributive adjectives in prenominal fpositicn, as in a harm-
less lie. Here the noun phrase actually contains a ccnc-
ealed prorosition which, according to Eolinger (1980), is
much less likely to be challenged than if it were stated ex-
plicitly.

Certain transformations have also been widely discussed
as means by which the hearer's rercepticns can be directed
and misleading information can be conveyed (Bolinger, 1980;
Fowler & Kress, 1979; Kress & Hodge, 197S%; Mitchell, 1¢79).
For example, the passive transfcrrmation tends to diminish
the impression of a relationship between the agent and the
action performed by focussing attention cn the person or ob-
ject acted upon (Mitchell, 1979). When coupled with agent
deletion, this impression is made even stronger; a fact
which can be rpotentially misleading. Ccmpare, for exanrle,
the different impressions created in the fcllcwing senternce,

depending on the presence or absence of the portion enclosed
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in brackets: The defendant was judged to e innccent (by

his mother). Similarly, the use of the experiencer deletion
transformation can serve to omit what might be important in-
formation to the hearer by not specifying whce it is making

the judgment implicit in verbs such as seem, be obvious and

—_——————m  —m— mm—m——

1980).
Also of interest in this regard is the use of modal auxi-
liaries such as will, can, and might, mcdal adverkials such

as conceivably and sentence adverks such as unfortunately

and rightly. In these tyres of lexical items, speakers can
provide evaluative statements as tc the prorosition con-
tained in the utterance without making their personal res-
ponsibility for these judgments explicit (Fcwler & Kress,
1979).

The use of clausal connectors tc specify the relationship
between sentences is also mentioned as a means cf conveying
additional information (Bolinger, 1980). For example, some

words like but, however, and instead are used tc link inde-

pendent clauses, whereas words such as till, after, before,

and which signal that the sentences they ccnnect have scme
kind of dependency relaticn.

Other means for the subtle manirulation of impressions
include reification, or the materializing «c¢f abstracticns

(thereby creating the impressicn that they have a concrete
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referent), the connotative meaning of wcrds, and the use of

epithets instead of adjective + ncun combinations (Bolincer,
1980) .

Finally, Fcwler and Kress (1979) discuss various techni-

ques of classification which speakers can use to focus the

hearer's attention. Che of these techniques, which they

term relexicalization, inveclves ccnstructing new terms or

changing the meaning of existing terms for some area of ex-
perience. Alternatively, speakers may inobtrusively fccus
their audience's attention ontec topics which they consider

to be important through overlexicalizaticn, or the use cf a

large number of synonymous terms for the same referent
(Fowler & Kress, 1979). Both of these linguistic techniques
effectively signal areas of preoccupation for the speaker
without necessitating direct asserticns to that effect.
Furthermore, through redefinition and tte use of near-syno-
nyms, Fowler and Kress maintain that it is possible alsc to
reorient the hearer's percepticns c¢f the objects so de-

scribed.

2.2.5 The Stylistic Figures of Rhetoric

The study of Rhetoric is a field which has traditionally
been concerned with the use of reasoned discourse to fer-
suade. For purposes of analysis, such discourse has kLeen

divided into three conceptual areas: Inventicn (Inventio),
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or the discovery and develcrment c¢f relevant information;
Disposition (Disputio), the arrangement of the information;
and Style (Elocutio), the manner in which the arguments are
presented in langquage (Campbell, 1972). Within the area of
Style, certain linqguistic devices bhave been isclated wkich
are said to imrrove the effectiveness of speech. The fol-
lowing is an abridged version of the list presented in Marsh
(1967) .

1. Figures involving repetiticn

a) Repetition of sounds in words:

i) hiatus, e.g., sclo oboe
ii) assonance, e.g., adveccated action

iii) alliteration, e.g., sweet soothing song

iv) homeoteleutcn, e.g., preservation, conserva-

tion, beautification

b) Repetiticn of words in fhrases

i) epanophera - the 1repetition of the first
word in successive phrases

ii) antistrophe - the reptition of the last word
in successive phrases

iii) interlacement - the reretition of the first
and last words of successive rhrases

iv) transplacement - the random repetition of

words
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V) synonymy - the pararhrasing of a previous
statement
2. Tropes
a) onomatopoea, e.g., clash, hiss, ding-a-1ling

b) metonymy, e.g. he fell victim of the bottle

c) paraphrasis, e.g., the kreath leaves the body for

dies

d) synecdoche, e.g., all eyes are upon him

e) simgile, e.g., as guiet as a mouse

f) metaphor, e.g., she was a flower

g) allegory - extended and figurative comparison
h) hyperbaton - upsetting the usual word order
It might be mentioned that while the stylistic figures of
traditional rhetoric are considered to have a positive im-
pact on persuasive oratory, they are a result, nct only of
experience, tut also of prescrirpticn and tradition. Since
the aesthetic aspect of style is also an element cf rhetor-
ic, it is not clear to what degree such fiqures affect the
aesthetic appeal as opposed to the actual persuasiveness of

a message.

2.2.6  Summary
As can be seen from the preceding section, the work which
bears on the impact of language on the thcughts and percep-

tions of recipients of a message has emanated from a variety
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of disciplines. One common thread thrcughocut much of this
literature, however, has been to note the impcrtance of pri-
marily unconscious [frocesses of irference, which draw on
such cues as sentence structure, arrangerent cf words, [fre-
supposition, and connotative @meaning to process a context
which lends meaning to the utterance, and which is later not
separated frcm it in recall from memory. Part of the power
of such 1indirect forms of expressicn seems to derive from
the fact that although the information therein is conveyed
to memory alongside that which is directly stated, it is not
consciously attended to in the same degree during processing
and therefore is not as likely to be challenged as asser-
tions which are stated directly.

In the practice of hypnosis, the facilitation of this
type of unconscious processing is a stated goal, so that
many of the linguistic devices wused are actually aimed at
the inhibition of conscious analytical rrocesses. The ac-
tive role played by the hearer in his own persuasion is em-
phasized in hypnosis and supported by the results of re-
search on the role of inferences in verbal information

processing.



2.3 THE LANGUAGE OF TELEVISION ADVERTISING

Lakoff (1981), 1in a discussion of persuasive discourse,
noted that an essential identifyirg feature of persuasive
communication is its gquest for novelty cf expression. As
she puts it "persuasive discourse wears out; ordinary con-
versation does not" (p. 31).

Evidence for the role of novelty in persuasive communica-
tion was taken from examples cf television advertising wtich
were found tc exhibit the following tyfpes:

1. 1lexical novelty or neologism (e.g., devilicious)

2. morphological or syntactic novelty (e.g., the s=oup

that eats like a meal)

3. syntactic innovation
a) absence of subjects and verbal auxiliaries (e.g.,

Tastes good! And nutritious too!)

b) odd uses of the definite article (e.g., Next time

—_—_——— ————

I'i]l buy tle Tylenol. Diaper keeps moisture away

from baby's skin)

4. semantic anomaly (e.g., Cleans better than another

leading oven cleaner)

5. pragmatic novelty (e.g., ccnversation in mini dramas:
"Fill it to the rim." "With Bripm.")
Lakoff accounts for this extensive use of linguistic nov-

elty as follows. First, anything neolcgistic, Lecause it
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violates the Maxim of Manner,%4 draws attention to itself,
and by capturing the hearer's attention increases the imract
of the message. Second, through this viclaticn of the Ccog-
erative Principle, neologism forces the hearer to interpret,
and therefore to participate in the disccurse. Accocrding to
Lakoff, this active role played by the hearer, in turn, en-
hances learning and retention, and ccnsequently also persua-
sion.

To date, two major studies have been conducted specifi-
cally to examine the 1language used 1in advertising. The
first of these (Leech, 1966) was published almost two de-
cades ago and used data taken frcm different types of adver-
tising found in Great Britain. The other (Geis, 1982) exa-
mined contemporary North American advertising presented over
the medium of television. Because of the differences tet-
ween British and North American English usage, we will con-
fine our discussion to the findings of the North American
study.

In Geis' research approximately 800 televisicn ccmmer-
cials collected between 1978 and 1981 were examined to det-
ernine, not only what linguistic features might characterize
this form of persuasive communicaticn, but also what the

viewer might be expected to understand from what is said.

4 Grice's fourth <ccnversational maxim: "Be [ferspicucus;
avoid obscurity of expressicn, avoid ambiguity, be trief
and be orderly". (Grice's complete principles cf ccnversa-
tion are outlined in Appendix I).
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Among his findings was the recognition cf two general ap-
proaches taken by advertisers in their language use. The
first was considered by Geis tc be a manipulative use of
language in that the impact of the message does not defend
on the recipient's conscious evaluation of its content. A
common manipulative technique cited invclves the frequent
repetition of the product name with little or nc sugporting
argumentation given as to the rmerits of the product itself.
Geis, however, was more interested in the second type of
language use which he considered to be mcre truly persuasive
in that the viewer is presented with a message whose imfact
derives frcm his evaluation cf the arguments or claims which
it contains.

Results of his subsequent analyses of the commercials
studied indicate that there is a variety of linguistic tech-
niques common to a large proporticn of television advertis-
ing. Included among these are the following.

1. The use of imperative structures to make suggestions

(e.g., Try Ex-lax pills, the gvernight wonder)

2. The use of adjectivalization processes (e.g., fut-

tery, creamy, crispy)

3. Rhetorical questions (e.g., Why hasn't

vented a better toothbrush)

4. Elliptical comparatives (e.g., the new Chevette has

more head room, more seat and legroon, more trunk




5. The use of count nouns as mass ncuns (e.g., a lot

er attention (e.g., Introducing the first rcast Leef

sandwich big and tasty encugh for Burger King)

7. Product names which constitute rmini-advertisements
for the product (e.g., Scft & Dri deodorant)s

Probably the major finding of his research, however, was
the discovery that advertisers favour indirect means of mak-
ing claims for their products. That is, rather than making
explicit assertions as to the value c¢r effectiveness of
their product, they invite the reader to infer this informa-
tion through a process of conversational® cr conventicnal
implicature. Conventional implications derive from the ac-
tual semantics of a sentence in terms of lexical meaning and
the semantic component inherent in structures such as ques-

tions and imperatives. For example, the questicn Whc ate

the cantaloupe? conventionally implies, among cther things,

that someone ate the cantaloupe. In Geis' analysis, conven-
tional implicatures also include 1logical entailment rela-
tions, since they have in ccmmcn the fact that, if the en-
tailed or implied proposition of a sentence 1is cancelled,

the result is a semantically ancmalcus sentence. For exam-

5 This 1list and most of the examples given were taken frcm
Geis, 1982, p. 139.

6 Cf. Grice's Cooperative Principle, Appendix I.
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ple, consider the following sentences and the result of can-
celling the implied and entailed rrcrositions, respectively.

Who ate the cantaloupe?

*¥*T know that no one ate the cantaloupe, but who ate tle

cantaloupe?

*John didn't read a book, but Jchn read a book and Mary

¥ent home.

Geis explained the use of conversational and conventional
implicature in advertising on two grounds. First, Ly adher-
ing to a literalist interpretaticn c¢f what is said, adver-
tisers protect themselves from prosecuticn for what might be
indefensible claims. Second, it was reasoned that the view-
ers' cognitive defenses are much less likely to ke stimulat-
ed by that which is not asserted directly. However, since
the claims made in this way are strongly implied through the
same technijues of conversational igplicature which are re-
gularly used in ordinary discourse to facilitate conversa-
tion, viewers will generally derive the intended interpreta-
tion, but with less counterargumenta tion. Thus it is
hypothesized that this approach to making claims could actu-
ally make the message more persuasive in effect than direct
claims stated explicitly.

Through a close examination of the actual <claims made,

Geis discovered that the literal strength of these claims is
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often severely mitigated through the use cf mcdal verks such

as can, might, may, could, and help. Yet, despite the fact

that these modified claims are quite weak, they are used ex-
tensively in television advertising. This would indicate
that they must have a more significant impact than their 1li-
teral strength would indicate. In suprort of this ccnten-
tion, Geis cited a study conducted by Miller and Johnson-
Laird (1976) which found that people often do nct attend to
certain modal elements in states of idle listening. Since
television viewing is generally a ccntext in which viewers
are in a passive, idle state, these findings were considered
by Geis to be likely to apply tc the prccessing of informa-
tion presented over this medium. Thus, it was reasoned that
many of the claims used in televisicn advertising might ac-
tually appear to the majority of viewers to be much strcnger
than they actually are.

Generally, then, Geis concluded that feorle untutored in
logic do not tend to evaluate arguments on the basis of
their logical wvalidity. Rather, they aprly the regular
rules of conversational implicature 1in the interpretation
and therefore also the evaluation «c¢f arguments fpresented to
then. This fact combined with both the relatively inatten-
tive state which characterizes televisicn viewing and the
real-time limitations on the messages rresented over televi-

sion - particularly in advertising - serves tc make viewers
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in this context much less sensitive to the detection of

faulty argumentation or weak clainms.

2.4 SUMMARY

The work of Lakoff and Geis on the language of television
advertising is wunique in that actual examples cf langtage
used to persuade are examined frcm the perspective of how
they might serve to enhance the persuasive impact of the
message. Unlike other work in which the results were der-
ived from experimentation, experience or general linguistic
analysis, these studies focussed on actual examples of lan-
guage use which the authors assumed toc constitute effective
persuasion and then attempted +to derive specific linguistic
categories by which to characterize this type of language
use.

Television advertising constitutes a scmewhat specialized
use of language, however, due to the time constraints on the
length of the message as well as the potential interactiomns
between what is said and the musical and visual effects
which characterize this type of fpersuasicn. Nevertheless,
it would be interesting to determine whether other types of
persuasive messages transmitted over this medium alsc ccn-

tain the kinds of linguistic devices found in television ad-

vertising.
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Chapter IIX

BACKGROQUND TO THE PRESENT STUDY

3.1 DESCRIPTIOR

This research was undertaken to determine whether the
kindis of linquistic devices said to characterize effective
persuasion in television advertising cculd also be found in
another type of language use intended to persuade. The data
used for purpcses of comparison were taken from the broad-
casts of television evangelists, also known in the popular
media literature as the electronic church.

By using televised messages ir the comparison group, the
effects of contextual factors on persuasion were kept ccns-
tant between the two groups - televisicn advertising and te-
levision evangelism. Furthermore, by selecting specific
segments from the broadcasts used, it was also possible to
assume with a relatively high degree of ccnfidence, that the
messages used were, indeed, persuasive in intent. In order
to find support for these assumpticns, hcwever, it is neces-
sary to consider briefly some of the essential characteris-
tics of television evangelism.

First, although television advertising is a fcrm of reli-

gious broadcasting, it differs frcm the kinds of religious
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programming produced by mainline churches such as the Luth-
eran, Catholic, and Anglican dencminations in several ways.
For example, while televangelists - as they are coming in-
creasingly to be known - share with the mnainline churches
the fact that it is a stated purpcse of all religious brcad-
casting to recruit converts, they differ in the degree to
which this gcal is pursued. Fcr televangelists the use of
television is a matter of "fulfilling the great commission™
of ensuring that every person on earth has the crporturity
to hear the gospel (Hadden & Swann, 1981, p.90). In keefing
with their view of God as a very active participant in wcrld
events, television and the other mass media are seen as
God's provisicn of the means by which to carry out His Will,
as shown in the following quote frcm evangelist, Rex Hum-
bard.

Precious Lord ... we thank You for this cpportuni-

ty ... that 7You've entrusted into our hands the

means to reach the entire world. Through radio,

television and shortwave.?
Thus, one persuasive goal of televangelists is the prosyle-
tizing of their viewing audience, which they seek to extend
throughout the world.

A second ©point which distinguishes the Lrcadcasting of

televangelists frcm that of the mainline churches 1is that

televangelists must pay for their broadcast time, while te-

levision stations have traditiorally dcnated the time used

7 Rex Humbard, 1982, January 17 televisicn broadcast
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by these other denominations. Furthermcre, due tc the ex-
pense of broadcasting over televisicn coutpled with the fact
that televangelists' ministries are not =supported by an es-
tablished network of churches, these ministries derend tron
the financial support of their audiences for their very ex-
istance (Hadden & Swann, 1981). Hence, televangelists nmust
secure not only regular viewers but alsc sufficient contri-
butions frem them to carry the costs cf their television
broadcasts. With regard to donations, hcwever, it should be
mentioned that these are not always solicited directly. In-
stead, the ultimate goal of securing financial ccntributicns
is very often pursued by first simply getting the viewer to
respond to the [fprogranm. Various inducements such as gift
offers, prayer requests, and telephone ccunselling are ccm-
monly offered as reasons for the viewer tc respond. The ra-
tionale behind this approach has to do largely with the fact
that regardless of how a viewer responds, his name will au-
tomatically be placed on a ccmputerized mailing list through
which subsequent appeals for contritutions are sent. In the
more successful ministries, these arreals come in the form
of computer-generated letters which are personalized by in-
serting the person's name and other infcrmation specific to
him, such as the nature or topic cf his last communication
to the ministry. It is through these ccmputerized mailing
lists that a great deal of the actual fund-raising for tele-

vangelists is done (Hadden & Swann, 1981).
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The programs themselves are generally fast-paced and
highly entertaining. They are characteristically divided
into a series of short segments which include songs, a var-
iety of speakers, interviews, film clips, and in most cases
also a sermon. Although no two programs are exactly alike,
one thing which each of the five rrcgrams used for this stu-
dy had in ccmmon was the use cf several of these segments
specifically for purposes of prcmcting the ministry, the
program itself, or the items cr services offered. It was
during these segments that viewers were also asked to either
write or telephone the ministry in order to receive the
aforementioned gocds and services or to make a contribution
to the ministry.

Thus, in addition to the religious issue of attempting to
gain converts, the programs of televangelists alsc contain
persuasive attempts of a more secular nature. That is, te-
levangelists seek to persuade their audience to keccme requ-
lar or frequent viewers of the rrcgram and/or to respond to
the program. Furthermore, although every segment of the
broadcast could be considered to <contribute toc an cverall
persuasive effect, within the rrcgrams used for this study,
certain segments were identifiably persuasive in intent
since they were devoted specifically tc the promotion of the
program, the ministry, or the various items cr services of-

fered.
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3.2 DATA
The promotional sections of five of the six mcst poptlar
televangelistic programs comprised the data for this study.
Popularity ratings were determined through audience statis-
tics for 1980 provided by Arbitrcn, and published in Hadden

€ Swann (1981). The five programs selected c¢n this kasis

were, in rank order, 0Oral Roberts and You, You Are Lgoved

(evangelist, Rex Humbard), The Hcur of Power (evangelist,

Robert Schuller), Jimmy Swaggart, and The 0l1d Time Gospel

Hour (evangelist, Jerry Falwell). The particular kroadcasts
used for this study were taped on one cf two consecutive
sundays, January 17 and 24, 1982.

The promotional segments isolated for analysis were de-
fined as those parts of the prcgram which contained appeals
for viewer response or promotion of the ministry or the rro-
gram itself. The data taken frcm these segments were res-
tricted to include only those speech samples which were di-
rected specifically toward the viewing audience. That is,
conversations and interviews were not included in the analy-
sis since these could not be assumed with confidence tc be
intended to persuade. The data were further restricted to
include only the audio portions cf the programs studied,
thereby eliminating the non-verbal component of communica-
tion from analysis. While acknowledging the importance of

non-verbal communication, it was felt that this was a justi-
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fiable omissicn, since its inclusicn would have complicated
the analysis unduly. There is no established methcd for an-
alyzing non-verbal communication and, since the data used
did not include conversational interacticns, it was reascned
that this component would not have significantly altered the

message conveyed verbally.

3.3  APPARATUS
Programs were audio-taped on cassette from television
signals received over the 1local cable 1TV systen. These

tapes were then transcribed using a Dictarhone machine and a

typevwriter.

3.5 PROCEDURE

3.4.1 Transcriptions

Tn transcribing the data frcm the reccrdings, punctuation
was determined by referring to bcth intonation contours and
verbal content. For example, a falling intcnation was ¢en-
erally taken to signal the end of a sentence, while a rising
intonation might signal a comma or question, depending on
the content of the utterance. The grammar of colloguial
speech can differ considerably frcm the more formal written
form of language. For this reason, it was decided that in
cases where there might be a discrepancy between intcnation

and grammatical "correctness", intcnation would be given
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preference in determining how the utterance shculd be func-
tuated. Thus, one word sentences and other grammatical ano-

malies (e.g., the sentence My message, +the 1last revival)

were recorded as such, so as tc make the transcriptions as
faithful a replication of the audic pcrticn cf the rrogranms
as possible.

Occasionally, the tapes contained a wcrd or short segment
which was unclear, and therefore difficult to identify. To
ensure the accuracy of the transcriptions, the affected for-
tion of the tape would be replayed several times in an at-
tempt to identify the word in gquestion. If these repeated
listenings failed to resolve its identity, then a rough rho-
netic transcription of what the word scunded like was pfut in
its rplace. This, in turn, was fcllowed by a question mark

and enclosed in brackets to signify its wuncertain status,

e.g., there will be a great (dicuder?) cutrouring.

—_——==

Finally, the reliability of the transcriptions was aug-
mented during the subsequent timing cf the individual seg-
ments. At this time the transcripts were re-read while 1lis-

tening to the tapes and corrected where necessary.

3.4.2 Isolation of Target Sections
As mentioned above, detailed analysis was conducted cnly
on those sections for which it could be assumed that the

speaker was attempting to persuade the audience. These sec-
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tions were distinguished from cthers +within a given program
on the basis of the subject matter within the section. That
is, it had to contain promoticnal material or some appeal
for viewver response. Isclaticn cf these sections was faci-
litated by the fact that the programs themselves were fre-
sented in distinct parts, separated by a song or a change in
speaker. Although most of the promoticnal sections vere
clearly delineated in this way, there were two exceptions.
In one case, the persuasive appeal follcwed directly vugen

the sermon, without any intervening scng or change in speak-

——— e ———

mode to one of addressing the members of the audience more
directly. This impression was suprported by the topic of the
utterances which followed, namely, an appeal for financial
support for the ministry. In the second instance, the fgro-
motional section followed a prayer, whose end was signalled
by the word Amen. The subsequent spreech contained offers of
literature and various other services provided by the minis-
try and was therefore considered to be an attempt to fer-

suade the audience to resgond.
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3.&.3 Analysis
The data from each of the [frograms were searched for oc-
currences of the linguistic features discussed by lakoff and
Geis as characteristic of persuasive language in television
advertising. Any given feature had to occur in at least two
of the programs to be considered worthy cf note. Specific
examples found in the data were then compared with those of
television advertising to determine the degree of similarity
or types of differences that occurred within the general ca-
tegories set up either by Lakoff or Geis. In cases where
there was some ambiguity as to what shculd constitute the
precise parameters of a particular variakle, cperational de-

finitions were constructed for purpcses of analysis. These

[oN

are discussed in the corresponding secticn under Results an

Itn

Discussion. Finally, in some cases it was found that, with-
in a given category, the evangelists' use of language could
be more accurately described by extending the aralysis con-
ducted to describe the language cf television advertising to
include variations which frequently cccurred in the data.
Thus, in these cases, an extrapclaticn of Geis' and Lakoff's
method was undertaken to incorporate into the general cate-
gory additional features which characterized the language of

televangelists.
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Chapter IV

RESULTS AND DISCUSSIGN

4.1 LINGUISTIC NOVELTY

In Lakoff's analysis of ©persuasive discourse with refer-
ence to the language used in television advertising, an es-
sential identifying feature was found to be an extensive use
of novel terms and expressions. The kinds of linguistic
novelty found were classed into five distinct grouprs: lexi-
cal novelty, morphological cr syntactic novelty, syntactic
innovation, semantic anomaly, and pragmatic ncvelty. Most of
these types were also found to cccur in the language of te-
levangelists. While the use of ncvel teims and expressions
did not occur frequently in the data, every broadcast =sur-
veyed did ccntain at least one example of a novel use of

language.

4.1.1 Lexical Novelty

Two instances of lexical novelty were found in the data.
In both cases existent lexical items were used to ccanstruct
terms for concepts unique to the ministry in which they were

used. One of these, possibility thinking, was coined by Ro-

bert Schuller to refer to the positive <cutlock espouseé by
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his ministry as a way of 1life to be fcllcwed in conjunction
with the teachings of Christianity. The meaning cf the term
is relatively easy to derive frcm the lexical meanings of
the items within the compound and the context cf the fro-
gram. This may be contrasted with the term seed faith, used
by Oral Roberts to refer, essentially, to donations to his
ministry (Hadden & Swann, 1981). Here the referent of the
term is not transparent given the meanings cf the lexical
items which ccmprise it. Furthermore, references to seed

its meaning only in very oblique ways. This will be dis-

discussed exclusively as a means by which someone can obtain
miracles from God, it would appear from the data that the
use of this term actually ccnstitutes an attempt to reframe
the concept of donation as something which benefits the giv-
er, while obscuring any potential gains to be derived by the

recipient of the donation.

4.1.2 Morphalogical or Syntactic Nagvelty

Several instances of what lakoff classed as morphological
or syntactic novelty also occurred in the speech of tele-
vangelists. Here existent terms were either used as belong-

ing to a different part of speech class or they were set in
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unusual syntactic environments. Scme examples of morpholo-
gical or syntactic novelty found include the following:

1. If you haven't got the first and second week ('s let-
ters) incoming, do it today ... (Oral Roberts)?®

2. God wants to bless and prosper you. (Cral Rolkerts)

3. We're going to believe Gecd for those letters that
have come to us saying Rex, at prayer time, pray for
me. (Rex Humbard)

. (We will send you a bock) ccntaining facts about Chi-
na you never knew existed. (Jimmy Swaggart)

5. I hope and pray that it's a blessing tc you. (Jimmy
Swaggart)

In examples (2) and (3) above, the novel use of prcsper

and believe results in a functional condensation, =since the
more conventioral way of saying (2) would be God wants to

bless (you) and make you prosper. Similarly, the actual me-

aning of (3) might be expressed grammatically in a sentence

such as We're going to believe that Gcd will answer the re-

gquests contained in those letters that have come to us. In

this case, the condensaticn also involves a change in the
semantic component, since the most likely interpretation of
this sentence is not completely expressed in the actual

terms used.

8 Each of the numbered quctations is taken from the brcad-
cast of the evangelist whose name follcwus it.
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4.1.3 Syntactic Immovatiom

lakoff identified twc types of syntactic inncvaticr in
television advertising; the absence of subjects and vertal
auxiliaries, and odd uses of the definite article. One of
these types, the absence of subjects and verbal auxiliaries
was also found in the speech of televangelists.

6. Well, a real good song - Cast Your Bread Upon the Wa-
ters. (Oral Roberts)

7. Talks about a better place a better 1land. Entitled
Heaven For Me. (Jimmy Swaggart)

8. Thousands of people together here for one of Ameri-
ca's most positive and inspiraticnal frogranms. (Ro-
bert Schuller)

The environments in which these instances of syntactic inno-
vation occurred are similar in that they were all intrcduc-
tions. In (6) the name of a song was introduced immediately
after it had been sung, while (7) and (8) preceded the items

introduced, a song and the program, respectively.

4.1.4  Semantic Amomaly

Aside from the metaphorical use of language, two of the rro-

grams surveyed also contained instances of semantic anomaly.
9. As president of my corpcraticn I am faced with many

problems. Some of them are positive, some are nega-

tive. (Robert Schuller)
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10. To provoke a soul-winning conversation. (Jerry Fal-
well)

Both these examples contain viclaticns of the semantic se-
lectional restrictions on nouns. In (6) the attriktutive ad-
jective positive is used to describe problems, while in (7)
the verb provecke is used with the direct olject conversa-
tion. In toth cases it is the ccnventional meaning of the
noun which contributes to the ancmaly. Problems are conven-
tionally considered to be undesirable and therefore nega-
tive. Making a distinction between positive and negative
problems involves an eliminaticn «c¢f the negative connota-
tions on the noun itself, making it affectively neutral.
Similarly, the ccnventional meaning of conversation is that
it is a cooperative exchange between sgeakers, while the
verb provoke implies a level of confrcntation or aggression
on the part of the agent. The use of the modifier soul-win-
ning in this case may soften the impact of the ancmaly by

suggesting that there 1is a class of conversaticn which can

or must be provoked. Nevertheless, the use of conversation

in this context remains anomalous unless one redefines its
meaning to include such talk exchanges as arguments cr dis-

putes.
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4.1.5  Summary
Generally, then, it would aprear from the data that tele-
vangelists, 1like television advertisers, utilize various
types of linguistic novelty in their persuasive speech. In
some of the cases found, (e.g., =seed faith, to believe God

for ... letters, semantic anomaly), the linguistic novelty

also contributed to a change in the conventional or conncta-
tive meaning of the terms used or items referred to in this
way.

The only types of novelty identified by lakoff which were
not found in the data were odd uses of the definite article
and pragmatic anomaly; a type of novelty found to occur in
the somewhat stilted conversation of mini-dramas in adver-
tising. Since the data used did not ccntain interviews or
conversations, the absence of pragmatic anomaly is to be ex-
pected. The fact that the definite article was not used in
odd ways by televangelists points to a difference ketween
the two types of persuasion. Since the speech of televarge-
lists tends to be less scripted and therefore more natural
than that of advertising, it seems likely that this type of
syntactic innovation is a feature which characterizes adver-

tising language specifically.
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4.2 MANIPULATIVE PERSUASION - REPETITICN OF HAHES

In his analysis of television advertising, Geis menticned
the frequent repetition of product names as one ccmmcn mani-
pulative use of 1language which seems to function mostly in
getting the hearer to remember the name. Unlike mcst telev-
ision commercials, however, the rrograms used for this study
each contained a variety of names which were generally re-
peated several times during the frcmctional segments. Since
Geis was referring specifically to a high rate c¢f repetition
as constituting this type of manipulative persuasion, hcwev-
er, it was clear that those names repeated three or four
times during the entire program could hardly be considered a
manipulative use of language. Althcugh Geis did not specify
what might constitute a high rate of mention he did cite cne
example in which the morpheme yum was mentioned 24 times in

a 30-second ccmmercial for the prcduct Eubble Yum. Ttere

can be little doubt that this wculd count as a high rate of
repe tition. The fact that the promoticnal segments in the
current data varied in length frcm 4.7 (Oral Roberts) to
17.4 (Jerry Falwell) minutes, however, made it virtually im-
possible that any name could be repeated at an average rate
of 48 times per minute throughout these segments and still
maintain some semblance of normal language use. Neverthe-
less, this fact was not considered tc rreclude the possilkil-

ity that the frequent repetiticn c¢f names for mnemonic fpur-
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poses might also occur here. Hence, for fpurproses cof
analysis, bearing in mind the duration of the segments con-
tained in the current data and the conversational nature of
the language used, "high rate of repetiticn" was operation-
ally defined as any name which was mentioned at least two
times per minute, on average, during the «course of ttese
segments. Although the rate of twc times per minute was set
arbitrarily, it was reasoned that while this rate might
still not be high enough to actually constitute a manipula-
tive use of repetition, one could be fairly certain that any
names mentioned less frequently than this would not be of
interest in this regard. Results of a subsequent searclt of

the data are set cut in Table 1 belcw.

TABLE 1
Frequency and Rate per Minute of Highly Repeated Names Lty
Evangelist

Evangelist Name Freguency Rate
Cral Roberts Oral 13 3. 2
Rex Humkard Rex 20 2.1

God 19 2.0
Robert Schuller Schuller 25 3.1
Jimmy Swaggart Swaggart 15 2+ B

(0
¥ —
N
.

-

Jerry Falwell Faith Partners
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In three of the programs studied, crly one name was repeated
more than twice per minute, and that was the name of the
evangelist. In Rex Humkard's program tke evangelist's ranme
was still the most frequently menticned, but God was also
ment ioned an average of two times fer minute. One exception
to the trend of mentioning the evangelist's name more fre-
quently than any other was found in Jerry Falwell's Q1ld Time

Gospel Hour. Here it was the name of the regular contribu-

tors to the ministry, the Faith Partners, which was repeated
most frequently, at a rate of 2.1 times rer minute.

In many cases the name was not mentioned in isolatiomn,
but rather as a part of a 1larger name fcr a product, grcug,
or institution belonging to the ministry. This could be
seen as analogous to the repetiticn of the morpheme yum in
the Bubble Yum commercial except that in the case of the te-
levangelists' programs it was still a full name which con-
sistently received a high rate cf mention.

Although none of these rates approached the frequency of

_____ Yum ccmmercial, it is still
Fossible that they constitute a manipulative use of repeti-
tion in the sense Geis referred to. The fact that four of
the five programs mentioned the evangelist's name more often
than any other lends support to this interpretation, =since

it is, after all, the evangelist himself who is the focal

point of his ministry. The fact that the name Gcd was also
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mentioned almost as frequently as the evangelist's name in
one of the programs is perhaps rct surprising considering
the fact that these are religious fkroadcasts, yet it is dif-
ficult to see any relationship between the use of this name
and a type of persuasion which functicns in getting the
hearer to remember the name. One might spreculate that since
the name God and the name Rex received almost the same rate
of mention, often occurring in clcse proximity (e.g., God

gave Rex a special vision. God has called Rex and ...), it

might be that this frequent use of God ccnstitutes, in part,
an attempt to associate the two names.

To summarize, then, the programs of televangelists tend
to contain relatively frequent reretitions of their own
name s. Although the rate of repetition is not as frequent
as.that found in some television ccmmercials, this does not
preclude the possibility that it may furnction, even by de-
sign, to get the audience to remember the nane. Certainly,
it would be rare, in normal conversaticn, for any name to
occur at an average rate of once every thirty seconds in agd-
dition to all rpronominal references to the individual.
Therefore, it seems reasonable to assume that the rate at
which these names were used here 1nmight in fact be, to some

degree, contrived for mnemonic purgoses.
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8.3  NAMES AS MINI-ADVERTISEMENTS

In his study of television advertising, Geis found that
although proper nouns are generally thought to have strictly
a referring functicn, the choice c¢cf lexical items used to
construct the names of products advertised could result in
the name itself having a persuasive imract. Thus, for exam-
ple, a name like Soft & Dri for a deodorant could itself be
a mini-advertisement for the fprcduct.

Unlike most television advertising, however, televange-
lists' programs involve the promotion of a number of iderti-
fiable "products". Included among these are the program it-
self, the group comprised of regular financial ccntributcrs,
as vell as the variog$s items or services offered during the
program. An examination of the names given tc these various
"products" showed that many cf them do, indeed, convey in-
formation which could function in helping to promote thern.

Perhaps the most interesting cf these are the names given
to the groups comprising regular financial contributors to
the ministry.

11. The Faith Partners (Jerry Falwell)

12. The World Cutreach Partners (Jimmy Swaggart)

13. The Prayer Key Family (Rex Humbard)

14, The Possibility Thinkers' Club (Rcbert Schuller)

Of these names, two describe the group as partners, one is

called a family, while the other is a club. All of ttlese
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head nouns have in common the semantic feature { +belcnging].
That is, these lexical items could be =aid to contribute to
the impression that the regular contributors tc¢ a ministry
are all part of a close or even exclusive group. The im-
pression of an offer of belonging is supported by an asser-
tion made by Jerry Falwell +that one of the items =ent to
Faith Partners in return for their mcnthly contribution
would make them "a part of the inner circle", Similazrly,
the term cluk tends to connote nct cnly belonging kut also
exclusive access to those who are menmbers. In the case of

Robert Schuller's Possibility Thinkers' Club, +the implica-

tion of exclusivity is reinforced by the fact, mentioned
during the program, that members receive I.D. cards identif-
ying them as such, even though membership in this club is an
automatic result of pledging one's monthly sugport.

All of these names have been ccnstructed from noun com-
pounds which function as prencminal modifiers + a head noun.
By referring to the contexts of the programs, the fpartictlar
choice of lexical items used as modifiers in describing the
group can be seen as a type of asserticn as to its nature cr
value. For three of these nanes, the meaning of the name
seens to be quite transparent. Thus, <cne might conclude
that members of Jerry Falwell's grcup are partners in their
faith, Jimmy Swaggart's partners further his wcrld outreach,

and Robert Schuller's club is an exclusive group comprised
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of people who probably live by tte philoscphy cf pcssibility
thinking.

In the case of Rex Humbard's Prayer Key Family, however,
the decision to use the terms prayer and key to modify the
head noun family can best be understood if other elements of
the program are brought into consideration. For exanple,
during the broadcast, a few minutes are set aside for what
is referred tc as prayer time. During this time, Rex Eum-
bard specifically blesses the members of the Prayerkey Fami-

ly and he later also mentions the fact that their names are

in the (Golden Anniversary) Prayer Key Family Book. The ac-

tual prayers he says include requests for physical as well
as spiritual healing on behalf cf those who have sent hinm
prayer requests. Later on in the program he asks his view-
ers to send 1in prayer requests. An inference which could
reasonably be drawn from these observations is that tkere
must be some advantage to having Rex Humbard pray for one.
It seems likely that at 1least scme viewers would conclude
that the benefit to be derived has tc do with the possibili-
ty that Rex Humbard knows something special akout hcw to
reach God in such a way that frrayers get answered. The
prenominal modifiers prayer key, then, would reinforce such
a conclusion by conveying the impressior that prayers made
for members of this group hold the metarhorical key wkich

will enable them to gain access tc Gecd mcre directly.
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The names of four of the programs themselves alsc carry
information which might be ccnstrued as constituting mini-
advertisements for the programs themselves. For exanmfple,

The 01ld Time Gospel Hour conveys the impression that the

Erogram resembles, perhaps, the revival meetings of a bygone
era. That this might be an attractive prorosition to view-
ers of televangelists' programs is <suppcrted by a statement
in the introductory segment of Jimmy Swaggart's [prcgram
which characterizes it as an "cld fashioned spirit filled
revival service". In the case of Robert Schuller's Hour of

Power, the name is somewhat more open to interpretation.

One might, for example, infer that something powerful is
conveyed during this hour which viewers of the frogram can
tap into. Viewers familiar with the fprogram might further
associate this reference to power with the philcsophy of
possibility thinking upon which this ministry is based, as
in "the power of possibility thinking". In either case, it
is certainly conceivable that the reference to power in the
title of the program might stimulate pcsitive asscciations
for viewers who feel a 1lack «c¢f fersonal power in their
lives.

Finally, the names You Are loved and (Cral EFoberts and You

both convey a sense of intimacy by focussing on the viewer
through the use of the second fperscn pronoun. In the case

of You Are Loved this name also constitutes an assurance to
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the viewer, although the use of an agentless fpassive in the
structure of the sentence leaves it <c¢pen to the viewer to
determine for himself who it is that loves hinm. The most
likely interpretations, given the context of the program,
are Rex Humkard cr God, or perhags bcth.

The names for products or services fromoted during the
programs surveyed also very often ccntain information which
could help in their promotion. These include Jimmy Ssag-

gart's China Diary, living Positively One Day at a Time: Vo-

lume 2 for 82, The Prayer Hotline, and The New Hope Tele-

rhone Counselling Service. In each case the choice of

lexical items used in the name serves tc convey an impres-
sion about the nature of that to which it refers.

Thus, it would appear that the televangelists' data lend
support to Geis' findings with regard to the use cf names in
persuasion. That is, not cnly is the choice of lexical
items to name something not arbitrary but it can also serve
to characterize that which is mamed in such a way as to be-

come a mini-advertisement for the product itself.

4.4 MITIGATION OF CLAINS

In television advertising it was found that the literal
strength of claims made is commonly mitigated through the
use of modal verbs such as may, car, and help. Since ceis

did not offer a definition cf what he tcck tc be claims in
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television advertising, it might ke surmised that their
identification is a relatively simple @matter in this con-
text. Unfortunately, this was nct found to be the case in
the more extended discourse contained in the current data.
On the contrary, it became yuickly aprarent that to distin-
guish what should count as claims in this context from other
speech acts such as assurances, promises, [Fpredicticns, and
simple asserticns of fact would 1regquire more than an intui-
tive understanding of the ternm. Webster's Third Interna-
tional Dictionary (Unabridged) defimes claim as

an assertion, statement or implication (as of va-

lue, effectiveness, qualificaticn, eligibility)

often made or likely to be suspected of keing made

without adequate justificaticn.
This definition places a great deal of weight on the subjec-
tive Jjudgment of the hearer regarding the justification
which might underly any given assertion. For this reason it
was felt to be of 1limited value in its present form as a
criterion by which to identify claims in textual analysis.

Speech act analysis has also defined claims cnly so far as

to say that they belong to the class of Representatives,

acts in which the speaker represents that which he says as
being true (Searle, 1975a). Therefore, in the absence of
any constitutive rules by which tc identify claims, a mcdi-
fied version of Webster's definiticn was used as a working
definition for purposes of analysis.

A claim is an assertion, statement or implication
(as of value, effectiveness, qualification, eligi-
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bility) which predicates a [past or present event
and whose justification is not readily verifiable.

In this definition, the specificaticn that claims must pred-
icate a past or present event 1is rade in order to distin-
guish them from promises and predictions. The ccndition
that the proposition contained in a claim not be readily
verifiable also helps to differentiate claims frcm asser-
tions of a factual nature (be they literally true or not).

By this definition, +then, an examination of the clainms
found in the data would indicate that televangelists are so-
mewhat less <careful than televisicn advertisers in the
claims that they make. For example:

15. (Andre Crouch, the guest sirger is) 1Ioved by thou-

sands, yes by millions. (Oral Rokerts)

16. God has called Rex and given him a vision of a wcrld-

wide outreach to searching and starving souls. (Rex
Humbard)
In fact, only two instances of mitigation were found,

neither of which used modal verkts.
17. (Through the people just mentioned) prokalkly we're
getting in more Bibles than anyone else (to China).
(Jimmy Swaggart)
18. When ycu consider the fact that we're on nearly 400
television stations, 500 radio stations, reaching 1li-
terally the potential every househcld in North Ameri-

ca, and throughout Australia, the Phillipines, the
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islands of the sea - many parts of the world. (Jerry
Falwell)

The mitigation contained in both these sentences restlts
in rather stilted constructicns. In (17) the claim is miti-
gated through the use of the adverb probakly while (18) con-
tains two types of mitigation. The adjective nearly defi-
nitely applies to the phrase which immediately fcllows it,
but its scope may also include the number of radio stations
mentioned. In either case the literal strength of the claim
is severely reduced, since it is the speaker's judgment that
the actual number is close to 400; it could conceivably vary
between 350 and 399 and still make the claim literally true.
The second type of mitigaticn is fcund in the awkward con-

struction literally the potential every household where the

insertion of the modifying phrase the potential significant-
ly weakens what would otherwise te a very strong claim in-
deed.

Some of the <claims made by televangelists could be
classed by subject into types. One such type contained an
assertion as to the personal participation of God in furth-
ering the work of the ministry.

19. God continues to bless this ministry to searching and

starving souls. (Rex Humkard)

20. God has made it possible fcr use through a network of

effort that I can't describe to you (to get EBEilles

into China). (Jimmy Swaggart)
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Another type of <claim menticned the number of pecple
actually converted or "reached" by the ministry in its cut-
reach efforts.

21. Thousands get saved on a reqular basis. Watching,
listening tc our televisicn, radic programs. (Jerry
Falwell)

22. As Rex 1led them in prayer, literally hundreds of
thousands acknowledged Jesus Christ in their hearts
and minds. (Rex Humbard)

23. As Rex spoke to hundreds cf thcusands in stadiums
across Brazil, the Holy Spirit tcuched hearts. And
many found a saviour. (Rex Humkard)

In his discussion of the language of television advertis-
ing, Geis mentions the term many which, while frequertly
used, can vary in strength depending on the context in wtich
it occurs. Generally, it seems tc assert that the number or
proportion indicated is significant in the eyes of the
speaker resulting in a claim which is difficult to falsify.
As exemplified in (18) and (23) the use of many also occurs
in the claims made by televangelists. In (18) the interded
strength of the quantifier is made explicit Ly the examgles
which precede it, but in (23) the numerical referent of many
is completely cpen to intepretation. There is, however, an
implication through the preceding sentence that since hun-

dreds of thousands were spoken to, at least several thousand
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must have "found a saviour". In fact, many of the claims
found in the data utilized indirect speech forms which re-
quired some measure of inference in their interpretaticn.

This will be discussed in the following section.

4.5 SAYING THINGS INDIRECTLY

One feature of television advertising which Geis fcund

particularly interesting was the prevalence of speech fcrms
which convey information that must be intepreted thrcugh
processes cf conventional or conversational implicature. As
outlined in Chapter 2, conventional implicature derives from
the conventicral meaning of the words in an utterance and
the semantic component entailed in its structure. Conversa-
tional implicature, on the other hand, alsc utilizes such
information as is provided by the ccntext, shared background
knowledge and beliefs, as well as the Ccoperative Princigle
and conversational maxims set out by Grice (197%).

In the language of televangelists, many instances of
claims and assertions were found which required scme measure
of conventional or conversaticnal inference in their in-
terpretation.

24. Father, help each one here and millions watching by

television to prepare to meet God. (Jerry Falwell)

25. Oour way of saying thanks fcr helping to proclaim

God's word to millions of needy rpeople. (Jerry Fal-

well)
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Sentence (24) conventionally implies the [frcpecsition

millions are watching by televisicn. This can be demcns-
trated by the test for conventicnal implicature, cancella-

tion, which results in the anomalous sentence *Mililions are

not watching Lty television, but helr each one here and mil-

lions watching by televisicn. Similarly, (25) conventicral-

ly implies that we proclaim God's xord to millicns of needy

people. This sentence also contains the conversational im-

plication - by the Maxim of Relation - that the needy fpecrle
referred to are in need of Gcd's word, not food or money or
shelter. This demonstrates a feature which Geis also found
in television advertising, namely, that ccnventional and
conversational implicature often occur together in the same
utterance or string of utterances which form an argument.
This interaction of the two types cf imrlicature is further
exemplified in the following set of utterances frcm Oral Ro-
berts' prograr.
26. What we've built here in the City of Faith is a medi-
cal centre with the most advanced design and technol-
ogy of any medical centre in the world. But more im-
portant, we've brcught together reople from all cver
the country who believe in wmedicine AND Dbelieve in
prayer. And THAT is really what makes the differ-

encee.
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The final sentence in this set ccnventicnally implies that
there is a difference between the City of Faith and other
medical centres in the world, and further, that this differ-
ence can be attributed to something already referred to. By
referring to the linguistic ccntext of the preceding utter-
ance (including the stress on and and the Maxim of Relation,
it can be shown that this sentence further implies thrcugh
conversational implicature that the difference referreé to
can be attributed +to the additicnal feature of a belief in
Frayer. For many people, this might conclude the inferences
that they would draw from these utterances. For those who
are familiar with Oral Roberts' ministry, howeever, there is
another proposition implied in these utterances which de-
pends on shared background knowledge and beliefs. The ne-
cessary background information is the fact that Oral Rolerts
himself is a known faith healer. He not only began his te-
levision ministry as a faith healer, but continues to ccn-
duct healing services in his untelevised meetings throughout
the country (Hadden & Swann, 1981). A listemner who is aware
of these facts and who shares Oral Roberts' telief in faith
healing might also infer that the way in which a belief in
prayer "makes the difference"™ in the City of Faith is
through invoking God's help in healing, «c¢r more succinctly,

through faith healing.
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Most of the