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lBS7RAC! 

The process of persuasion has received a great deal of scho­

larly attention, yet it remains today an inccmpletely under­

stood pheno~enon. One of the basic comFonents of any at­

tempt at persuasion is language. How ever, ccmparati vely 

little research has been done to determine whether certain 

kinds of linguistic technigues might function to enhance the 

persuasive imfact of a message or, alternatively, whether it 

is possible to identify specific linguistic features as 

characteristic of the use of language to persuade. Two stu­

dies which have attempted to address these questions exa­

mined the persuasive messages of television advertising. 

The fact that both studies exa mir.ed cnly one type of persua­

sive message, however, leaves open the pcssibility that fome 

of the linguistic features found to characterize these mes­

sages might, in fact, be artifacts of advertising style as 

o pposed to characteristics ccmmcn to persuasive language 

use. 

This research was therefore undertaken to study the role 

cf language in p ersuasion in two ways. First, it comprises 

an attempt to refine our understanding of how language might 

function in persuasion by examining relevant work from a 

variety of disciplines both in terms cf theoretical ap-
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proaches to the frocess and in terms of the actual linguis­

tic techni ques which have been discussed as enhancing the 

persuasive impact of a message. Second, 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 grcu1 cf 

televised messages f i r which persuasive intent could teas­

sumed were examined to determine whether the linguistic ca­

tegories derived from television advertising could alse be 

found in another form of persuasive language use. The mes-

sages used for companison were comprised cf the Fromoticnal 

segments of five television evangelists• broadcasts. In the 

subsequent analysis l f these data it was found that many of 

the linguistic techniques which had been identified as char­

acteristic of fersuasive language in television advertising 

also occurred in the speech of television evangelists. some 

of the categories set forth 

I 

as exe~flifying persuasive lan-

Those lin-guage use, however, r ere net found in the data. 

guistic techni ques which were found in beth types cf messag-

es were considered to lend surrort to the previous 

interpretations of these devices as characteiistic of lan­

guage used to rersuade. With regard to those features not 

found in the data, hJ wever, it could only be concluded that 

they do not necessa l ily corresi:cnd with persuasive intent. 

The results of this study, while suggestive, are net conclu-
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si ve . Th e y do, howe ver , point to interesting quest ions 

which might be pursued in future research. Some of these 

are mentioned in the concluding portions of the study . 

E xa.mine rs: 
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Chaptei: I 

INTBODOC'IIOI 

Persuasion is a topic which has intere~ted scholars since 

the time of Aristotle. Although it has receiv€d a variety 

of definitions over the years, a ccmfosite of the most com­

mon meanings for the term would define persuasion as the 

i:rocess of inducing a voluntary change in scmeone•s atti­

tudes, l:eliefs, or behaviour through the transmission of a 

message (Bettinghaus, 1968; Anderson, 1978). This defini­

tion specifies that the change br cugh t about must l:e vo lun­

tary so that violent and coercive ~easures such as brain­

washing and torture are not considered instanc€s of 

persuasion. lt addition, it night be mentioned that the 

pre-eminent means 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 seconaary to the vertal ccnFo­

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 interFersonal relaticns, 
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it has even been considered by scme tote the primaLy tool 

of civilizaticn (Bettinghaus, 1968) • Yet, there is perhaps 

today a tendency to consider persuasion to be primarily an 

instrument of such ventures as ccmmercial advertising er 

classical oratory. such a conceftUali2ation overlooks the 

fact that this process is also a normal part of everyday 

conversation in which speakers regularly switch roles from 

agent to recipient of persuasion. Although the degLEE to 

which someone wishes to persuade ancther during the course 

of a conversation may vary greatly, persuasion remains euch 

an integral i:art of normal discourse that it is difficult to 

define parameters by which to distinguish it from the con­

versation in which it occurs (Anderecn, 1978}. 

The use of language to induce a volur.tary 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 persuasion process 

(Strong & Claiborn, 1982). Within the domain of psychother­

apy, an extension of normal processes cf linguistic inter­

vention are also found in the use of language to induce 

trances for clinical hypnosis (~atzlawick, 1978). In addi­

tion to the various interpersonal contexts that comprise 

settings for persuasion, the mass media are also widely used 

for this purpose. In the printed media, for examfle, nelis­

paper and magazine editorials as well as advertisements uti-
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lize language in attempts to persuade rEaders tc adcft a fO­

sition or to buy a product. HowEver, despite the imfact of 

the printed word, it is still frimarily 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 of spoken language 

in our society (Anderson, 1978). Television, in farticular, 

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 to influence consumers, the 

role of television in political persuasion has reached a 

point where in North America even a ccuntry•s choice of na­

tional leader is now widely attributed to his ability to 

project the afpropriate image over this medium. 

The fact that language is an integral part of virtually 

any persuasive attempt raises the guesticn of prEcisely how 

this element enters into the frccess. Mcst research done on 

persuasion has tended to assume that the role of language is 

primarily a function of such content factors as the numter, 

type, and arrangement of arguments presented in supfort cf a 

position. Recent work from a variety of disciplines, hc~ev­

er, has begun to demonstrate the fCtential of other aspects 

of language use for enhancing the persuasive impact cf a 

message. Of particular interest in this regard is the use 

of linguistic techniques to convey imflicit information, 
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since it has bEen found that verbal informaticn is processed 

not only in terms of that which is exflicitly stated but 

also in terms of that which is imflied. Unfortunately, most 

of the work which bears on the question of how language it­

self might affEct the persuasive imfact of a message has not 

come from the field of persuasion research directly. Rath­

er, current knowledge about the effectE of language on the 

thoughts or perceptions of recifients of a message has 

largely been the result of work on related processes suet as 

those found in psychotherapy and hyi:noEiE, as well as gener­

al linguistic analyses of the manipulative or deceptive 

techni1ues used in various kinds cf communication today. 

Exceptions to this trend, however, can be found in the 

research of Rcbin Lakoff (1981) and Michael Geis (15c2}. 

Both studies were conducted to determine what linguistic 

features might characterize persuasive discourse by exanin­

ing the language used in one of the most overt forms of per­

suasion, television advertising. An essential ass umf tion 

underlying this work was that television advertising is 

largely successful in persuading viewers to buy the products 

advertised. Consequently, actua 1 features found to charac­

terize this type of language use were discussed in termE of 

how they might function to enhance the fersuasive 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 p ersuasivE 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 lea st some of the linguistic 

techni gues found to characterize this fcrm cf persua!:ion 

might be artifacts of advertising style as opposed to actual 

enhancers of the process. If these same techniques ~ere 

also found to characterize other tyfeS of persuasive messag­

es, however, this would lend support tc Geis ' and Lakcff's 

interpretation of their role in fersuasive communication . 

1. 1 STATEMEN~ OF PURP OSE 

The purpose of the present study is t~o-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 cf disciplines both in terms 

of theoretical approaches to persuasion and in terms of the 

actual linguistic devices discussed as enhancing the persua ­

sive impact of a message . Second, in crder to test the sen­

eralizability of the linguistic features found by lakoff and 

Geis to characterize the persuasive language of televisicn 

advertising, a comparative study has been undertaken utiliz­

ing another group of televised messages fer which fersuasive 

intent could te assumed . The ffiessages chosen for this rur-
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pose were taken from the broaacasts cf televisicn EvansE­

lists . The study, then, ccmfrise~ an examination of the 

promotional segments of these broadcasts to determine if the 

linguistic features isolated by Lakoff and Geis with rEsard 

to television advertising can al~o be found in another form 

of language used to persuade . 
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2.1 THEORETICAL APPROACHES TO PERSOASICN 

There 

deals with 

is currently no generally accepted theory which 

the process of persuasion (Himmelfarb & Eagly, 

1974; Reardon, 1981). However , 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 of the recipient cf a 

message. Much of this work has focussed specifically on the 

cognitive processes involved, but ~cme has attempted to ad­

dress the issue from a linguistic perspective, in term~ of 

how language itself might contribute to ' the persuasion fro­

cess. 

This secticn will, therefore, ccmpri~e a somewhat eclec­

tic search of the literature for thecretical work wt.ich 

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 suestion of how language 

enters into this process . o begin , a somewhat historical 

survey of models which have dcminated work in this area for 

the past several decades will be conducted, follcwing wr.ich 
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the discussion will proceed to an examination of more recent 

theoretical approaches which deal SfEcifically with the role 

of language in influencing someone's thoughts or percep­

tions. 

2.1.1 Process ftodels 

With regard to the necessary and sufficient conditions 

for persuasion to occur, it is generally agreed that the si­

tuation must have three essential cemfonents: a source or 

speaker, a message, and a recipient er hearer. Beyond tr.is, 

however, the process by which one ferscn can induce a volun­

tary change in one or more feofle remains an incompletely 

understood phenomenon . 

In recent history, by far the largest proportion of 

theoretical and experimental work en fersuasicn has come 

from the field of social psycholcgy under the heading of~!­

titude Formation and £han_g_g Research . Work in this field 

began in the early 20th century and received a large beast 

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 numter of studies and a var­

iety of theoretical models. It is said that research 

reached its peak in the 1950's and early 1960 1 s, but a 

(non-exhaustive) search of the literature reported in 1 S 72 



9 

that over 750 articles had been published on this topic in 

the preceding two-and-a-half year period (Himmelfarb & Eag­

ly, 1974). Generally, this research has focussed on the 

construct attJtug§ as that which is changed in persuasion. 

The conceptual definition of this ccnstruct has varied so­

mewhat over the course of these investigations tut most sen­

erally accepted definitions have viewed attitudes as similar 

to beliefs except in that attitudes have an evaluative, af­

fective component which beliefs de net. For example , 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 individual's world", 

while attitudes were defined as an "enduring organization of 

motivational, emotional, perceptual and cognitive frocesses 

with respect to scme aspect of the individual's 11orld 11 (Eim .... 

melfarb & Eagly, 1974, p.5). Ey this definition , the two 

constructs differ only in that beliefs are affectively reu­

tral, while attitudes contain an emotional, motivational 

component. Other definitions have focussed more on the 

evaluative nature of attitudes. Foe example, Katz & Stat­

land defined an attitude as "a tendency er pre dis fOSi tic r to 

evaluate an object or symbcl cf that cbject in a certain 

way" (Himmelfarb f, Eagly, 1974, p . 6) . Attitudes are furtl:er 

defined as containing three essential components: a co sni­

ti ve (thought) comfonent, an affective (feeling) component, 
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and a behavioural component which comes into flay whEn a 

person is actually engaged in some action with regard tc the 

attitude objEct . 

Theoretical models generated to account fer the precess 

of attitude formation and change may be described as falling 

roughly into four groups: cognitive ccnsistency theories, 

learning theory, social judgment 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.1 For example, cogni­

tive consistency theories essentially work on a drive - reduc­

tion model of behaviour, asserting that it is unfleasant for 

a person to naintain inconsistencies between related be­

liefs, knowledge, or evaluations . The discomfort which such 

inconsistency brings to an individual will motivate him to 

reduce these inconsistencies , notal:ly by changing hi:: a tti­

tudes . 

The learning theory approaches, on th€ other hand, ccm­

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 con-

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

1 This analysis of persuasion theory and the summaries wr.ich 
follow are taken largely from the discussion presented in 
Himmelfarb 8 Eagly, 1974. 
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iety of approaches, each based en Eome individual learning 

t he ory, to the study of attitude formaticn. The guesticn of 

how existent attitudes might be c hanged, 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 te described i n terms of 

distance or discrepancy frcm it. The fereon is seen as hav­

ing areas or ''latitudes" of acceptance, rejecticn, or ~on­

commitment. Any persuasive affeal must fall within one of 

these latitudes, which, in turn, determines whether the new 

attitude will te 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 fOs­

sibly just at t h e beginning of the latitude of rejection. 

Functional theories differ frcm the ether tyfes in that 

attitudes here are related to the motivational function they 

hold for an individual. !his is to account for the fact 

that people may both hold attitudes and change them fer a 

variety of reasons; so that the same communication can have 
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a profoundly different effect, dependir.g en what role the 

attitude being challenged has for the individual. Examples 

of functio n s that attitudes may s e rve include the instruien­

tal function of g aining reward and avoiding fUnishment, the 

knowle d ge function, and the ego-defensive function. 

The foregoing has been a very trief cverview of the gen­

eral theoretical perspectives which have tended to dominate 

the bulk of work done in the one discifline most concerned 

with the process of persuasion. 2 All of these general models 

have suffered a decline over the past decade, however, since 

empirical research has shown the m each to be lacking in scme 

fundamental way. In most cases it was discovered that the 

theory either could not be gen eralized or that it apflied to 

a very limited base of pheno mena which further research has 

of ten tended to shrink even more. In a few cases the theo-

ries "never generated emfirical research programs of any 

scope", a fact which is considered tc raise "serious gues­

tions about their ability to li rk to empirical phenomena" 

(Himmelfarb & Eagly, 1974 1 p. 598). 

Conseguently, recent research in social psychology has 

tended to be comprised of a f indings-oriented search for va-

riables that might influence the persuasicn process. 'Il:ere 

is presently a preponderance of limited-range theories, eac h 

2 For a detailed discussion 
these group s see Himmelfar b & 
19 81. 

of itdividual models within 
Eagly 1 1974, and Reardon, 



13 

of which seeks to explain some srrall asi:ect of the process 

of attitude change, but no general framework to account for 

the process as a whole. 

I n a comprehensive review of past wcrk en FErsuasion, 

Reardon (1981) suggests that, given current knowledge in the 

field, any adE g uate model for persuasion in the future wil l 

re quire a shift in conceptualization of the precess, away 

from the common view that persuasion is 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 p lays an active role in his cwn i:ersuasion as well as 

the effects of context in detern:ining the success of any 

i:e rsuasi ve 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 recogriticn of the message as one 

o f the three essential components of persuasion, it wculd 

appear that most theoretical explanations of the process are 

content to assume that language is simi:ly a means by wtich 

to convey information, with no inherent effect on the pro­

c e ss itself. As will be demonstrated in sutseguent sec­

tions, however, this view of language is not necessarily 

shared by other disciplines. 
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2.1.2 The Construct "World I~~g~" 

Scme of the difficulties encountered by social psychclo­

gists stud ying persuasion over the past few decades also 

raise the question of whether the nental construct ~ttttud~ 

is appropriate or sufficient, or whether perha ps the process 

of persuasion might have to do with a treader aspEct cf a 

pe rson's cognitive make-up. 

one construct which is mentioned frequently in t he liter­

ature discussing the use of language to tring at out a change 

in another p erson is that of ~g~ld im~qg. Essentially, this 

refers to the conception of reality which every person de­

ve lops through his experiences, his interpretaticns of tt.ose 

experiences, and his subsequent a.ocriptions of value to the 

things in his world. As every person's ex periences are uni­

que, so is every person's world i mage, t hough individuals 

from simi l ar social or cultural backgrounds will generally 

share many elements of their reEfecti ve aorld images. Ne­

ve rthe less, one's world image serves as a scrt cf maf er 

guide by which to interpret new experiences, and also a fil­

ter which colours one• s perce f ticns of the 'tlorl d (Bandler & 

Grinder, 1975; Watzlawick , 1978) .3 

3 This concept is also referred to aE habitual frames of re­
fere nce (Erickson et al., 1 976); theory of reality (Fc.ler 
et. al., 1979); ~Q.£J.d-view (Anderson, 1978; Fowler & 
Kress, 1979); sense[!:deational field (Leont• ev, 1977); 
Ve.f.§_!Qll of £ealii1 (Reardon, 1981). 
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The essential difference between the construct ~QtlQ im­

~~ and what has been defined as attitudes seems to be one 

of scope. Rg~ld ima_g_g is a mosaic of interccnnected teliefs 

and associations which together form a cohesive tody that 

cannot be analyzed in to discrete cc n: i:cne nt parts. It is for 

this reason that it is suggested ty some that any effort to 

persuade someone to adopt a new i:e r!:i;ecti ve on an issue, or 

to behave in a way that he would not ctherwise have aone 

must address this fundamental world image in order for the 

change to be voluntary (cf. especially Leont•ev, 1977; Watz­

lawick, 1978}. 

2.1.3 World l■ ag_g as a Bight Hemis~here f~nction 

The construct ~li im.s_gg is utilized in a model devel­

oped by W atz la wick ( 1978} to ace cunt for the effective use 

of language in psychotherapy - a tyfe of linguistic interac­

tion which has been recognized for over two decades now as a 

form of persuasion (Strong 6 Claiborn, 158~. Essentially, 

the model is based on the striking similarities found tet­

ween the cognitive processes required to develoi: a world im­

age and the particular functicns for which the right hemis­

phere of the brain is specialized. Tc explain, it has teen 

established through research intc hemiEpheric asymmetry, 

that the two hemispheres of the brain function very diffe-

rently: the left hemisphere is !:fecialized for logical and 
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analytical processes and such skills as are reguired for ar­

ithmetic problem solving and language use, while the right 

hemisphere functions in the holistic gra~ping of complex re­

lationships, patterns, and configuraticns utilizing ~uch 

skills as synthesis and integraticn (Springer 8 Deutsch, 

1981; Watzlawick, 1978}. Since a perscn's world image is 

comprised of a complex synthesis of his experiences and in­

terpretations thereof, this mcdel suggests that the develop­

ment of a world image is essentially a right hemisFhere 

function. The specialized skills of the left hemisphere are 

subse g uently utilized in the rationalization cf this 1:asic 

image which it analyzes into comFonent Farts, making con-

crete the concepts and images it contains, and finally draw­

ing seemingly inescapable cone lusicns ba ~ed on the analysis. 

This rationalization, once establisted, becomes self-verify­

ing so that the original image is not suestioned, but any 

contradictory input simply leads to a further elaboration 

and refinement of the analysis by the left 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 hemisphere is also far more 

specialized for language processing than the right makes 

this particularly difficult to acccmplish by verbal means. 

Yet the right hemisphere does have some verbal atilities and 
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the two hemispheres are also kncwn tc function independently 

to a certain extent, suggesting that it might, in fact, be 

possible to use language in such a way as to address specif­

ically one or the other hemisphere . According to this mo­

del, then, in order to bypass the linguistically dominant 

left hemisphere one would use linguistic structures which 

are difficult to process analytically , thereby blocking 

these cognitive functions - characteristic of left hemi­

sphere processing - and allowing the right hemisfhere or 

world image tc be accessed . It is suggested that communica­

tion with the right hemisphere can te facilated through the 

use of various linguistic devices such as metaphor, apho­

risms, condensations , rhyme, and rhythm which resemble right 

hemisphere functioning more than rriost tyfes of language use. 

Essentially, however, the important feature of 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 incorfo­

rated into the existing complex which ccmprises his world 

image . 

It might be mentioned that the 1articular structures dis ­

cussed by watzlawick as means to circumvent the left hemi-

sphere are alsc 

hypnotic trance . 

used to a large extent in the induction of 

In the literature on the language of clin-

ical hypnosis, however, they are discussed as means by which 
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to bypass the conscious mind and temporarily susrend habitu­

al mental patterns, making it fCssible for the patient to 

experience new patterns of asscciaticn at the unconscious 

level which in turn will enable him to reevaluate these fre­

vious interpretations of his exferiences which have presuma­

bly left him ill-equipped to deal with the world (Ericksen, 

et. al., 1976). Thus, the terrrs £CD..§£iOU§ and unconscious 

as they are used in hypnosis 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 literature is 

springing up around the thesis that the structure of a lan­

guage influences the thought of its speakers (Bloem, 1981; 

Fowler & Kress, 1979; Kress & Hodge, 19 79) • '.rhis idea was 

first popularized in the early part of this century as the 

sapir-Whorf Hypothesis of Linguistic Relativity tut fell 

into disrepute when same of the strcng interpretations of 

this theory were shown to be patently unsupportable. Some 

recent work, however, has begun to suggest the possibility 

that parts of the theory mig.ht have been rejected premature­

ly. One particularly cogent work in SUffort of this thesis 
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(Bloom, 1981) demonstrates that the fre sence or absence of 

linguistic structures by which tc exp:e ss the more abst.ract 

r easoning processes can either facilitate or inhitit a lan­

guage group's ability to use that fICcess. Through the use 

of experiments, surveys and anecdotal information, Eloom 

shows that monolingual speakers of Chinese and English aif­

fer substantially in their ability to use cognitive process­

es for which only one of the languages has the cor:r:espondin g 

structures. A case in point is the use of counterfactuals; 

statements in the form of If! had been the case, !h£n X 

would have haE~ned. Chinese does not hav e a straightfor­

ward way in which to express this ty fe of reasoning, and 

monolingual speakers of Chinese found it a gr:eat deal nore 

difficult to follow a relatively ccmflex 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 say, 

language can influence thought net cnly through the things 

which it is possible to ex press, 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 throug h the media and other social 

institutions can, in fact, influence the way that tlese 

events are perceive d by t he recipients cf these communica-
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The recounting of such events through language in-

valves a choice cf lexical items and syntactic stLucttres 

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 source 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 suttle 

ways - the recipient's understanding of the subject of com­

munication. It should be noted, however, that this infcLma­

tive selection process occurs in every instance of language 

use, since it derives from one of the tasic 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 cf this process in mass 

communications such as news reporting can include maintain­

ing the existing social order by casting events in a light 

which is conscnant with the views held by those in power. 

Yet, the subtlety of the process ty 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 ~hat 
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one says but also informaticn deleted that creates the i~age 

conveyed. 

To demonstrate this process, Fowler et al. { 1 9 7 9) con-

ducted a ccmparative examination of different newsfaper 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 unbiased, factual ace oun t. 

2.1.5 s~ecBn A ct Th eon 

Another perspective on the use of language for fErsuasion 

can be found in the literature cf speech act theory. Eere 

language is studied in terms of how speakers USE it to fer­

form actions over ana above the sinrle statement of a propo ­

sition . Taken in this light, it has been found that onE of 

the most salient features of persuasion might, 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 classification systEm 

of speech act analysis, persuasicn was considered to be one 
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type of pe rlocutionary act, where perlocutionary Sfeech acts 

were defined as those which intrinsically involve a particu­

lar response from the hearer (Austin, 1962). Such Sfeech 

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 examfle, to perform the 

illocutionary act of promising, it is fOssible simfly to 

state to someone J (~er~Q~) ~rriEg ~Q] that J and the act 

is successfully completed as seen as the hearer understands 

that the speaker intended to make a frcmise . One cannot, 

however, say I hg£eby gersuade you thg! X to perform the act 

of persuading. 

as §1~.£tli:.ng, 

in this way . 

Similarly, other perlocutionary acts such 

~~~sinE, and 1~§]11.i:ng cannot be performed 

Another criterion fer the differentiation of 

illocutionary and perlocutionary speech acts is that in re­

porting an illocutionary act cne could say In sa_ying XI did 

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

whereas for perlocutionary acts it ~ould be more apfropriate 

to say li_y §itll!lE X 1 Q,!Q I (e.g . , 12.Y sa~i!lg_ "Brow!! !§ a 

known felon" I _2ersuaded him (tc vcte for Jones)) • 

Work which followed Austin's initial classificaticn cf 

illocutionary and perlocutionary acts, ho~ever, 

system to be problematic for several reasons. 

fact that th ere is no way to guarantee that a 

showed this 

First, the 

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 in no way assures success in the attempt. 

Second, contrary to the commcnly accepted definition of 

speech acts, persuasion does not generally occur thrcugh the 

production of cne utterance alone. Rather, a speaker might 

attempt to persuade his audienc€ of something th.rough a ser­

ies of utterances including perhafs fome combination of 

premises, supporting arguments, ccnc lu sions, and even sug­

gest ions. That is, the perlocutiona.ry act of persuading may 

often consist of a seg uence of illocuticnary speech acts, 

which, when taken together have the underlying intention of 

persuading, even though none of them alcne could be appro­

priately described as comprising that act. Furthermcre, 

although the illocutionary acts ccmf.rising 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 persuad­

ed. Th us, it was decided to abandon the noticn of "perlccu­

tion ary act" altogether since it did net seem possible to 

specify the necessary and sufficient ccnditions for tteir 

successful performance (Searle, 1969). 'Ihis meant that per­

suading could no longer be co nsidered a distinct act to be 

performed by a speaker. Instead, speech act theory came to 
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consider persuasion as one of a variety of perlocutionary 

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 perlocutionary 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 to attempt to revivE the 

notion of EErlocutionary ££1 by fcrmulating constitutive 

rules which take into account the securing of an appropriate 

response from the hearer as a condition for the successful 

completion of the act (Gaines, 1979). There have also l:een 

some attempts to analyze sequences cf 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 theory, they have not gerer­

ally been taken up in work in speech act analysis. At pre­

sent, the use of language to persuade continues to be 

considered primarily as a conseguential effect rather than 

an act which speakers perform. Therefore, by this analysis, 

the only way to identify persuasion 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 ~~ar1 

Although the topic of i:ersuasicn has received a great 

deal of scholarly attention, the ccmi:lexity of the process 

is attested to in both the variety and number of precess mo­

dels put forth, none of which has yet been able to account 

for even a major portion of the experimental results of fer­

suasion research. Among the shcrtccmings of these models is 

a failure to recognize the recipient 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 developed 

to account for the persuasion that occurs in therapeutic 

discourse. This wodel utilizes the broader construct !frlg 

i~£g§ in conjunction with recent develcfments in our under ­

standing of how the brain functions to suggest that language 

can enhance the persuasive impact of a message ty blocking 

the analytical cognitive processes characteristic of left 

hemisphere functioning, thereby enabling the wcrld image to 

be accessed and influenced directly. 

The thesis that linguistic structure can have an imfact 

on thought has also found sufport in recent work in linguis­

tics. Although no attempt is made to si:ecify the cognitive 

processes involved, it is suggested that linguistic process­

ing takes into account the inforrration which is inherent in 

the structures used to convey a message. The imflicit na-
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ture of such information, moreover, increases the likelihood 

that it will escape the attention of the recipient of a com­

munication, thereby enhancing the FOtential fOWEI of this 

aspect of language use to influence the recipient's perspec-

tive. While the use of structures which convey addi tier.al, 

implicit information is common tc all tyfes of language use, 

it nevertheless represents one subtle means which can be 

used intentionally to manipulate the hearer's perceftions of 

the subject under discussion. 

In speech act theory, one major result of examining fer­

suasion fccm 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, persuasion 

has come to be defined in this literature as both an inten­

tion and an effect of language use but not a definal:le act. 

2.2 TBE BOLE OF LAIGUAGE IN THE PERSUASION PROCESS 

As demonstrated in the preceding section, 

basis in theory for the view that language 

there is some 

itself, in the 

way that a message is composed, can have an impact on per­

suasion. In this section, work from a variety of related 

disciplines will be surveyed to determine what kinds of lin­

guistic techniques might contribute to this effect. Wl:ile 

some of this work has focussed en the relationship tetween 



27 

language and persuasion directly, much of the information 

relating to this question derives from aralyses of how lan­

guage itself is processed by recifients of a message, toth 

in regular linguistic communication and in the SfECialized 

use of language for trance ind uc ti en in p,ychotherap y. 

2.2.1 

Experimental studies conducted to determine the fer~ua­

sive effect of different rressage characteristics have fro­

duced a variety of results of which perhafs the most salient 

one has be€n to demonstrate the ccmflexity of the persuasion 

process (Reardon, 1981) • Since most cf this work has not 

focussed on language Eer .§§, but rather on the effects of 

such factors as number, type, and arrangement of supporting 

argumentation, the results of this ~erk are of limited rele­

vance to the question of how language itself might affect 

persuasion. Nevertheless, it rright be mentioned that in 

these experiments the effects of variaticns on argument type 

and number were generally found to depend to a significant 

degree on various characteristics of 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 based 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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and 

whether or not the recipient's expectations with regarc to 

the message are confirmed (Mcntgcmery & Eurgoon, 1977) . 

At least one linguistic technigue 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 discovered that the use of this 

device had completely opposite effects depending on 'Whether 

the recipient of the message had a high er lo'W level of per­

sonal involvement in the subject of the communication (PEtty 

et al. , 1981) • These effects were exi:lained by referring to 

the fact that other experiments have shown that the desree 

to which a recipient is personally concerned 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 hi m (Ch ai k en , 19 8 0 ; H ar kins & P et t y, 1 9 8 1 ) • P e cf 1 e 

with a high level of persona 1 invcl vemen t in a topic tend to 

pay closer attention and base their decision primaril} on 

such factors as the number and quality of the arguments 1re­

sented in the message , whereas relatively uninvolved reci­

pients of a persuasive message tend to use a more heuristic 

strategy, for Examfle, utilizing such features as source ex­

pertise and likability more than the logical merit or nurrber 

of supporting arguments in deciding whether to change their 

position (Chaiken, 1980). In the case of rhetorical gues-
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tions, then, high-involvement subjects actually found the 

use of this type of guestion distracting, 

sensitive to the quality of argumentation 

making them less 

than they were 

when the same arguments were presented as assertions. low-

involvement subjects, however, shewed greater sensitivity to 

the quality of argumentation when the message contained rhe­

torical questions than when it did net . This effect was ex­

plained by the fact that rhetorical questions essentially 

ask the hearer to think about the topic, thereby increa~ing 

the level of message-based thought for lcw-involvement sub­

jects, a processing strategy which they would not normally 

have engaged in to the sa me degree ( Pe tty et al • , 1 9 81 ) • 

Some experimental work has been conducted sfecifically to 

determine whether certain linguistic devices or stylistic 

features might have an impact en .r:ersuasion . Unfortunately, 

this research has generally suffered frcm a lack cf com.r:ar­

ability between operational definitions of the variatles 

studied, resulting in findings which have tended to be Kixed 

and difficult to interpret in relaticn to one another (Eear-

don, 1981). Thus, while there is some evidence to indicate 

that metaphor and sinile enhance the fersuasive impact cf a 

message (Reinsch, 1 977), a series of experiments conducted 

to test the effects of other stylistic features failec 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, howeveE, has been to show 

that the persuasive impact of a message is affected by style 

insofar as the style of the message is ferceived ty the re­

cipient to be similar to his own (Giles and Powesland, 15i5; 

Sandell, 1977). Thus, it has been found, for example, that 

even though si:eakers 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 6 

Powesland, 1975). 

2.2.2 Information Processi.!9 and Fersoasion 

Much of the recent experimental work which bears on the 

issue of how message characteristicE might enhance persua­

sion has stemmed from a current interest in infcrmation rro­

cessing as an adjunct to the use of language to persuade 

(Read.on, 1981). Here it has been found that recii:ientE of 

verbal messages can employ what might be called different 

levels of processing. That is, the meanings which individu­

als derive from any given message can vaEy 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 ~crld 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 teen 

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 proi:ositions but also addi­

tional information which their past experience or background 

knowledge suggest as probable interpretations (Harris 6 Mo­

naco, 1978) • For example, a sentence such as lhe llQ.Yic_g 

skater tr~Eed on the ice might be interpreted as including 

the proposition the skater fell even though this is not a 

necessary conseguence of the original sentence. Such infer­

ences, once made, are then stored in tI.emory together \ith 

the explicitly stated informaticn, so that in recognition or 

cued recall tasks people do not tend tc differentiate tet­

ween the two types of material (Masson 6 Alexander, 1981; 

Thorn:lyke, 1976). Furthermore, it has been found that when­

ever individuals do use inferences, this level of processing 

actually improves memory for the material presented (Monaco 

6 Harris, 1978). The impact of implicit informaticn in lan­

guage processing has also been demcnstrated in a study con­

ducted by Greene et al. (1 982) 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 to receipt of the rres­

sage tended to read it more carefully and thereby increased 
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their resistance to the misleadirg infcrmation 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 tte view that imflied infor­

mation is encoded into memory during the initial processing 

of a message. 

A particularly dramatic examfle cf the impact of implicit 

information on verbal information precessing was provided in 

two experiments conducted to determine the effect of such 
~-

information contained in guestions 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 guestioned atcut events in the 

film. It was found that these subjects \ho were guestioned 

with sentences using the verb ~§h tended to estimate that 

the cars were travelling at higr.er speeds than these ~rose 

guestions contained bu~~ or hi!. Furthermore, a week later, 

this first group was more likely tc report having seen tro-

ken glass even though there was ncne in the film. such 

findings attest to the importance of implicit informaticr in 

the processing of language, as well as the impact that such 

information can have on memory, even retroactively. 
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2.2.3 The Langua-9§ of Clinical Hyinosis 

The persuasive power of implicit information conveyed 

through language is well-documented in the literature of 

clinical hypncsis (Ban d ler & Grinder, 1975; Erickson et al., 

1976; Gri nder & 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, 

opp osed to explicit assertions. 

to make implicationE as 

In trance induction, the 

use of indirect forms of speech is seen as a way to byfass 

the hearer's conscious resistance tc imflied assertions and 

suggestions while at the same time engaging his active far­

ticipation in the communicaticn by inviting him to interfret 

unspecifi e d information in a way that is personally relevant 

to him. While this is a highly simflified account of what 

actually occurs in hypnosis, the result of the systematic 

use of normal patterns of indirect Sfeech is that the hearer 

will eventually come to focus his attention inward, much as 

we all do in daydreaming, to the extent that he is no longer 

aware of the world around him or consciously directing his 

own thoughts. When this occurs, the hearer is said to be in 

a trance state. In hypnosis, this state is considered tc be 

particularly useful for psychctherafy because it essentially 

frees the individual from the constraints of the habitual 

patterns of thought that characterize hiE normal, conscious 
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mental processes . Since the protlems cf peofle seeking ISY­

chotherapy are often impossible to resolve within the con­

fines of what are essentially "er:rcneots mental sets and 

limited frames of reference" (Erickson et al., 1976), the 

induction of trance provides a IIeans whereby the individual 

can be led to experience new patterns of association and 

conseguently new approaches to problems that would have teen 

insurmountable within the confines cf his existing world im-

age. 

It might be mentioned here that the trance state is not 

unigue to hypnosis . It is, in fact, a state which everJcne 

experiences naturally from time to time, often during mo­

ments of inner reverie or daydreaming, times when one is so 

preoccupied in thought that actions beccme virtually auto­

matic . What is interesting about trance in hypnosis , howev­

er, is the fact that a state in which b cth ccnsci cus at ten-

tion and its conseguent, conscicus, vcluntary control are 

suspended, can be induced in a hearer strictly through the 

instrumental use of language. 

the renowned clinical hypnotist, 

Yet, f :rom the work done by 

Milton 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 used in 

hypnosis does not consist of incantations or mJstical devic­

es. Rather, it is comprised of a systematic and principled 
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selection of normal conversational structures and linguistic 

devices. Furthermore, similar precesses are also used in 

some forms of psychotherapy (Gritder et al., 1977; Watzlaw­

ick, 1978) and, much less systematically, in ordinary disc­

ourse (Erick son et al., 1976) • Generally, the feature that 

makes the 

tively high 

use of language in hyfncsis tnique is the rela­

proportion of structures that permit multifle 

meanings tote derived, and devices by which information can 

be conveyed indirectly or implicitly. According to Erick­

son, the choice of how to exfress oneself 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 ferson you are addressing 

(Erickson et al., 1976). In this way it is said that cons­

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, is used not only in hyfnctherap}, 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 modalities in their 

perceptual processing of the world and that this is general­

ly reflected in their language (Eandler & Grinder, 1976). 
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Thus, a person who attends more closely to his visual per­

ceptual channels may tend to use terms and expressions that 

relate to this modality, such as I see what .Y..QU mean, that's 

yg£y clear or 1£~ i~ ~i£turg ihi§• In addition to the visu­

al modality, there are also the auditory and kinesthetic mo­

dalities that can be reflected in a perscn•s chcice of ex­

pression. !he psychctherapeutic techni g ue entitled 

Neuro-linquistic proqrammins, which has borrowed heavily 

from studies of the language used in hyfnosis, utilizes -

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 6 Bandler, 1981). 

A final pcint which might be Kentioned about hypnosis be­

fore proceeding with a discussicn of the actual linguistic 

devices used to induce trance is that the successful incuc­

tion of trance is said to be Fredicated to a considerable 

degre e on the hypnotist's ability to confuse the cliert•s 

conscious cognitive processes (Erickson et al., 1976). Eome 

techniques, such as the use of logical paradox, are desisned 

specifically for this e nd, but ma ny of the indirect forrrs cf 

expression used also constitute attempts to keep the client 

somewhat confused. 

Among the actual linguistic devices commonly used for 

hypnosis, some are designe d s p ecifically tc stimulate the 
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active participatcn o f the hearer in interfreting an utter­

ance in such a way that it will be relevant to him personal­

ly . These techni q ues wor k on the common premise that in de­

codin g a message, a recipient tends to interpret, not only 

the meaning of the wo r ds , but also attempts to infer the 

point of that ~hich is said . If this feint or force of the 

uttera nce is difficult to ascertain fro~ the surface struc­

ture al one , then the t e ndency is to infer a meaning which is 

relevant to the person at that moment . Furthermore, c c ns­

cious resistance to such an interpretation, even though it 

may be th e one intended by the speaker, bas been fcund tc be 

greatly diminish ed if the hearer derives it himself from a 

structure which does not set this meaning out 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 nomi ­

nalization transformations, and various types of ambiguity . 

An example of the use of u~sFecified referential indices 

would be the se n tence Peo.E.1:e can make th e mcst of learr.i.n.g 

ex.£§.riences which contains two such terms: g2fl§ and 

1ggnirr~ ex2eriences . In a therapeutic setting, a client 

will generally derive not only the conventional meanins of 

such an utterance but also an interpretation which is rele­

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

most QI t h is learninB exBerie nce (Grinde r & Bandler , 1981) . 
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Utterances in which selecticnal restrictions are 

violated, as in metaphorical speech, also function in simi­

lar ways . Thus, if a therapist Sfeaks of how a houseplant 

can feel happy, he has not only violated a selecticnal res­

triction on the predicate !g~1, which s pecifies 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, in which entire scenarios are depicted and resclved 

metaphorically has also been attested to in extensive \Ork 

which has focussed specifically en this aspect of engaging 

the client's active mental participation in his own healing 

(Gordon, 1978; Jaffe & Bressler, 1980) . 

The deletion and nominalization transforKaticns provide 

means whereby information which would ncrrnally be included 

in the tasic form of the sentence can be omitted from the 

surface structure. In normal conversaticn, this infcrmation 

can be unambiguously derived frcrr the context, but these 

types of transformations also lend themselves to the cnis­

sion of crucial information, while afpearing well - formed and 

complete on the surface. When they are used in this \ay, 

the hearer is left with a great deal of latitude in attri­

buting meaning to those parts which are unspecified . Thus, 

for example, the sentence You have learned §9 9~1£!11 has 

deleted information as to what has teen learned, while I!fil~ 
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i§ the satisfaction of knowigg that X dces not specify who 

is satisfied by whom by this knowledge (Bandler 6 Grinder, 

197 5) • 

The process of engaging the heai:er's active - though un­

conscious - participation in deriving the relevant meaning 

from an uttei:ance can also be stimulated through the careful 

use of the various types of ambiguity - fhonclogical, syn­

tactic, scope, and punctuation - tc convey a secondary mes­

sage {Gindhart, 1981; Grinder & Eandler, 1981; watzlalilick, 

1978). To help ensure that the ambiguity will te 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, presUffOsition, and the vari­

ous forms of indirect suggestion. The term imflied causalit~ 

refers to the process of linking twc uni:elated sentences tc 

produce compounds which imply a logical connection 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 second part contains the typ­

notic suggestion. In its weakest form, such sentences are 

linked with the simple conjunction ang, as in IQY ~.£.§ 

breathing_ in and out and you can begin to relax. Strccger 

versions of this technique establish a temporal connection 
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between the sentences, using connectors such as ~hi1~, 11gn 

and~§- Thus , a sentence like J§ YQQ §it ~11 !~§ ~gy ~~n 

in that chair you will !IQ int2 ~ g~~B trance connects two 

unrelated phenomena in such a way that the hearer is invited 

to infer some element of causality (Erickson et al., 1976; 

Grinder 6 Bandler, 1981). 

Structures involving presuppositicn are also used exten­

sively in hypnosis because they allow the speaker essential­

ly to presuppose that which le doesn't want suesticned 

(Grinder & Bandler , 1981). In hyfncsis 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 examfle, the sentence I wonder if _you '11 gui!, 

~~oking tomorrow or the next day er EOssibly n~~1 ~~~ pres­

upposes that the hearer will guit smoking. While native 

speakers can generally derive the presuppositions contained 

in an utterance, their ability to do sc decreases dramati­

cally as the rumber of presuppositicns increases. It is the 

implicit nature of presupposition, coupled with the distrac­

tion of having to consider overtly mentioned options that 

makes them so effective in slipfing by a hearer's conscious 

attention (Bandler & Grinder, 1975; Grinder & Bandler, 

1 981) • 

Bandler and Grinder (1 975) identified a total of 32 

different syntactic environments in which presufpositicns 
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occur. Of these, five entail si~ile fresupfositions of the 

existence of an entity. For example, the use cf prcper 

names, generic noun p hrases and guantifiers such as §Ql!!..§, 

.911, and ~.9Qy all presuppose the existence of that which is 

referred to in these contexts. The remaining 27 syntactic 

environments mentioned contain presuppositions of more than 

the simple existence of an element. 

tures are listed below. 

Scme of these struc-

1. Subordinate Clauses of 'Ii1re: clatses identifiea by 

the cue words Qg!or.§, after, during, when, etc. For 

example If the j~ggg was home when I §tQEE~Q Q1 he~ 

house, she didn't answer presupposes I stOEEed b1 her 

h2.!!2f • 

2. Pseudo-cleft Sentences: sentences beginning with 1i 

~.§Li§ + a noun argument. For example 11 ~.9§ thg g~­

!~~ E~ss~~ !hi£h shattered the !iilQQ! presupposes 

somethi!!Sl, shattered the window. 

3. Change-of-Place Verbs: £.£.fil.§, gg, g,£!;:iv~, etc. For 

example If Sam has left BQ~g, he J§ lo§i presuppcses 

Sam has been at home. 

4. Negative Questions: For example, Didn't 1ou want 1Q 

tg,l~ with me? presupposes J th~ugh! yg~ !.9g!~£ !Q 

talk with me (Bandler 6 Grinder, 1975, PF • 257-261). 

suggestions are also made indirectly in hypnosis by uti­

lizing the following structures: guesticns emtedded ir. an 



42 

assertion about the speaker (e.g., I ~ender if 1ou can lift 

YQ~£ £~ill), yes/no guestions (e.g., Can ~Q..Y tou£h 1our 

gg_g?), and embedded commands (e.g., It's true that Eec1le 

fan, John, count backwards from 100). Both the emtedded and 

yes/no questions are regular ccnversaticnal structures used 

to make polite reguests. 1he errbedded commands, however, 

are somewhat unusual in that they are constructed ty insert­

ing the hearer's name after the auxiliary verb of a general 

statement. To interpret the final portion of the sentence 

as a suggestion requires that the first part not be consid­

ered well-formed. Yet, it has been found that feofle tend 

to respond to utterances of this tyfe as if they were re­

guests, but with far less resistance than if they were said 

directly (Bandler & Grinder, 1975). 

2.2.11 Critica1 Lin_guistics 

In a somewhat radica 1 departure from traditional linguis­

tic in guiry, some language scholars have also begun to con­

cern themselves with the ways in which language can be used 

to manipulate the perceptions cf recifients of linguistic 

communication. ~he term critical linguistics, coinec by 

Fowler et al. ( 1 979) to re fer to their study of the cc vert 

control that can be exercised through language, is now teing 

a pplied to other work of a similar nature (cf. Fairclough, 

1982). A basic assumption underlying this work is that the 
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relationshiF 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 

speake r to obscure. 

For example, adjectives have been identified as particu ­

larly amenable to the conveying of impressions which SUffle­

ment that which is overtly stated (Bolinger, 1980, Fowler & 

Kress, 19 7 9) . First, as is the case with many lexical 

items, adjectives ten d to be e valuatively s caled as fOSitive 

or negative, as in~~~ as opposed to Ql~- Second, the con­

struction of adjectives through the addition of th e -abl§ or 

-iblg suffixes makes it possible to ascribe an evaluative 

dimension tc a noun without stating explicitly who the 

source of the evaluation is, for example , an undesirable 

gue§.i• Furthermore, the arrangement cf adjectives itself 

signals meaning. For example, .f.Ql:~la~ ~cdern ~~if does not 

mean the same t h ing as modern :e.Q.E~l~~ ~usi£ since the posi­

tioning of the adjectives since the fOsitioning 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, so does the tearer's imrression of remoteness in 

the relationship between them. 1hus, a different impression 

is created when a modifier precedes the noun than whe~ it 

follows it, as in t~g £2£.Dgf £~B£h as opposed to ihg h~h 

in the cocner. Perceptually, a frer.cminal modifier seems to 

de.scri b e an integral property of the noun, giving the im­

fression of classification as opposed tc evaluaticn (Fc\ler 

& Kress, 1979). This fact can be exi:lcited by placing at­

tributive adjectives in prenominal i:osition, as in~ ~gQ­

Jg.§.§ !ig. 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 discufsed 

as means by which the hearer's rercepticns can be directed 

and misleading information can be conveyed {Bolinger, 1980; 

Fowler & Kress, 1979; Kress & Hodge, 197 S; Mitchell, 19 7 9) • 

For example, the passive tra nsf crita tion tends to diminish 

the impression of a relationship between the agent and the 

action performed by focussing attention en 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 potentially misleading. Ccmpare, for exami:le, 

the different impressions created in the fcllcwing sentence, 

depending on the presence or absence of the portion enclosed 
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Ihg defendant wa2 jud~~g !Q te innccent (£~ 

Similarly, the use of the experiencer deletion 

transformation can serve to omit what might be important in­

formation to the hearer by not specifying who it is making 

the judgment implicit in verbs such as Egg~, be obvio~§ and 

stand to reason which undergo this transformation (Bolinger, 

1980). 

Also of interest in this rega:rd is the use of modal auxi­

liaries such as ~ill, £.srr, and mig~!, medal advertials such 

as conceivab1Y and sentence adverts such as unfo:rtunatel~ 

and righ!lY• In these tyfeS of lexical items, speakers can 

provide evaluative statements as to the proposition con­

tained in the utterance without rraking their personal res­

ponsibility for these judgments explicit {Fcwler & Kress, 

1979) • 

The use of clausal connectors to specify the relationship 

between sentences is also mentioned as a means of conveying 

additional information (Bolinger, 1980). For example, some 

words like but, however, and !.!l§!§~g are used to link inde­

pendent clauses, whereas words such as i!ll, ~t!g~, beta~, 

and ~hich signal that the sentences they connect have scme 

kind of dependency relation. 

Other means for the subtle manifulation of impressions 

include reification, or the materializing cf abstractions 

(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 (Bolinser, 

1980) • 

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

ques of classification which speakers can use to focus the 

hearer• s attention. Cne of these techniques, which they 

term relexicalization, involves constructing new terms or 

changing the meaning of existing terms for some area of ex­

perience. Alternatively, speakers may inobtrusively fccus 

their audience's attention onto tofics ihich 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 technigues 

effectively signal areas of preoccupation for the speaker 

without necessitating direct assertions to that effect. 

Furthermore, through redefinition and the use of near-syno­

nyms, Fowler and Kress maintain that it is possible alsc to 

reorient the hearer's percepticns cf the objects so de­

scribed. 

2.2.5 The Sglistic 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, 

divided into three conceptual areas: 

such discourse has been 

Invention (Inventio), 
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or the discovery and development cf relevant information; 

Disposition (Disputio), the arrangEment of the i nformation; 

and Style (Elocutio), the manner in which the arguments are 

presented in language (Ca mfbell, 1972). Within the area of 

Style, certain linguistic devices have been isclated wtich 

are said to imfrove the effectiveness of speech. rhe fol­

lowing is an abridged version of thE list fresented in Marsh 

(1967). 

1. Figures involving repetition 

a) Repetition of sounds in words: 

i) hiatus, e.g., sclo obQ~ 

ii) assonance, e.g., advocated action 

iii) 

iv) 

alliteration, e.g., sweet soothing §Qllg 

homeoteleuton, e.g., preservation, QQ!!§g!~~­

iion, beautification 

b) Repetiticn of words in fhrases 

i) epanop her a - the repetition of the first 

word in successive phrases 

ii) antistrophe - the reftition of the last ~ord 

in successive phrases 

iii) interlacement - the re fe ti tion of the first 

and last words of successive fhrases 

iv) transplacement - the random repetition of 

words 
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v) synonymy - the farafhraEing of a previous 

statement 

2. Tro pes 

a) onomatopoea, e.g., clash, hiss, ding-a-ling 

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

c) paraphrasis, e.g., the l:reath leaves the bod_y for 

die§ 

d) synecdoche, e.g., all .§_YeE are upon him 

e) sin:ile, e.g., as _g_giet as a mouEe 

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 figureE of 

traditional rhetoric are considered to have a positive im­

pact on persuasive oratory, they are a result, net only of 

experience, tut also of prescrifticn and tradition. Since 

the aesthetic aspect of style is also an element of rhetor­

ic, it is not clear to what degree such figures affect the 

aesthetic appeal as opposed to the actual persuasiveness of 

a message. 

2.2.6 

As can be seen from the preceding section, the work which 

bears on the impact of language on the thoughts and percep­

tions of recipients of a message has emanated from a variety 
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One common thread thrcughout much of this 

literature, ho~ever, has been to note the importance of fri­

marily unconscious frocesses of irference, which draw on 

such cues as sentence structure, arrangeKent of 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 indirect forms of expression 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 

type of unconscious processing is a stated goal, 

of this 

so that 

many of the linguistic devices used are actually aimed at 

the inhibition of conscious analytical fiocesses. ThE ac­

tive role played by the hearer in his own persuasion is em­

phasized in hypnosis and SUfported by the results of re­

search on the role of inferences in verbal information 

processing. 
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2.3 THE LANGUAGE OF TELEVISION ADYEBTISIBG 

Lakoff (1981), in a discussion of persuasive discouise, 

noted that an essential identifying feature of persuasive 

communication is its guest for novelty cf exfression. 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 wr.ich 

were found to exhibit the followi~g tyfe~: 

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

2. morphological or syntactic novelty (e.g., !h§ f.2.YE 

that eats like a meal} 

3. syntactic innovation 

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

Tastes .920 d ! A nd nut ri ti o u ~ too ! ) 

b) odd uses of the definite article (e.g., lig!i iimg 

I'll buy the T.Y.lenol. Di~er keeps moisture away 

from ba.Q.Y' s skin) 

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

leadilli} oven cleaner) 

5. pragmatic novelty (e.g., c cnve rsa tion in mini dramas: 

"Fill it to the rim." "With Brim.") 

Lakoff accounts for this extensive use of linguistic nov-

elty as follows. First, anything neolcgistic, tecause it 
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violates the Maxim of Manner, 4 draws attention to itself, 

and by capturing the hearer's attention increases the imfact 

of the message. second, through this viclaticn of the Ccof­

erative Principle, neologism forces the hearer to interpret, 

and therefore to participate in the discourse. According to 

Lakoff, this active role played by the hearer, in turn, en­

hances learning and retention, and ccn se g uen tl y also persua­

sion. 

To date, two major studies have been conducte d specifi-

cally to examine the language used in 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 contem:i::orary North American ad ve rti sing 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

ermine, 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 expression, 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 advertise rs in their language use. '!he 

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 freguent 

repetition of the product name with little or nc supporting 

argumentation given as to the nerits of the product itself. 

Geis, however, was more interested in the second type of 

language use which he considered to be more truly persuasive 

in that the viewer is presented with a message whose imfact 

derives frcm his evaluation of the arguments or claims which 

it contains. 

Results of his subseguent analyses of the commercials 

studied indicate that there is a variety of linguistic tech­

nigues common to a large prop orticn of television advertis­

ing. Included among these are the following. 

1. The use of imperative structures to make suggestions 

(e.g., Try Ex-Lax _Eills, the overnig_h t wonder) 

2. The use of adjectivalization processes (e.g., f.!!i­

tery, creamy, criSEY) 

3. Rhetorical questions (e.g., ]hY h~~~! §Q~ggng in­

vented a better toothbrush) 

4. Elliptical comparatives (e.g., the !!.§~ Chevette has 

more head room, 

!:QQfil) 

more seat and lem;:oom, 



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

more Chevette for~ 1ot 1§§ ~2n~Y) 
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6. The terms introducing and announcing tc attract view­

er attention (e.g., Introducin3 the first roast 1~! 

7. Product names which constitute 1tini-advertisements 

for the product (e.g.,~£{! f ~~! deodorant) 5 

Probably the major finding of his research, ho~ever, was 

the discovery th at advertisers favour indirect means of nak-

ing claims for their products. 1hat is, rather than mak i ng 

explicit assertions as to the value or effectiveness of 

their product, they invite the reader to infer this informa­

tion through a process of conversational 6 er conventicnal 

implicature. Conventional imflications 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 guesticn lih£ ~1~ 

the cantalou£e? conventionally implies, among other things, 

that someone ate the cantaloupe. In Geis' analysis, conven­

tional implicatures also include logical entailment rela-

tions, since they have in cc mmcn the fact that, if the en-

tailed or implied proposition of a sentence is cancelled, 

the result is a semantically ancmalcus sentence. For e:xam-

s Th is list and 
Geis, 1982, F· 

most of the examples given 
139. 

were taken from 

6 Cf. Grice•s Cooperative Principle, Afpendix I. 
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ple, consider the following sentences and the result of can­

celling the implied and entailed propositions, respectively. 

Who ate the cantaloupe? 

*I know that no one ate the cantalo_l!Ee, but who ate tte 

cantaloupe? 

~ghn ~gad~ book and Mary ~gnt h2Jg. 

*John didn't £~ad ~ QQQf, but John read~ QQQ1 2nQ ~~~~ 

!QU! hQ!!l,g. 

Geis explained the use of conversational and conventional 

implicature in advertising on two grounds. First, ty adher­

ing to a literalist interpretaticn of what is said, adver­

tisers protect themselves from prosecuticn for what might be 

indefensible claims. second, it was rea~oned that the view­

ers• cognitive defenses are much less likely tote stimulat­

ed by that which is not asserted directly. However, since 

the claims made in this way are strongly implied through the 

same techni g ues of conversational i[plicature which are re­

gularly used in ordinary discourse to facilitate conversa­

tion, viewers will generally derive the intended interpreta­

tion, but with less counterargumentation. 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 modal vErbs such 

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

that these modified claims are quite weak, they are used ex­

tensively in television advertising. 'Ihis would indicate 

that they must have a more significant impact than their li­

teral strength would indicate. In supfort of this conten­

tion, Geis cited a study conducted by Miller and Johnson­

Laird (1976) which found that people often do net attend to 

certain modal Elements in states of idle listening. ~ince 

television viewing is generally a ccntext in llhich viewers 

are in a passive, idle state, these findings were considEred 

by Geis to be likely to apply to the processing of informa­

tion presented over this medium. Thus, it "'1as 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 FeOFle untutorEd in 

logic do not tend to evaluate arguments on the basis of 

their logical validity. Rather, they apFlY the regular 

rules of conversational implicature in the interpretation 

and therefore also the evaluation cf arguments Fresented to 

them. This fact combined with both the relatively inatten­

tive state which characterizes television viewing and the 

real-time liffiitations on the messages Fresented over televi­

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

faulty argumentation or weak claims. 

2.11 ~.!!~~!RJ 

The work of Lakoff and Geis on the language of television 

advertising is unique in that actual examples cf langcage 

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 to constitute effective 

persuasion and then attempted to derive specific linguistic 

categories by which to characterize this type of language 

use. 

Television advertising constitutes a somewhat specialized 

use of language, however, due to the time constraints on the 

length of the message as well as the potential interactions 

between what is said and the musical and visual effects 

which characterize this type of fersuasion. Nevertheless, 

it would be interesting to determine whether otheI types of 

persuasive messages transmitted over this medium also con­

tain the kinds of linguistic devices found in television ad­

vertising. 
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Chapter III 

BACKGROUND TO ~BE PBBSENT STUDY 

3.1 DESCRIPTIOB 

This research was undertaken to determine whether the 

kin:ls of linguistic devices said to characterizE effective 

persuasion in television advertising could also be found in 

another type of language use intended to fersuade. The data 

used for purfcses of comparison were taken from thE broad­

casts of television evangelists, also known in the popular 

media literature as the electronic church. 

Ey using televised messages in the comparison group, the 

effects of contextual factors on persuasion were kept ccns­

tant between the two groups - television advertising and te-

levi sion evangelism. Furthermore , 

segments from the broadcasts used, 

by selecting specific 

it ~as also possible to 

assume with a relatively high degree of confidence, that the 

messages used were, indeed, persuasive in intent. In order 

to find support for these assumptions, 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 mainline churches 

the fact that it is a stated purfcse of all religious broad­

casting to recruit converts, they differ in the degree to 

which this goal is pursued. For televangelists the use of 

television is a matt er of "fu !filling the great com miss ion" 

of ensuring that every person on earth has the Cfporturity 

to hear the gospel (Hadden & Swann, 1981, p. 90). In keeping 

with their view of God as a very active participant in wcrld 

events, television and the other mass media are seen as 

God's provision 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 opportuni­
ty ••• that You've entrusted into our hands the 
means to reach the entire woild. Through radio, 
television and shortwave.7 

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 troadcastins of 

televangelists frcm that of the mainline churches is that 

televangelists must pay for their broadcast time, while te­

levision stations have traditiorally donated 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 co~pled with the fact 

that televangelists' ministries are not supported by an es­

tablished network of churches, these ministries depend tfon 

the financial support of their audiences for their very ex­

istance (Hadden & Swann, 1981). Hence, televangelists nust 

secure not only regular viewers but also sufficient contri­

butions from them to carry the costs of their television 

broadcasts. ~ith regard to donations, hcwever, it should be 

mentioned that these are not always solicited directly. In­

stead, the ultimate goal of securing financial ccntributions 

is very often pursued by first simply getting the viewer to 

respond to the program. Various inducements such as gift 

offers, prayer requests, and telephone counselling are com­

monly offered as reasons for the viewer to 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 affeals 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 speak€rs, interviews, film clifs, and in most cases 

also a sermon. Although no two frograms are exactly alike, 

one thing which each of the five frcgrams used for this stu­

dy had in ccmmon was the use cf several of these segments 

specifically for purposes of promoting the ministry, the 

program itself, or the items or services offered. It was 

during these segments that viewers were also asked to either 

write or telephone the ministry in order to rec€ive the 

aforementioned goods and services or to make a contribution 

to the ministr~ 

Thus, in addition to the religious issue of attempting to 

gain converts, the programs of televangelists also contain 

persuasive attempts of a more secular nature. That is, te­

levangelists seek to persuade their audience to teccme regu­

lar or freguent viewers of the fICgram and/or to respond to 

the program. Furthermore, although every segment of the 

broadcast could be considered to contribute to an overall 

persuasive effect, within the ficgrams 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 er services of­

fered. 
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3.2 Q!TA 

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 provid€d by Arbitron, and published in Hadden 

& Swann (1981). The five programs selected en this tasis 

were, in rank order, Q~al Roberts ~nd Yo~, You Are Loved 

(evangelist, Rex Humbard), Ihg li£.Y£ ~~ PO~£ (evangelist, 

Robert Schuller), ~1~.!!lY ~..!@33s£1, and The Old Time Gos~l 

_!!our (evangelist, Jerry Falwell) • The particular l:ro adcasts 

used for this study were tai:ed 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 fro­

gram itself. The data taken frcm these segments were res­

tricted to include only those speech sami:les which were di-

rected specifically toward the viewing audience. 'Jhat 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 ftrther restricted to 

include only the audio portions of the i:rograms 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 ju~ti-
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fiable omission, since its incluEicn ~ould have complicated 

the analysis unduly. There is no established method for an­

alyzing non- verbal communication and, tlnce the data used 

did not include conversational interacticns, it waE reaEcned 

that this comfonent would not have Eignificantly altered the 

message conveyed verbally. 

3.3 APPARA,;y~ 

Programs were audio-taped on cassette from television 

Eignals received over the local cable IV system. Ihese 

tapes were then transcribed using a Dictafhone machine and a 

typewriter. 

3 . 4 JIRQ~EDORJ;; 

3 . 4 . 1 Transcri~tions 

In transcribing the data from the reccrdings, FUnctuation 

was determined by referring to beth intonation contours and 

verbal content. For example, a falling intonation was sen-

erally taken to signal the end of a Eentence, while a riEing 

intonation might signal a comma or guestion, depending on 

the content of the utterance. The grammar of colloquial 

speech can differ considerably frcm the more formal written 

form of language. For this reaEon, it liias decided that in 

cases where there might be a discrepancy between intonation 

and grammatical "correctness", intcna tion liiould be given 
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preference in determining how the utterance shculd be runc­

tuated. Thus, one word sentences and other grammatical ano­

malies (e.g., the sentence 11Y Ag.§ggg, !hg last revival} 

were recorded as such, so as to make the transcriptions as 

faithful a replication of the audio pcrtion cf the frogiams 

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 guestion. If these repeated 

listenings failed to resolve its identity, then a rough fho­

netic transcription of what the word sounded like was fUt in 

its place. This, in turn, was fellowed by a question mark 

and enclosed in brackets to signify its uncertain status, 

e.g., there will be a _9.Ieat (lcuder?} cut£ouring. 

Finally, the reliability of the transcriptions was aug­

mented during the subsequent ti[ing cf the individual seg­

ments. At this time the transcripts were re-read while lis­

tening to the tapes and corrected where necessary. 

3.4.2 J2olation of ~ar~~! 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 others 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 viewer response. Isclaticn cf these sections was faci-

litated by the fact that the programs themselves were {re­

sented in distinct parts, separated by a song or a change in 

speaker. Although most of the promoticnal sections ,ere 

clearly delineated in this way, there .ere two exceptions. 

In one case, the persuasive appeal follcwed directly UfOn 

the sermon, without any intervening scng or change in speak­

er. Here, a change was signalled by the wcrds 1sgie~ @1 

ggnt1~gg which indicated that the speaker was changing his 

mode to one of addressing the members of the audience more 

directly. This impression was SUffOtted by the topic of the 

utterances which followed, namely, an appeal fer financial 

support for the ministry. In the second instance, the fro­

motional section followed a prayer, whose end was signalled 

by the word !~§TI• The subsequent Sfeech 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 resfond. 
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3. II. 3 

The data from each of the i:rog rams 11ere 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 ~ith 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 var ial::le, oi:erational de-

finitions were constructed for i:ur1oses of analysis. These 

are discussed in the corresponding secticn under R§sul!§ ang 

~iSCQ§§b.QQ• 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 analysis con­

ducted to describe the language cf television advertising to 

include variations which frequently cccurred in the data. 

Thus, in these cases, an extrai:claticn of Geis• and Lakoff's 

method was undertaken to incoi:por:ate into the general cate­

gory additional features which characterized the language of 

televangelists. 
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RESULTS AND DISCUSSIOI 

4.1 LINGUISTIC NOYEL~Y 

66 

In Lako£f'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 groufs: lexi­

cal novelty, morphological er 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 contain at least one examfle of a novel use of 

language. 

4.1.1 Lexical Bovelty 

Two instances of lexical novelty were found in the data. 

In both cases existent lexical items were used to ccnstruct 

terms for concepts unigue to the ~inistry in which they were 

used. One of these, £Ossibility thinking, was coined by Ro­

bert Schuller to refer to the fositive cutlook eSfOUsec by 
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his ministry as a way of life 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 ggg fait~, 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 ~~Q 

!~iih during the course of the frcgram serve to disambiguate 

its meaning only in very obligue ways . This will be dis ­

cussed more fully in a later section (cf . Saying Things In­

~ire£!1~). Nevertheless , given the fact that se~g £gi1l is 

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 constitutes 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 Mor Ehological or srntactic Novel t 1 

Several instances of what Lakoff classed as morphological 

or syntactic novelty also occurred in the Sfeech 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) 8 

2 . God wants to bless and prosper you. (Oral Roberts) 

3. ~e•re going to believe God for those letters that 

have come to us saying Rex, at piayer time, pray for 

me. (Rex Humbard) 

4. (We will send you a book) containing 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 ggspe~ 

and beJ:ie_yg results in a functional condensation, since the 

more conventional way of saying (2) would be God wants to 

gles§ (you) and make you E£QS2fil• Similarly, the actual me-

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

such as Rg're ..9.Qiml to £gJie1~ that Gcd will answer the~­

guests contained in those letters that have £Qme !Q ~§- In 

this case, the condensation 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 guotations is taken from the bread­
cast of the evangelist whose name follcws it. 
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4.1.3 Syntactic Innovation 

Lakoff identified twc tyi;es of Eyntactic inncvatici: 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

tecs. (Oral Roberts) 

7. Talks about a better place a better land. Entitled 

Heaven For Me. (Jimmy Swaggart) 

8. Thousands of people togetheI here for one of Ameri-

ca•s most positive and inspiraticnal frogiams. (Ro­

bert Schuller) 

The environments in which these instanceE of syntactic inno­

vation occurred are similar in that they were all introduc­

tions. In (6) the name of a song was intioduced immediately 

after it had been sung, while (7) and (8) preceded the items 

introduced, a song and the program, respectively. 

4.1.4 Se■antic Ano■ali 

Aside from the metaphorical use of language, two of the fro­

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) 



10. To provoke a soul-winning conversation. 

well) 
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(Jerry :Eal-

Both these examplEs contain viclaticns of the semantic se-

lectional restrictions on nouns. In (6) the attritutivE ad­

jective £Q§itive is used to describe problems, while in (7) 

the verb .E£QVok~ is used with the direct object f.2nY~!~~­

tion. In both cases it is the conventional 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 fOsitive and negative 

problems involves an elimination cf the negative connota­

tions on the noun itself, making it affectively neutral. 

similarly, the conventional meaning of f£nversation is that 

it is a cooperative exchange between sfeakers, while the 

verb E~£VOke implies a level of confrcntation or aggression 

on the part of the agent. The use of the modifier §QUl~~in­

J!ing:_ in this case may soften the impact of the ancmaly by 

suggesting that there is a class of conversation whict. can 

or must be provoked. Neverthele:::s, the use of conversation 

in this context remains anomalous unless one redefines its 

meaning to include such talk exchanges as arguments or dis­

putes. 
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4.1.5 

Generally, then, it would apfear from the data that tele­

vangelists, like television advertisers, utilize various 

types of linguistic novelty in their persuasive speech. In 

some of the cases found, (e.g., _gggg faJ.!h, to believe God 

fQ£ ... bgite~, 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 adter-

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 lolas not used in 

odd ways by televangelists points to a difference tet~een 

the two types of persuasion. Since the Sfeech 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 MANIPULAiIVE PERSUASION - BEPETITICN OF BABES 

In his analysis of television advertising, Geis mentioned 

the frequent repetition of product names as one ccmmon mani­

pulative use of language which seems to function mostl} in 

getting the hearer to remember the name. Unlike most tElev­

ision commercials, however, the frograms 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 of repetition 

as constituting this type of manipulative persuasion, hc~ev­

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. Although Geis did not specify 

what might constitute a high rate of mention he did cite cne 

example in which the morpheme ..D!! was mentioned 24 times in 

a 30-second ccmmercial for the frcduct Eubhle Yum. !tere 

can be little doubt that this would count as a high ratE of 

repetition. 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 preclude the possiril­

ity that the frequent repetition of names for mnemonic fur-
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poses might also occur here. Hence, for fUrfoses of 

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 repetition" 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 two time~ 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 lliOuld not be of 

interest in this regard . Results of a subseguent searcl of 

the data are set out in Table 1 belcw. 

'IABLE 1 

Frequency and Rate per Minute of Highly Repeated Names ty 
Evangelist 

Evangelist 

oral Roberts 

Rex Humbard 

Robert Schuller 

Jimmy Swaggart 

Jerry Falwell 

l!M§ 

oral 

Rex 

God 

s chuller 

Swaggart 

Faith Part ners 

11:~guenf.Y gat§ 

15 3. 2 

20 2 . 1 

19 2.0 

25 3 . 1 

15 2. 5 

24 2. 1 



74 

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 Humtard•s program tte evangelist's r.ame 

was still the most freguently mentioned, but GoQ was also 

mentioned an average of two times fer minute. One exception 

to the trend of mentioning the evangelist's name more fre­

guently than any other was found in Jerry Falwell's Qld lim~ 

Here it was the name of the regular contribu­

tors to the ministry, the Faith Partners , which was repeated 

most freguently, at a rate of 2 . 1 times fer minute . 

In many cases the name was not mentioned in isolation, 

but rather as a part of a larger name fer a froduct, grcup, 

or institution belonging to the ministry . This could be 

seen as analogous to the repetiticn of the morpheme~~~ in 

the BU£Q1g !Yfil commercial except that in the case of the te­

levangelists' frograms it was still a full name which con­

sistently received a high rate cf mention . 

Although none of these rates approached the freguency of 

repetition found in the ~ybb]g Jy~ commercial, it is still 

possible 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 'iiho 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 ~ot surprising considering 

the fact that these are religious broadcasts, 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 Sfeculate that since 

the name §od and the name li§! received almost the same rate 

of mention, often occurring in clcse proximity (e . g . , Gog 

gave Rex a .§.Eecial vision . gQ~ has called Rex and •• • ), it 

might be that this fre quent use of QQQ ccnstitutes, in part, 

an attempt to associate the two names . 

To summarize, then, the programs of televangelists tend 

to contain relatively freguent refetitions of their own 

names. 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 function, even by de­

sign, to get the audience to remember the name. Certainly, 

it would be rare, in normal conversation, for any name to 

occur at an average rate of once every thirty seconds in ad­

dition to all pronominal references to the individual. 

Therefore, it seems reasonable to assune that the rate at 

which these names were used here ~ight in fact be, to some 

degree, contrived for mnemonic purposes. 
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,.3 NAMES AS MINI-ADWER~ISEMEN1S 

In his study of television advertising, Geis found that 

although proper nouns are generally thought to have strictly 

a referring function, the choice of lexical items used to 

construct the names of products advertised could result in 

the name itself having a persuasive imFact. Thus, for exam­

ple, a name like ~oft f Dr! for a deodorant could itself be 

a mini-advertisement for the Frcduct. 

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 well as the vario'4s items er service E 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 then. 

Perhaps the most interesting cf the Ee are the names given 

to the groups comfr is ing regular financial contributor.!: to 

the ministry. 

11. The Faith Partners (Jerry Falwell) 

12. The World outreach Partners (Jimmy sw agg art) 

13. The Prayer Key Family (Rex Humbard) 

14. The Possibility Thinkers' Club (Robert Schuller) 

Of tha se names, two describe the group as f 2f.i!!.,gf.§, one is 

called a fafili!1, while the other is a £!Y£• All cf tr.ese 
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head nouns have in common the semantic feature [+belonging). 

That is, thesE lexical items could be said to contribute to 

the impression that the regular contributors tc a ministry 

are all part of a close or even exclusive group. 1he im­

pression of an offer of belonging is SUfportEd by an asser­

tion made by Jerry Falwell that one of the items sent to 

Faith Partners in return for their monthly contribution 

would make them "a part of the inner circle". Similarly, 

the term ~1~1 tends to connote net cnly belonging but also 

exclusive access to those who are members. In the case of 

Robert Schuller's Possibility Thinkers' Cl~Q, 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 

autom1tic result of pledging one's monthly sufport. 

All of these names have been ccnst.i:ucted from noun com­

pounds which function as prenominal modifiers+ a head noun. 

By referring to the contexts of the programs, the f artictlar 

choice of lexical items used as modifiers in describing the 

group can be seen as a type of assertion as to its nature or 

value. For three of these names, the meaning of the name 

seems 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 wc.i:ld outreach, 

and Robert Schuller' s club is an exclusive group comprised 
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of people who probably live by tr.e Fhilosophy cf fcssibility 

thinking. 

In the case of Rex Humbard's Pra_ygr Ke~ Famil~, however, 

the decision to use the terms E£~Y~£ and key to modify the 

head noun fam!11 can best be understood if other eleme nt~ of 

the program are brought into consideration. For example, 

during the broadcast, a few minutes are set aside for \hat 

is referred tc as ~~Y§~ !im~. During this time, Rex P.um­

bard specifically blesses the members of the Prayerkey Fami­

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

in the (gQld§E Anniversar~) f£~~~ ~~ f~~il~ ]OOf. !he ac­

tual prayers he says include reguests for physical as well 

as spiritual healing on behalf cf those who have sent him 

prayer requests. Later on in the program he asks his view­

ers to send in prayer requests . An inference which could 

reasonably be drawn from these observations is that there 

must be some advantage to having Rex Humbard pray for one . 

It seems likely that at least scme viewers would conclude 

that the benefit to be derived has to do with the possibili­

ty that Rex Humbard knows something special atout he\ to 

reach God in such a way that frayers get answered . !he 

prenominal modifiers £rayer key, then, would reinforce such 

a conclusion by conveying the imfression that prayers mad e 

for members of this group hold the metafhorical key wtich 

will enable them to gain access tc Gcd mere directly. 
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The names of four of the programs themselves alsc carry 

information which might be construed as constituting mini­

advertisements for the programs themselves. For examfle, 

1hg Q14 1img GOsfel fiOU£ conveys the impression that the 

program resembles, perhaps, the revival meetings of a bygone 

era. That this might be an attractive proposition to view­

ers of televangelists• programs is supported by a statement 

in the introductory segment of Jimmy swaggart•s prcsram 

which characterizes it as an "cld fashioned spirit filled 

re viva 1 service". In the case of Robert Schuller's fiQ~f 2! 

£~, 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 r:rogram might further 

associate this reference to power with the philosofhy of 

possibility thinking upon which this ministry is based, as 

in "the power of possibility thinking". In either case, it 

is certainly conceivable tba t the reference to power in the 

title of the r,rogram might stimulate pcsitive associations 

for viewers who feel a lack cf fersonal power in their 

lives. 

Finally, the names 1QY Arg Lo~g and Cral Roberts and You 

both convey a sense of intimacy by focussing on the viewer 

through the use of the second i:erscn 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 fassive in the 

structure of the sentence leaves it open to the viewer to 

determine for himself who it is that loves him. The IIOSt 

likely interpretations, given the context of the program, 

are Rex Humtard or God, or perhafs beth. 

The names for products or services fromoted during the 

programs surveyed also very often ccntain information which 

could help in their promotion. 

g~rt~§ fhiM Diary, 1!.Y.!.!19: fQ2itivg_1y Q!!§ :Q~y .2i .2 Ii.!!!.§ : Vo-

1Yl!!~ 2 fQI .§1, 1h~ f£~Y§£ Hotline, and 1:hg ]§!! ljQ,Eg 1~le-

..Eh.Q!l§ fQ.!!!l.§glli n,g ~_grV;k.£~• In each case the choice of 

lexical items used in the name serves to 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 of name~ in 

persuasion. !hat is, not only is the choice of lexical 

items to name something not arbitrary but it can also serve 

to characterize that which is named in such a way as to be­

come a mini-advertisement for the product itself. 

4. 4 AITJ;GATION 2f CLll!!S 

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,£~~, and he~.E- Since Geis 

did not offer a definition cf what he tcck to be claims in 
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television advertising, it might te surmised that their 

identification is a relatively simfle ~atter in this con-

text. Unfortunately, this was not found to be the case in 

the more extended discourse contained in the current data . 

on the contrary, it became ~uickly apfarent that to distin-

guish what should count as claims in this context from other 

speech acts such as assurances, promises, predictions, and 

simple asserticns of fact would reguire more than an intui-

ti ve understanding of the term. Webster's Third Interna-

tional Dictionary (Unabridged) defines £.!ai!I! as 

an assertion, statement or imflication (as of va­
lue, effectiveness, qualification , eligibility) 
often made or likely to be suspected of being made 
without adeguate justification. 

This definition places a great deal of weight on the sub~ec­

tive judgment of the hearer regarding the justification 

which might underly any given as~ertion. For this reason it 

was felt to be of limited value in its present form as a 

criterion by which to identify claims in te~tual analysis. 

Speech act analysis has also defined claims cnly so far as 

to say that they belong to the class of Re£resentatives, 

acts in which the speaker reprerents that which he says as 

being true (Searle, 197 Sa) • 1herefore, in the absence of 

any constitutive rules by which tc identify claims, a mcdi­

fied version of Webster 's definition wa~ used as a working 

definition for purposes of analysis. 

A claim is an assertion, statement or implication 
(as of value, effectiveness, gualification, 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 is Rade in order to distin-

guish them from promises and predictions. The condition 

that the proposition contained in a claim not be readily 

verifiable also helps to differentiate claims from as~er­

tions of a factual nature (be they literally true or not). 

By this definition, then, an examination of the claims 

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 si:rge :r is) loved by thou-

sands, yes by millions. (Oral Roberts) 

16. God has called Rex and given him a vision of a wc:rld­

wide outreach to searching and starving souls. (Rex 

Humbard) 

In fact, only two instances of mitigation were found, 

neither of which used modal verbs. 

17. (Through the people just mentioned) pro.bal:ly we •re 

getting in mo:re Bibles than anyone else (to China). 

(Jimmy Swaggart) 

18. When you consider the fact that we're on nearly 400 

television stations, 500 :radio stations, reaching li­

terally the potential every househcld in North Ameri­

ca, and throughout Australia, the Phillipines, the 
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Falwell) 
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(Jerry 

The mitigation contained in both these sentences resclts 

in rather stilted constructicns. In (17) the claim is miti­

gated through the use of the adverb EIQ£gf1I while (18) con­

tains two types of mitigation. The adjective ~§£Ill defi­

nitely applies to the phrase which immediately fellows 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 tyfe of mitigation is fcund in the awkward con­

struction lii~ral1Y the 2oteQiial every household where the 

insertion of the modifying phrase the EOtential significant­

ly weakens what would otherwise re 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 rrinistry to searching and 

starving souls. (Rex Humtard) 

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

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

into Chin a). (Jimmy Swaggart) 
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Another type of claim mentioned the number of people 

actually converted or "reached" by the ministry in its cut­

reach efforts. 

21. Thousands get saved on a regular basis. watching, 

listening to our televisicn, radic programs. (Jerry 

Falwell) 

22. As Rex led them in prayer, literally hundreds of 

thousands acknowledged Jesus Christ in their hearts 

and minds. (Rex Humbard) 

23. As Rex spoke to hundreds cf thousands in stadiums 

across Brazil, the Holy Spirit touched hearts. And 

many found a saviour. (Rex Humbard) 

In his discussion of the language of television advertis­

ing, Geis mentions the term ma!!.Y which, while freguertly 

used, can vary in strength depending on the context in wlich 

it occurs. Generally, it seems tc assert that the number or 

froportion indicated is significant in the eyes of the 

speaker resulting in a claim which is difficult to falsify. 

As e xe mplif ied in (1 8) and (23) the use of .!!!~IlY also occurs 

in the claims made by televangelists. In (18) the intended 

strength of the guantifier is made exflicit ty the examfles 

which precede it, but in (23) the numerical referent of many 

is completely open 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

guired some measure of inference in their interfretation. 

This will be discussed in the following section. 

4.5 SAYING THIBGS IBDIBECTLY 

One feature of television advertising vhich Geis fcund 

particularly interesting was the prevalence of speech fcrms 

which convey information that must be intepreted thrcugh 

processes of conventional or conversational implicature. As 

outlined in Chapter 2, conventional implicature derives from 

the conventicnal meaning of the words in an utterance and 

the semantic component entailed in its structure. Conversa­

tional implicature, on the other hand, also utilizes such 

information as is provided by the ccntext, shared background 

knowledge and beliefs, as well as the Ccoperative Principle 

and conversational maxims set out by Grice (1975). 

In the language of televangelists, many instances of 

claims and assertions were found which reguired scme meafure 

of conventional or conversaticnal inference in their in­

te rpre ta ti on. 

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

television to prepare to meet God. (Jerry Falwell) 

25. Our way of saying thanks fer helping to proclaim 

God's word to millions of needy i:eople. (Jerry Fal­

well) 
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millions are ~atfhinB QY television. This can 

trated by the test for conventional imflicature, 
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fICfOSition 

be demcns­

cancella-

tion, which results in the anomalous sentence *Millions are 

not watching lY television, but hel~ each one here and mil­

lions watching by television. Similarly, (25) conventicral­

ly implies that~~ £~Q£lai~ God's aord to millicns of nEedy 

£€OE~~- This sentence also contains the conversational im­

plication - by the Maxim of Relation - that the needy ~~ftl~ 

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 imflicature often occur together in the same 

utterance or string of utterances which form an argument. 

This interaction of the two types cf imflicature is further 

exemplified in the following set of utterances frcm Oral Ro­

berts• program. 

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 brought together feople from all ever 

the country who believe in medicine AND believe in 

prayer. And THAT is really what makes the differ­

ence. 
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The final sentence in this set ccnventionally 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 context of the preceding utter­

ance (including the stress on ~.!!Q and the Maxim of Relation, 

it can be shown that this sentence further imflies th:rcugh 

conversational implicature that the difference referrec to 

can be attributed to the additicnal feature of a belief in 

prayer . 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 Roterts 

himself is a known faith healer. He not only began his te-

levision ministry as a faith healer, but continues to con­

duct healing services in his untelevised meetings throughout 

the country (Hadden & Swann, 1981). A listener who is aliare 

of these facts and vho 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, er more succinctly, 

through faith healing. 
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Most of the cases of conversaticnal implicature found in 

the speech of televangelists were similar to those of telev­

ision advertising in that they required that inferences be 

drawn on the Maxim of Relaticn . 

says during his program: 

For example, Rex Humtard 

27 . Neightour, some day we ' ll stand before the lord. And 

the Lord is either going to say well dcne, or le's 

going to look at us and say you haven't done a scod 

job. I want to send ycu ay fiftieth anniversary that 

I've been in God's work golden medallicn . 

The final sentence in this set contains a change in tcpic 

and its relevance to the preceding utterances must be infer­

red through a process of conversational implicature . ~ince 

the first two sentences seem to comprise a form of warning 

to the hearer, one could infer - by the Maxim of Relaticn -

that the point of the following sentence is to offer a way 

in which the unpleasant possibility mentioned earlier can be 

avoided . That is, this sentence conversationally implies 

that by supporting Rex Humbard in God ' s work, the listener 

can at least increase the possibility tba t the lord will say 

11 well done". 

Other examples cf conversational implicature arising from 

the Maxim of Relation include the following: 

28. Tell them that you'd like tc pledge your support ev-

ery month . And prepare yourself for a tetter 1 i fe . 

(Robert s chuller} 
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29. We preach the simple Bible plan cf salvation. Tlou­

sands get saved on a regular tasis. Watching, listen­

ing to our television radic ministry. (Jerry Fal­

well) 

In both cases the implication is that there is a relation­

ship betweeen adjacent clauses. It seems reasonable to as­

sume that many listeners will infer that this relationehip 

is causal. 

A rather subtle use of inferential precesses was fauna in 

the use of prenomina 1 modifiers. 

30. Today, from our world headquarters in Baton Rouge 

Louisiana • • • (Jimmy Swaggart) 

31. This program is sponsored by the Oral Roterts Evan-

gelistic Association ••• and made possitle ty seed 

faith gifts of friends and fartners of the ministry . 

( oral Roberts) 

In (30) the term world headguarters conversationally implies 

that there are other headquarters in ether parts of the 

world by the Maxim of Quantity and a shared knowledge of 

what might have been said but wasn't; i.e., national head­

_guarters or simply headg_uarters. In (31), the use of.§.§.§£ 

f~!ih as a prenominal modifier on the head noun Sli1~§ con­

ventionally implies that seed faith constitutes a type of 

gift to the ministry. This is a particularly interesting 

use of implicational processes when viewed in light of 
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preceding references to seed faith in the program. As rren­

tioned earlier (cf. Linguistic Novelt~), Eeeg faith is a 

novel term constructed by Oral Rcberts. During the course 

of the program it is referred tc several times, often in 

conj unction with a form of explanation. For example, the 

first time it is mentioned , Oral Roberts says: 

32. I get to thinkin (g) about seed faith. Planting our 

seeds and expecting our miracles back. 

As in (32), other definitions of seed faith 

throughout the program (many of which occur 

prcffered 

during the 

"non-promoticnal" segments) all wcrk en an agricultural al­

legory with no reference to gifts tc the ministry. Viewers 

are told that in the same way that a farmer does net ei1ect 

to reap a harvest without first sowing a seed, so must feo­

ple sow seeds of faith in order to reap the harvest of mira ­

cles from God, which are menticned as including physical, 

spiritual, and financial aid. 'Ihe audience is further in­

structed that they must "plant a seed to meet (their) need". 

However, the resolution of what might constitute a seed 

faith in concrete terms is left to the very last sentence of 

the program and depends for its interpretation upon process­

es of conventional implicature within that sentence combined 

with conversational implicature from the background informa­

tion provided during the program itself. Although ~~§£ 

!~i!h does, in fact, refer to donations (Hadden & Swann, 
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1981), the ways in which the term is used serve, if any-

thing, to obscure this meaning. In fact, it wculd affear 

from the contexts in which 2 ee~ f~i!h cccurs, that the con­

struction of this term actually constitutes an attempt by 

Oral Roberts to redefine the concept of donation as scme­

thing which benefits the giver as Offosed to the recipient 

of the gift. The fact that the actual meaning of the term 

can only be derived through rather comflex inferential fro­

cesses further suggests that Oral Roberts does not want his 

viewers to think of seed faith as dcnations until they are 

already convinced of the idea of planting seeds and exfect-

ing miracles tack. In this instance, then, the use of lin-

guistic novelty combined with indirect speech forms actually 

results in a somewhat deceptive use of language. 

Another indirect speech form noted by Geis involved the 

tendency of advertisers to favour vague language in the 

statement of profositions which might otherwise be subject 

to empirical verification. This was also found to apply to 

the speech of televangelists where the tse of vague speech 

forms often resulted in sentences which gave the hearer a 

great deal of 

used. Oral 

latitude of interfretation for the referents 

Roberts and Robert Schuller, in particular, 

seemed to favour this kind of language use. 

33. When Oral Roberts founded a university in 1968 he was 

looking for a special kind of student. A ferscn who 
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wanted to make a difference. Since that time, Cral 

Roberts University students HAVE made a difference. 

O.R.U. competes with the test. Write the DiiectoI of 

Admissions ••. And find out ju~t how special YOUR 

life can be. (Oral Roberts) 

34. Something good is going tc happen to you. 

berts) 

35. And believe me, these me~~ages really help. 

Schuller) 

(Oral Ro-

(Rotert 

36. The new year provides us with a great OFfOrtunit:y to 

pursue new goals and challenges. Daily inspiration 

and motivation are a must. (Robert Schuller) 

37. This devotional guide can be the key to your new 

year. Last year's guide was a life sui:port to pc~si­

bility thinkers around the world. The new guide ~ill 

be eguall y helpful. (Robert Schuller) 

38. Why not call your friends, neighbours and loved ones 

to tune in to (the program) where ••• fersonal needs 

are met in body, soul and si:irit. (Jimmy Swaggart) 

As shown in these examples, vague language was often used to 

make claims about the products or services being promcted 

or, as in (38), even the program itself. Geis interpreted 

this kind of language use in televisicn advertising as one 

means by which advertisers can make assertions or claims 

a bout their product which sound good, but which are literal-



93 

ly so weak as to have virtually no emfirical conseguences. 

This interpretation would seem to hold for the use of vague 

language by televangelists as well. Certainly it ~oula be 

difficult to dispute any of the claims er assertions listed 

above. Yet, the similarity between examfles such as tr.ese 

and the use cf unspecified referential indices in clinical 

hypnosis suggests another possible interfretaticn. In typ­

nosis, terms which allow the listerer a great deal of lati­

tude in interfretation are used as a means of engaging his 

active participation in deriving a fersonally relevant ~ean­

ing from that which is said. If recipients of a message do, 

in fact, tend to process the informaticn contained therein 

in terms of how it applies to them fersonally, then the use 

of this type of vague language could also have a significant 

impact on the persuasion of individuals within a mass audi­

ence by maxi~izing the diversity of fersonal interpretations 

that can be derived from a given message. 

4.6 ADJECTIVALIZATIOB PROCESSES 

Another linguistic feature found to be common in televi­

sion advertising was the use of adjectivalization frocesses; 

constructing adjectives from other farts of speech. Fre­

guently, this was done through the addition of a -y suffix, 

as in buttery fl~OU£, or the use of ncun ccmfounds, as in 

1emQn tast~, thereby creating noun fhrases which functicned 

like similes. 
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The language of televangelists was found tote similar to 

that of television advertising inscfar as adjectivalization 

processes were also used extensively. However, the kinds of 

adjectivalization frocesses used differed considerably from 

those mentioned by Geis. First, televangelists did not gen­

erally employ -y suffixation, except in such common terms as 

~~ily, weekly and ~onthly. Second, althcugh nouns were fre­

guently used as adjectives in prenominal fOsition, the ccm­

pounds constructed in this way did net generally function as 

similes. Rather, there was a marked tendency among all five 

programs to use a variety of adjectivalization processes in 

the construction of noun phrases comprised of a long series 

of modifiers followed by a head noun. 

3 9. the television radio ministry old Time Gosfel Hour 

(Jerry Falwell) 

40. four time Grammy winner B. J. Thoias (Oral Roberts) 

41. this brand new for 1982 daily devotional guide (Ro­

bert Schuller) 

42. the well-worn last year's book (Rebert Schuller) 

43. my fiftieth anniversary that I've been in God's work 

golden medallion (Rex Humbard) 

44. soul-stirring Bible preaching (Jimmy Swaggart) 

45. an old fashioned spirit filled revival service (Jimmy 

Swaggart) 
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From these examples it can be seen that various parts of 

speech were used as prenominal modifiers, including a phrase 

in (41) and a clause in (43}. 

Geis discusses the use of adjectivalization processes in 

television advertising as a means by which a literally sub­

jective description can be made which gives the appearance 

of being stronger than it actually is. !his interfretation 

is supported by the findings cf Fcwler and Kress (1979} and 

Bolinger ( 1980} that adjectives placed in prencminal i:csi­

tion give the appearance of classification to descripticns 

which may in fact be the speaker's evaluation. 

In the examples listed above, the use of prencminal mcdi­

fication to make subjective attributions seems to apply to 

some but not all of the cases. For exami:le, cne might gues-

tion the attribution 

ferrea. to in ( 4 4) • 

of soul-stirrinq to the preaching re­

However, as can be seen in (39) and 

(40), the use of such prenominal ffiodification and adjecti­

valization processes does not necessarily contain a subjec­

tive component. 

Nevertheless, there are two things which all of these 

instances of adjectivalization have in ccmmon. First, the 

noun phrases constructed in this way all comprise a complex 

of descriptive assertions about the noun. Second, the fact 

that these descriptive terms all precede the noun means that 

a hearer must process and retain a series of attributes be-
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Given the physical 

context of television as a medium in which viewers a:re fre­

dominantly passive and which does rct allow for questicns, 

the critical processing of such constructions constitutes a 

formidable task which is perhaps mere likely to result in 

confusion than anything else. That is, cne might Sfeculate 

that noun phrases of this type could actually function as an 

impediment to active critical processing , thereby reinfcrc­

ing the receptive, passive state which normally character­

izes television viewing. 

4.7 IBPERATIVE STRUCTURES 

Another feature of television advertising noted by Geis 

was the use of imperative structures to carry the force cf 

suggestions. That is, although advertisers do not have the 

necessary authority over their audience to actually com~and 

them, they still utilize the sentence structure of commands 

to direct their audience to the desired course of action. 

This was also found to be the case for televangelists, 

who, like advertisers, do not have the appropriate authority 

over their audience to effectively issue commands. Yet, in 

every program studied, direct ccmmand structures were, in 

fact , used extensively. 

the actual force of such 

Although Geis• interpretaticr. of 

utterances in advertising was that 

they constituted suggestions, it was not at all clear from 
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the televangelists• data that many cf these utterances wculd 

not be more accurately described as re guests, pleas, or ex­

hortations. To illustrate, consider the follcwing examfles . 

46. So call the toll-free number now, and say " I 'll give 

a gift of fifty dcllars or ten dollars a month for 

five months", let me send you this gold medallion. 

(Rex Humbard) 

47. So join that Faith Partner team. (Jerry Falwell) 

4 8. But please, 

would help. 

give what you can. 

(Jimmy swagga.rt) 

I wculd teg if it 

In the literature of speech act analysis, all speech acts 

which essentially constitute an attempt by the Sfeaker to 

get the hearer to do something a.re called iir~f11Ve§ 

(Searle, 1975a). Some directives, such as commands, req uire 

that the speaker have authority over the hearer for their 

successful performance as that act. If the ccndi tier. of 

relevant authority does not hold, howeve.r, then any direc­

tive a speaker might issue, regardless of surface form, can 

only be interpreted as carrying a force weaker than that of 

c ornmandi ng. since a system of constitutive rules for dis-

tinguishing between such weaker di rec ti ve s as requests, sug­

gestions, pleas, and entreaties has not yet teen develofed, 

however, the ascription of actual force remains largely a 

matter of interpretation. 
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As mentioned earlier, both televangelists and televiEion 

advertisers use structures normally asscciated with diiect 

commands to issue directives whose fcrce is weaker than that 

of commanding. In the case of televangelists, however, the 

force of a directive was also found to be conveyed through a 

variety of other surface structures. By apflying Geis' ap­

proach of examining the language used with reference to t he 

way in which an audience might be expected tc interfret any 

given utterance, it was possible to identify a total of nine 

distinct surface structure types used by televangelists to 

direct their audience to scme course cf action. All of 

these had in common the fact that they predicated a future 

act of the audience, but they differed consideratly in the 

actual structures used. Six of the types isolated were, in 

fact, indirect directives and so might reguire a note of ex­

planation. 

In ordinary discourse speakers often use indirect direc­

tives instead of the direct for« for reasons of politeness. 

For example, it is generally considered more polite tc say 

]2~ld you mind closin.g !h~ gQ.Qf:? to make a reguest thar to 

use a more direct form such as Please clcse the doer or even 

I reguest that you close the door. However, like other in­

direct speech acts, this type of directive reguires scme 

measure of ccnventional or conversational inference in its 

interpretation. Often, for example, the illccutionary act 



99 

of issuing a directive is performed thrcugh another speech 

act with a different pro p ositional content . Thus , the ut-

terance ffil! ,Y.2g Q]fil! !hf gQ.Qf ? functions as both a guestion 

and a reguest , while I ~Qnder if y o u c o uld ~lQ§g !he ~indow 

is a re guest performed indirectly by way of an assertion 

about the speaker ' s state of mind . Desfite their dual na -

ture , indirect directives ha ve been shown to be g uite syste -

matic in the form they may take (Searle , 1975b). Generally 

speaking, they involve a statement or a guestion havins to 

do with either the felicity conditicns en the illocutionary 

act , the reasons for doing the act, or a combinaticn of the 

above in an embedded structure . 1he felic ity conditions for 

directive speech acts set out by Searle (1 975b , p. 71) are as 

follows . 

TABLE 2 

Directive Speech Acts 

H is able 

s wants H 

to 

to 

Preparatory ccndition 

Sincerity condition 

Propositional content s F re dica te s 
con di tiion act A of H. 

Essential condition counts as an 

perform 

do A. 

a future 

attempt 
s tc get H to do A. 

A. 

by 

According to Searle (1975b), the successful communicaticr. of 

the intend e d force of an indirect directive i nvclves an un-
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derstanding of not only the felicity conditions mentioned 

a b ove but also the context of the utterance and the tasic 

principles of conversation. 

The types of indirect directive fcurd in the data all 

shared the fact that they predicated a future act of the au­

dience, but they differed in the degree to which ccntextual 

factors were re q uired for their interfretation. The follow­

ing, then, is a listing of the types of directives found in 

the speech of televangelists, with examples from the fro­

grams surveyed. 

DIRECTIVES SET IW THE FOBM OF CCft!INDS 

I. simple co~~llllaDld structwres 

49. Tell Rex you want to share .ith him in taking the 

message of Christ (sic} love throughout the wcrld. 

(Rex Humbard) 

50. Tell them that you'd like to pledge ycur sufport each 

month. (Robert Schuller} 

II. Command structures whose predicate contains a 

state■ent which the audience is directed to repeat_ 

51. Call the toll-free number that's en your screen right 

now, ••. and say "Rex, I'll give a gift of fifty dol­

lars, one dollar for each year you've been in God's 

work"· (Rex Humbard} 

52. (Call} ••• and say "Jerry, I want to be a Faith Part­

ner. I want to pray regular (sic} for this ministry. 

I want to give mont hly". (Jerry Falwell) 



III. Co■■and structures eabedded in a conditional 

structure. 

10 1 

53. If you haven't got the first and second week incom­

ing, do it guickly and then get the third week in. 

(Oral Roberts) 

54. If you still have guestions, 

number. (Jerry Falwell) 

give us your telephone 

INDIRECT DIRECTIYES 

::n:v,. Indirect directives ellbedded in a conditional 

structure. 

55. If you ••• are thinking about Liberty, then you ceed 

to write to Liberty Baptist College. (Jerry Falwell) 

56. If you need an uplift during the week you can altiays 

call the New Hope telephore ccunselling service. (Ro­

bert Schuller) • 

Y. Directives set in the for■ of a yes/no question. 

57. Will you pay? (Jimmy Swaggart) 

5 8. So would you dial us right now and tell one of the 

L.B.C. students or one of the staff members who an-

swers, "I want to become a Faith Partner"? 

Falwell) 

(Jerry 
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VI. Directives set in the form of nwh:y not" guestions. 

59. Why not join me and be a member cf Dr. Schuller•s 

Possibility Thinkers• Club? (Rotert Schuller) 

60. Why not call your friends, neighbours and loved ones 

to tune in to (the program)? (JimKy Swaggart) 

VII. Eabedded directives set in the surface for• of an 

assertion about the speaker. 

61. I want you to remember now, God wants to bless and 

prosper you. (Oral Roberts) 

62. We're asking our Faith Partners everywhere ••• to 

double your (sic) mcnthly ccmmi ttment. (Jerry Fal­

well) 

VIII. Embedded directives, as above, directed at God. 

63. And then we're asking God to give us new Faith Part­

ners. (Jerry Falwell) 

64. By that we mean asking Gcd to helf us through those 

people who are the backbone of our ministry. (Jerry 

Falwell) 

IX. Directives whose stated source is God or the Bible. 

65. For it (the Bible) said "aI1aint with oil then pray 

the prayer of faith". (Rex Humbard) 

66. God has called us to cc~flete this task together. 

(Rex Humbard) 
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To summarize, then, the Sfeech of televangelists was 

found to be similar to that used in television a d vertising 

insofar as both used direct command structures to convey a 

force which could only be interfreted as weaker than that o f 

commanding. They differed, however, in that a similar fcrce 

was also conveyed in televangelists• speech through a varie­

ty of other structures, many of which were, in fact, ir.di­

rect speech forms. Although Geis noted a tendency in the 

language of television advertising to express propositions 

indirectly, this type of languagE use was not mentioned in 

his discussion as extending to include suggestions or otber­

wi se conveying a force like that of a directive. Th us it 

would appear that this particular form of indirect expres­

sion is not shared between the two types of messages. Simi­

larly, within the general class of imferative structures, 

the speech of televangelists alsc showed more variety than 

that reported by Geis for the language of te l evision adver­

tising. 

4.8 LINGUISTIC CATEGORIES NOT FOUND 

Of the categories set out by Geis as characteristic of 

persuasive language in telev isic n advertising, four did not 

occur in the speech of t elev an gelists. The se were: 1. the 

terms !Ilt£QQ~cing or announcing used to attract viewer at-

tention; 2. count nouns used as mass nouns; 3. elliptical 
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comparatives; and 4. rhetorical guestions. The absence of 

these features in the data indicates that these particular 

linguistic devices said to characterize cne tyfe cf perEua­

sive language are not generalizable to all types of l~gua ge 

intended to persuade, even over the same medium. 
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S0ft3ARY AND CCNC10SIOBS 
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Results of this research lend SUff0rt to most cf the ca­

tegories set out by Lakoff and Geis as characteristic of the 

persuasive use of language with reference to television ad­

vertising. In particular, the use cf indirect speech fcrms 

and vague language were found to occur not only in the fre­

sentation of claims and arguments, as re fOrted by Geis, but 

also in other kinds of speech acts, such as assurances and 

predictions (e.g., And believe me, these messages really 

helE_, Something good is going tc hU.E,n to you) , as well as 

in the issuing of directives. There was also strong suf1ort 

for Geis' finding that product names cf ten have more than a 

referring function and can themselves carry information that 

might aid in their promotion . 

With reference to the use of linguistic novelty, however, 

the findings were less uneguivccal. Lakoff considered the 

use of novel terms and expressions to be an essential iden­

tifying feature of persuasive discourse. Although some ex­

amples of most types of linguistic novely isolated by Lakoff 

were also found in the televangelists' data, the fact that 

this type of device was not used as extensively in ttese 



messages as some of the other categories discussed 

suggest that these findings should be considered to 
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wculd 

lend 

only weak support to Lakoff's interfretation of the imfor­

tance of novelty to persuasive discourse. 

As reported l:y Geis, the literal strength of claims was 

also miti gated in televangelists' Sfeech through a variety 

of linguistic devices, but the use cf medal verbs for this 

purpose was not found in the data. Nevertheless, the prob­

lems encountered in distinguishing clai~s frcm other types 

of speech acts would suggest that further research in this 

area could benefit from a more explicit definition of fre­

cisely what should be considered to constitute a claim. 

Similarly, the category maniFulati!g persuasi2n with re­

gard to the repetition of names reguires clarification be­

fore it can be determined if a rate of repetition such as 

that found in the current data would actually serve a Kne­

monic function. However, the fact that the evangelist's 

name was repeated more frequently than any other in four of 

the five programs used would suggest that this might have 

been an intended effect, and so could te seen to lend scme 

support to Geis' interpretation cf this type of language use 

in persuasive discourse. 

In the case of adjectivalizaticn frocesses, the results 

were also somewhat difficult to interfret. Geis found the 

use of various parts of s peec h as frencminal modifiers to 
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generally result in a form of functicnal simile but this was 

not found to be the case for the language of televangelists 

even though an extensive use of adjectivalization processes 

was also found to occur here. Rather, the most striking re­

sult of constructing adjectives frcm ether parts of speech 

in these messages was a long string of modifiers flaced be­

fore a bead noun. The fact that these frenominal modi f iers 

did not necessarily contain an evaluative comfonent leads 

one to s peculate that they might function in persuasive 

discourse of this nature to impede active critical process­

ing and thereby reinforce the passive, receptive state char­

acteristic of television viewing. However, such an in­

terpretation must remain in the realm cf pure s peculation 

until some experimentation has been done to determine the 

relative ease or difficulty with which people can critically 

frocess information presented in this way. 

Finally, Geis• findings with regard ta the use of impera­

tive structures were replicated in the Sfeech of televange­

lists. However, contrary ta Geis' interfretation, the use 

of these structures in the current data could not be cc~fi­

dently assumed to carry strictly the force of a suggestion. 

Furthermore, by examining the actual structures used to 

predicate a future act of the audience, it was found that a 

wide variety of surface structures were used by televa~ge­

lists for the purpose of issuing a directive, many of which 

were, in fact, indirect speec h forms. 
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The categories isolated by Geis er Lakoff which did not 

occur in the data used for this study were as follows: 

1. the terms int£oducillg or announcing used to attract view­

er attention; 2. the use of count nouns as mass nouns; 3. 

rhetorical guestions; 4. elliftical comparatives; 5. odd 

uses of the definite article; 6. pragmatic anomaly. As ne n­

tioned earlier, pragmatic anomaly cf the sort iden tifiea by 

Lakoff was not exfected to occur in the data, since conver­

sations and interviews were excluded frcm analysis. ~ith 

regard to the other features, hcwever, their absence from 

the data indicates that these particular types of language 

use do not necessarily characterize language intended to 

persuade and, furthermore, may in fact be artifacts of cne 

particular style of persuasive language use; that of televi­

sion a d ve rti sing. 

In conclusicn, there is today ample evi de nce to suggest 

that language itself can affect the persuasive impact cf a 

message by virtue of the linguistic structures and devices 

used to convey information. In the absence of a generally 

accepted theory to account for the persuasion process, an 

understanding of the role of language must remain incom­

plete. However, conceptual work in beth lingui!:tics an d 

psychotherapy suggests that it is not necessarily through 

processes of logical analysis that language affects per~ua­

sion, but rather through t he ability cf language to convey 
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implicit information through structure, arrangement, and the 

principles of conversation, utilizing the active farticipa­

tion - but not the conscious attenticn - of the recipient of 

a message to infer the actual meaning conveyed. 

The possibility has been considered that the construct 

which must be addressed when considering the persuasion fro­

cess is, in fact, much broader and more cohesive than the 

previously used ~ititude2 which was defined in relation to a 

given topic. Furthermore, it has been suggested that the 

role of language in persuasion might have to do with the 

differential functions of the brain's two hemispheres, so 

that language can be used to enhance persuasion by blocking 

the analytical cognitive functions Rhile increasing the lev­

el of participation on the part of the recipient through the 

use of evocative language or that which more closely resem­

bles right hemisphere functioning. 

The findings of this research seem tc confirm the imfor­

tance of implicit information in the lar.guage used to fer­

suade, particularly in a context where recipients of the 

message are predominantly passive. However, the fact that 

only persuasive messages frcm cne context ~ere examined 

leaves open several questions which might be addressed in 

future research. For example, are recipients of a message 

actually more likely to accept presupposed or imflied infor­

mation without counterargumentaticn than that which is ex-
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plicitly stated? Further, how ao the present findings a 1rly 

to conversaticnal persuasion? That is, would the infcrma­

tion conveyed using the linguistic devices found to be com­

mon among ~ese two types of televised persuasive messages 

be less likely tc be q uestioned er counterargued against in 

a setting in which the recipient can participate more overt­

ly? Finally, how does the use c£ language for persuasion 

compare with other types of language use, such as, for eiam­

ple, expositcry discourse in which the intention is less to 

persuade and more to inform? It is through answers to ~ues­

tions such as these that we may come to understand more ful­

ly the impact that language can have in the persuasion fro­

cess and, by implication, also learn about scme cf the iays 

that language works in the mind. 



BIBLIOGB.APH1 

Anderson, K. E. Fersuasion: Theory and 1ractice. Second 
Edition. Boston: Allyn and Bacon, 1978. 

111 

Austin, J. L. How to do things ~ith ~ords. 1he William 
James Lectures Delivered at Harvard University in 195=. 
New York: Oxford University Press, 1962. 

Bach, K. and Harnish, R. M. Linguistic communication and 
S£eech acts. Cambridge, Mass.: M.I.T. Press, 1979. 

Bandler, R., and Grinder, J. Patteins of the hy,illlotic 
techn!Jiues of nilton H •• Erickson, M.~., Volume 1. 
Cupertino, Calif.: Meta Publications, 1975. 

Bandler, R., and Grinder, J. 1~~ stru£!~re g! !!]~gi£ II. 
Palo Alto, Calif.: Science and Eehavicr Beaks, Inc., 
1 976. 

Belmore, s. M., Yates, J. M., Bellack, D. R., Jones, s. li., 
and Rosenguist, s. E. Drawing inferences f.rcm concrete 
and abstract sentences. Journal cf Verbal learning and 
Verbal Behavior, 1982, 21, 338-351. 

Bettinghaus, E. P. Fersuasive ccmmunication. New York: 
Holt, Rinehart and Winston, 1968. 

Bloom, A. H. 1he lig_guistic shafing of tho_yg_ht: A stud~ in 
!!H~ i!!l.E~~! of 1~!19:!!~9:~ Q1l thinking in China and the West . 
Hillsdale, N.J.: Lawrence Erlbaum Asscciates, 1981. 

Bolinger, D. Language, the loaded wea~on: The use~£ ~1~§~ 
Qf l~gg~gg today. New York: Longman, 1980. 

Campbell, P. N. RhetoricLRitual: A study Qf iQ~ 
communicative and aesthetic dimensions of language. 
Belmont, Calif.: Dickenson Publishing Company, 1972. 

Chaiken, s. Heuristic versus systemmatic inf ormaticn 
processing and the use of source verses message cues in 
persuasion. J2ur~l Q! Personality~~£ social 
t.2Yfh212fil, 1980, 12, 752-766. 



112 

Danet, B. 'Baby' or 'fetus•?: Language and the ccnst:ruction 
of reality in a manslaughter trial. §fil!iotif~, 1980, 11, 
1 87-219. 

Erickson, M. H., Rossi, E. L., and Rossi, s. I. B~QgQ1if 
realities: The induction of clinical hy£ncsis and fcrms 
of indirect suggestion. With a foreword by Andre M. 
Weitzenhoffer. New York: Irvington Publishers, 1976. 

Fairclough, N. Review of D. Bolinger "Language, the loaaed 
weapon: The use and abuse 0£ language today". 1~gg_yg_g_g 
~g §Qciety, 1982, 11, 110-120. 

Ferrara, A. Appropriateness conditicns fer enti:re seguences 
of speech acts. Journal of P:raqmatics, 1980, 1, 321-340. 

Potion, N. Master speech acts. !he PhilcsoQhical ~y~rterlY, 
1971, 1J, 232-243. 

Fowler, R. and Kress, G. Critical linguistics. In R. 
Fowler, B. Hodge, G. Kress and T. Trew, 1~n.gyage ~nd 
£2.!!.1.fQ!• London: Routledge & Kegan Paul, 1979, 185-213. 

Fowler, R., Hodge, B., Kress, G. and Tre\, T. ~~B£B~..9.§ E~g 
£2!!.i!:2.1• london: Routledge & Kegan Paul, 1979. 

Gaines, R. N. Doing by saying: Toward a theory of 
perlocution. Ihg Quarier.Jy Jcu:rnal of Speech, 1979, f2, 
207-217. 

Geis, M. L. ,Ihe langg~g.§ of television _gdverti§ing. Ne\ 
York: Acad€mic Press, 1982. 

Giles, H. and Powesland, P. F. ~~.§§Ch ~tyle ~g social 
~nf1y~g£§• London: Acade~ic P:ress, 1975. 

Gindhart, 1. R. Untying a "not". The Am§ri£~B J cy!_nal £.! 
Clinical HYE.Qosis, 1981, 24, 117-123. 

Glucksberg, s., Gildea, P. and Ecckin, H. on understanding 
non-literal speech: Can people ignore metaphors? Jo:g~~! 
of vertal LearninE and verbal Behavior, 19€2, 85-98. 

Gordon, D. !h.§!:~QeU1~£ metafho:rs. Cupertino, Calif.: Meta 
Publications, 197 8. 

Greene, E., Flynn, M. s. and Loftus, E. Inducing resistance 
to misleading information. Journal of Vertal Learnins 
and Verbal Behavior, 1982, 21, 207-219. 



Grice, H. P. Logic and conversation. In P. Cole and J. I. 
Morgan (Eds.), 2.1,ntax and semanticl: III: Speech acts. 
New York: Academic Press, 197 5, 41-58. 

Grinder, J. and Bandler, R. Trance-fo.rmations: Neuro­
linguistic uogrammiM and the structure of hy£nosis. 
Moab, Utah: Real People Press, 1981. 

113 

Grinder, J., Delozier, J. and Bandler, R. fat_:!:~!!!.§ 2! .!.!l.§ 
h.YEnotic technigues of Milton H. Erickson, M.D., Volune 
2. Cupertino, Calif.: Meta Publicaticns, 1977. 

Hadden, Jeffrey K., and Swann, Charles, E. Pri~§ ti~& 
£reachers: Ih_e risinq power of televangelism. Readins, 
Mass.: Addison- Wesley, 1981. 

Hilgard, Ernest R. Divided consciousness: Multifle controls 
in human thought ~~g gcti.Qn. New York: John Wiley & 
Sons, 1977. 

Harkins, s. G. & Petty, R. E. Effects of source 
magnification of cognitive effort on attitudes: An 
information processing view. Journal of Personalit~ ~ng 
~2£ig1 R§~£ho1g_gy, 1981, ~Q, 401-413. 

Harris, R. J. and Monaco, G. E. Psycholcgy of pragmatic 
implication: Information processing between the lines. 
~gurnal of EXE.§£imgni~1 Psychclog~, 1978, 1QI, 1-22. 

Himmelfarb, Samuel & Alice H. Eagly (Eds.) Re~gi~3§ iB 
gttitug_g change. New York: Jchn Wiley & Sons, Inc., 
1974. 

Holdcroft, D. Speech acts and ccnversation. I.hg 
Philoso£hical Quarterly, 1979, 29, 125-141. 

Keenan, J. M. Psychological issues concerning implication: 
Comments on "Psychology of pragmatic implication: 
Information processing between the lines" by Harris and 
Monaco. Journal of ExEerimental Psychology, 1978, 107, 
2 3-27. 

Jaffe, D. and Bressler, D. E. The use of guided imagery as 
an adjunct to medical diagnosis and treatment. 
Humanistic R§.Y£holo~, 1980, 20, 45-SS. 

Kehl, o. G. Religious doubles peak and the idcls of the 
marketplace. Public Doub lesieak Newsletter, 1977, l, 
1-2. 

Kess, J. F. 1§.YCholinguistics: Introductory £ers£ectives. 
New York: Academic Press, 1976. 



Kim, H. P. What do Zen masters do with ~ords? The 
PhilosoEhical For.Y_!!!, Winter 1980/81, J1, 101-115. 

114 

King, s. w. Communication and Eocial influence. Don Mills, 
Ont.: Addison-Wesley, 1975. 

Kuhns, w. The electronic g_Qspgl: li~!igicn ~nd medi~. New 
York: Herder and Herder, 1969. 

Kress, G. and Hodge, R. 1~ng~~g_g 9§ Jggf129Y· London: 
Routledge & Keg an Paul, 1 979. 

Lakoff, R. T. Persuasive discourse and crdinary 
conversation, with examples frcm advertising. In D. 
Tannen (Ed.), Analyzing discourse: Text and talk. 
Georgetown University Round ~atle on language and 
Linguistics. Washington, D.C.: Georgetown University 
Press, 198 2, 25-42. 

Leech, G. N. English in advertisinE: A linguistic stud.1 of 
advertising in Gr_gat Britain. Lcndcn: Longmans, Green, 
and Co., 1966. 

Leont•ev, A. A. Towards a psycholcgy of effectiveness in 
si:eech. Linguistics, 1977, 200, 27-34. 

Lind, E. A. and O'Barr, w. M. The social significance cf 
speech in the courtroom. in H. Giles and R. St. Clair 
(Eds.) 1gllgj!gsig and social £§.YChology. Oxford: 
Blackwell, 1978. 

Loftus, E. and Palmer, J. c. Reconstruction of autcmotile 
destruction: An example of the interaction between 
language and memory. Journal g! Verbal Learnin~ gnd 
yg~Qg! ~ghaviQ£, 1974, 11, 585-589. 

Maddux, J. E. and Rogers, R. w. Effects cf source 
expertness, physical attractiveness aLd sui:forting 
arguments on persuasion: A case cf brains over beauty. 
Journal of Personality and Social ~sychology, 1980, 39, 
235-244. 

Marsh, P. o. Persuasive speakinB: Theg~.1, models, £~g£!l£§• 
New, York: Harper & Row, 1967. 

Masson, M. E. J. and Alexander, J. H. Inferential processes 
in sentence encoding and recall. American J.Q_Yrnal Qf 
Psy£hOlill!.1, 1981, 21, 399-416. 

Mew, P. Conventions on thin ice. The Philoso£hical 
Q.Y£~!~£Ll, 1971, 11, 252-256. 



11 5 

Miller, G. A. and Johnson-Laird, P. N. I ang_uage and 
E~I£~£1iQll• Cambridge, Mass.: Harvard University Pre~s, 
1976. 

Mitchell, R. Less than words ~21! §~• 'loronto: Little, 
Brown and Company, 1979. 

Monaco, G. E. and Harris, R. J. 'Ihecretical issues in the 
psychology of implication: A refly to Keenan. Journal£! 
~~Eerimental f§~hQlQgy, 1978, 1~2, 28-31. 

Montgomery, c. L. & Burgoon, M. 'lhe effects of androgyny and 
message expectations on resistance to persuasive 
communication. Communication ]£ncgra~hs, 1980, ~1, 
56-67. 

Orwell, G. Politics and the English language. In ~hooting 
and el~Ehant and other essays. London: Secker & Warburg, 
1950, 8 4- 101. 

Petty, R. E., Cacioppo, J. T. and Gcldman, R. Personal 
involvement as a determinant cf argument-based 
persuasion. ~Qurnal Q! Personali:i.Y g]g Social 
f~fhOJQgy, 1981, 11, 847-855. 

Petty, R. E., Cacioppo, J. T. & Heesacker, M. Effects of 
rhetorical suestions on persuasicn: A cognitive response 
analysis. Jornl of Personality ~~g ~2£!~1 R§Y£holg_g~, 
1981, EJ, 432-440. 

Read, w. H. America's mass media ~§I£hani§• Baltimore: The 
John Hopkins University Press, 1976. 

Reardon, K. K. Persuasion: Theou and ~gnte~!- London: 
Sage Publications, 1981. 

Reinsch, N. L., Jr. An investigaticn of the effects of the 
metaphor and simile in persuasive discourse. ~£§§Ch 
tl2~2g_f£E~§, 1971, JQ, 142-145. 

Ross, R. s. and Ross, M. G. Understanding_ £ersuasion. 
Englewood Cliffs, N.J.: Prentice-Hall, 1981. 

Sandell, R. 1inguistic style ang £ersuasioE. London: 
Academic Press, 1977. 

Searle, J. R. 
l~ng__y~g_~. 

S£eech acts: An essa1 in the £hiloso£h.y of 
Cambridge: Cambridge University Press, 1969. 



116 

Searle, J. R. A Taxonomy of illocutionary acts. In Keith 
Gunderson (Ed.) Languag_§, mind, and know leg_ge. Vcl u ae 
VII. Minneapclis: University cf Minnesota Press, 1975, 
3 4 4- 3 6 9 (a) • 

Searle, J. R. Indirect speech acts. In P. Cele and J. I. 
Morgan (Eds.), .2.1nt~~ ~B4 semantics 111: Speech £Ct§. 
New York: Academic Press, 1975, 59-82 (b). 

Springer, s. P. and Deutsch, G. left brain, right brain. 
San Francisco, Calif.: W.H. Freeman and Comfany, 1981. 

Stempel, G. H. III and B. H. Westley, (Eds.) ,R,g.§.§.§gJ! 
methods in mass communication. Engle~ood Cliffs, N.J.: 
Prentice-Hall, 1981. 

Strober, J. and lomczak, R. J§ff1 fgbJllilb: Afla~g fQ£ ~gg. 
Nashville: Thomas Nelson, 1979. 

Strong, s. R. and Claiborn, c. D. Change through 
interaction: Social ~sychological Erocesses of 
counselling and £Sychother~y. New Ycrk: John Wiley and 
Sons, 1982. 

Thorndyke, P. w. The role of inferences in discourse 
comprehension. Jcurnal of Verbal Learning and Verbal 
Behavior, 1976, 15, 437-446. 

Toch, H. The social ES..Y£hol_g_g_y cf social mo~£B!§• 
Indianapolis: The Bobbs-Merrill Company, 196 5. 

Troemel-Ploetz, s. I'd come to ycu for therapy: 
Interpretation, redefinition and faradox in Rogerian 
therapy • .JQY.f:.!!al Qf Pragmatics, 1981, ~, 243-2E0. 

Wachtel, P. What should we say tc our patients? On the 
wording of therapists' comments. Psychother~y: Theory, 
Research and Practice, 1980, 17, 183-188. 

Watzlawick, P. The lan~a~ of chan_ge: Elements of 
thera£eutic communication. Ne~ Ycrk: Basic Books, 19i8. 



ovvi rJ . P. 

I 
I C'v , . , 

H.P. GRICE'S PRINCIPLES OF COIVERSATIOI 

Make your conversational contribution such as is required, 

at the stage at which it occurs, by the accepted purfose or 

direction of the talk exchange in which you are engaged. 

Conversaticnal ~£11ID~ 

1. Make your contribution as informative as is reguired 

(for the current purposes of the exchange) 

2. Do not make your contributicn moie informative than 

is required • 

.t1axiID Qf Q~£11u: Try to make ycur contiibution one that is 

true. 

1 • Do not say what you believe to be false. 

2. Do not say that for which ycu lack adegua te evidence. 

1i~Xi!l! Q.f Rel~tiQ!!_: Be relevant. 

!1£Xil![ Q!. .t1anner: Be perspicuous 
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1. Avoid o.tscurity of expression. 

2. Avoid ambiguity. 

3. Be trief (avoid unnecessary fiolixity). 

4. Be orderly.9 

Conversational 4~plicat~~ 

In a cooperative talk exchange the sfeaker may flout one 
I I 

of the maxims, thereby conveyi~g infcrmation which the Ear-
' 

er must work out using the t9llowing data: 

1. The conventional meaning cf the words used, ;together 

with the identity of any references that ay bE in-

2 • 

valved. / / 

the Cooperative Principle and its maxims ,/ 
f 

I 

3. the context, linguistic er other~ise, 1 of the utter-

ance ; 

4. other items of background kncwledge 

I 
I 

/ 

5. the fact (or supposed fact) that ftll relevant items 

falling under the previous headings are available to 

both participants and both particifants knew or as­

sume this to be the case. 

For ~xample , if a letter of reference for a philcso­

phy position were to read "Dear Sir, Mr. X's command 

of English is excellent and his attendance at tutcri-



als has been regular. Yours etc.", 

119 

this would 

consitute a case of flouting the first maxim of cuan­

tity. The implication that a hearer could te exfect­

ed to draw using the data above .ould be that Mr. X 

is no good at philosophy.to 

10 Grice, 1975, f.52. 
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Appendix B 

TRANSCRIPTS OF PROMO~IONAL SEGBEBTS 

ORAL ROBERTS - Oral Roberts and You 

17/1/82 

Announcer: Something good is going tc hafpen to you. 

Announcer: Welcome to Sunday Celetration. (music) With Oral 

Roberts. (applause) Starring Richard Roberts. ~ith 

special guest star Andre Crouch. The (clock?) pupfets. 

And featuring the oral Roberts University Singers. La­

dies and gentlemen, Richard R cbe .rt s ! (applause) 

( song) 

(applause) 

Oral: Well 1 a real good song - Cast Your Bread Ufcn the Wa­

ters, and Richard, and the Oral Roberts University ~ing­

ers sing it-or ~!!J:bod1 sings it! I get to thinkin atout 

Seed Faith. Planting our seeds and expecting our mira­

cles back . You know our guest today is REALLY a testi­

mony of casting your bread UfOil the waters. Andre 

Crouch. One of the DEARES1 friends this ministry ever 

had. Loved by thousands, yes ty millions. He -writes 

his own music, he sings 1 not only \ith his voice, but 



with his heart. 

in the Lord. 

(interview} 

(song} 

(interview and song) 

121 

Andre Crouch is a Sfecial perscn tc us 

Announcer: When Oral Roberts founded a University in 1968, 

he was looking for a special kind of student. A perscn 

who wanted to make a differe tee. Since that time, Cral 

Roberts University students HAVE made a difference. 

o.R.U. competes with the best. Write - the Director of 

Admissions, Oral Roberts University, in Tulsa Oklahoma. 

And find out just how special YOUR life can te. 

out) 

(music 

Announcer: on the next Prime rime Celebration with Cral Re-

be rts. (singing in background) Four ti me gram my wi rner 

B.J. Themas makes a special guest appearance. And 

another grammy award winner the first lady of soul Are­

tha Franklin. The (cross?) Pur;pet Family. Richard Ro-

berts and the Oral Roberts Singers. 

berts celebration. 

( int erv i ew) 

(song) 

(interview) 

(drums, music) 

It's an Oral Ro-

Announcer: Dr. James Winslow, chief executive officer of the 

City of Faith Medical and Research Centre in Tulsa Okla-

homa. 
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New voice: ~hat we've built here in the City of Faith is a 

medical centre with the most advanced design and tech­

nology of any medical centre in the world. But more im­

portant, we've brought together feople from all over the 

country who believe in medicine AND believe in frayer. 

And THAT is really what makes the difference. 

Announcer: The City of Faith Medical and Research Centre in 

Tulsa Oklahoma - has been working fer the goal of find­

ing people who are dedicated tc making the patient num­

ber one. Call area code 918 493 81 e1 and make your ap­

pointment at the City of Faith Clinic. Because our 

staff is ready to show ygy what this medical centre is 

all about. One thing's for sure. The City of Faith 

will change the way YOU look at medicine. ( music out) 

Announcer: Next week on Oral Rcberts' Sunday Celebration, 

America's favorite singing guartet the Lennon Sisters 

makes a special guest appearance. 

(song) 

(interview) 

( song) 

Oral: Evelyn and I enjoyed §Q much Cfening our hearts to you 

today, We wish we had a little mere time. •cause we 

know you 're interested in Gcd f.rosperin you. And if 

you'd like to know more about (how?) God will bless you, 

I'd like to send you a copy of my new book entitled 
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"Flood stage: Cpening the Windows of Eeaven". My mailing 

address is Oral Roberts, Tulsa Oklahcma, and in Canada, 

Oral Roberts Toronto, Ontario. I will send the l:ook 

free and post paid. And you- (dyou?) partners, rem e II.ber 

this is our Prayer Chain Mcnth. 1wenty-four hours a 

day, every day of the month. Scmeone is praying around 

the clock. And I sent you four envelofes tc mail tack 

and this is the third week. If you haven't got the 

first and second week incomin do it guickly and get the 

third week in,-do it today. Mail a letter today because 

we really can't E.£.~Y the way we FEEL about you unless we 

get it back and can £.§~g what you have to say. 1he 

mailing address is Oral Roberts, Tulsa Oklahoma, and in 

Canada, Oral Roberts Torcnto Cntario. 

happens to you. Richard? 

l-le care what God 

Richard: Dad, I'd like to say a Sfecial thanks to Andre 

Crouch for being our guest today, (applause) and I'd 

also like to thank the Cross PUffets, especially tufus. 

And don't forget next week on cur frogram our special 

guests are going to be the Lenncn Sisters. 

Oral: It's going to be exciting. Ar.d I want you to remember 

now, God wants to bless and Ef2§Eif you. And something 

gQQ~ i§ going to happen to you. 

Announcer: This program is sponsored by the Cral Roberts 

Evangelistic Association Tulsa, Oklahcma and made fcssi-
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ble by Seed Faith gifts of friends and partners of the 

ministry. ( lihistling 6 music in the background) 
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17/1/82 

REX HUMBARD - You Are loved 

An nouncer: ••• that you are loved. You'll be sharing today's 

broadcast with ccmmunities across the United States. In 

Canada. Across Australia. In Africa. The Phillifires, 

and many islands of the sea. And through Sfecial trans­

lations, t his telecast is seen in Jai:an. Chile. Era­

zil. Argentina. And Paraguay. But most important \e 1 -

re sharing the next few llicments with you. So that you 

may truly know, that YQ.Y. ~!:f loved. (orchestra accentu-. 

ates) Your musical hosts today are the Rex Humbard Fami­

ly Singers. Featuring the Humbard grandchildren. Iiz, 

and of course Rex and Maude-Aimee Htmbard. Coming to 

you from beautiful Calloway Gardens. 

share the message, you are loved. 

We're all here to 

Orchestra & choir: We are free to love each ether, ycu are 

loved. 

Announcer: And now your Host, Rex Humbard. 

Rex: Welcome to teautiful Calaway Gardens and today I'm go­

ing to tell you about our fiftieth anniversary taking 

the gospel of Jesus Christ around the world. And how 

YQ~ can have our anniversary golden medallion and tea 

part of taking the gosfel to every nation en the face of 

the earth, this year. My message, the last revival. 

someday there will be t he very last revival and then Je-
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And I feel it's going to happen in 

!hi§ generation. The grandchildren are here to sing Be­

ing Me, and now the ENtire Humbard family to sing, Some 

Glad Day Jesus Will Come. 

(song) 

Announcer: Rex Humbard celebrates his golden anniversary. 

Marking fifty years of broadcasting. (trumpets in l:ack­

ground) God gave Rex Humbard a si:ecial vision for reach­

ing the world through the media of radio and television. 

In 1932, Rex began regular radic broadcasts to share the 

message of God's love. In 1952, Rex pioneered weekly 

religious television. Today, as Rex enters his fiftieth 

year of broadcasting, God has blessed his calling by al­

lowing the simple message of love to reach many lands in 

many languages. (man speaking Jai:anese) Through these 

specially prepared translated prograrrs, Rex has shared 

each week the simple salvation message throughcut Jai:an 

for the past seven years. God has shown us the begin-

nings of a great harvest of souls. (music, and man and 

woman speaking Spanish) In the si:anish language, Rex is 

currently reaching the nations cf Argentina, Paragtay, 

and Chile every Sunday. As Rex has visited these areas, 

he has found a sense of fellcwship. In many great sta­

dium services the response was overwhelming. As Rex led 

them in prayer, literally hundreds cf thousands acknow-
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(cl:il-

dren singing "he's got the whole world in his hands ••• ") 

The broadcast in the English language has not only teen 

shared each week throughout North Affierica, but alsc to 

the opposite side of the globe. Across the continent of 

Australia. The broadcast is also seen weekly in the 

Phillifines. Where God continues to bless this ministry 

to searching and starving souls. The program is even 

seen in such forsaken places as the liorld's largest pri­

son. Rex through this program has become fastor and 

missionary to thousands who are confined and shut in. 

Even to these at the desolate (taled?) lep:osy colcny. 

Also, this telecast airs tcday in remote areas of Afri­

ca. Where many will hear the gosfel message for the 

first ti me. (woman speaking Portuguese) Through the 

Portuguese translation of the i:rogram, the gospel mes­

sage has been broadcast across the great nation of Bra­

zil. As Rex spoke to hundreds of thousands in stadiums 

across Brazil, the Holy Spirit touched hearts. And ~any 

found a saviour. I n this service in Rio, one hundred 

and seventy thousand people attended. More than one 

hundred and thirty thousand dedicated their lives to the 

Lord in this single service. Hund reds of thousands have 

been reached. Yet we are now only reaching half of the 

world. There are millic ns who have not yet heard the 



message of God's love. Not 

Rex and given him a vision 

even cnce. 
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God has called 

of a worldwide outreact to 

starving souls. Reaching peofle in need with a message 

of hope, wherever they are. In his word, Gcd commands 

us to go ye into all the world and preach the gosfel. 

Today it is possible. In this, the golden anniverEary 

year, God has called us to ccmi:lete this task togetter. 

(trumpets rise to crescend~ 

Rex: This is the fiftieth year the I've been in Gcd's wcrk. 

And I want you to call the tell-free number that's on 

your screen now and say Rex, 

years of your life in taking 

And now that you've taken the 

you have invested fifty 

the gcspel to the wcrld. 

challenge to place the 

gospel on radio television and shortwave to reach the 

ENtire world THIS year, I want to be a partner and give 

gne dollar for every year you've teen in God's wcrk. 

That's a fifty dollar gift, you can give it at Qil~ time, 

or you can give ten dollars a month for five months! 

When you do, I'm going to send you this golden anniver­

sary medallion. It says to you, I was a part in taking 

the gospel to the entire world. JeEus said this gospel 

shall be preached in all nations as a witness. And you 

and I are going to do it? And this is the first genEra­

tion that'll get the job dcne. And it's going to be 

done before Christ returns, and this is the year that 



129 

it's going to be done! Befcre thiE year is up, iith 

your help, you can take a radio television or short\ave 

and go anyplace on the face of the earth and his! the 

message of Jesus Christ presented ty thi§ ministry. So 

call the toll-free number now, and say I'll give a ~ift 

of fifty dcllars or ten dollars a month for fiv~ months, 

let me send you this gold medallion. ( violin and piano) 

(song) 

(song - children) 

( sermon) 

Rex: Ladies and gentlemen now is the time for harvest and 

the last revival. And I believe that if you and I will 

renew our vow to go into all the world - that's what the 

Lord told us to do, and the minute this ministry-this is 

the fiftieth year of this ministry, and we're acceFting 

the challenge. This year. Before this year's conclud­

ed. We will be preaching the gospel by radio, televi­

sion and shortwave and LANGUAGES translated another 

language, another transmitter, to reach another nation, 

until you can go anywhere on the face of the earch and 

hear the message of Jesus ChriEt Frerented by THIS min­

istry. For thirty years we've been working toward 'IHIS 

year. Fifty years I've been in God's work and it's my 

GOLDEN anniversary and golden year. And I telieve Gcd's 

goinna let us do it. And scme day. With radio. iith 



13 0 

television. With shortwave. 1iiith missionaries. And 

with churches. As we're taking the gospel to the we:rld 

and renewed our vow, God's gcnna pcur out his spirit. 

And because there•re four and a half billion F€Ofle ever 

the face of the earth, they're gcing to hear there's go­

ing to be more people saved in one generaticn and the 

last revival, that have been saved from the day of 

Pentecost till now. And in the middle of this, the 

(trump?) of God's gonna sound and Jesus is coming tack 

and catch away his church, for he's ccming fo:r a church 

without spot without wrinkle, and without blemish. iill 

you pray and be a part of this last revival. And now 

it's time for me to pray, and I want to pray that God's 

annointing will touch you. But also today, I have sent 

to you, many of you, the annointing oil for this prayer 

time. I want you to take the li tile (ad?) vial and an­

noint those with needs there in your home. And then 

we're going to believe God fer these letters that tave 

come to us saying Rex, at f:t:ayer time, pray for me. 

We're going to bless the Prayer Key Family who make ios-

sible this world wide ministry. P:recious Lord, we come 

into your presence now and thank you for this opportuni­

ty and this generation. That you've entrusted intc our 

hands the means to reach the entire world. Through ra­

dio, television and shortwave. And I pray the Lord that 



131 

YOU would fOUr out your spirit Ufon this fiftieth year 

that we•ve been in your work. And let this t€ accom­

plished because Jesus said this gospel SHALl be preached 

in all nations. And we're believing that it'll be cone 

this year. Now Lord we come in behalf of those with 

needs. Those upon beds of afflicticn. Those that are 

sick and suffering. Those that do net know you. Those 

who have unsaved loved ones. That you'd go into that 

room and touch them and make them whcle. Then we do not 

forget our Prayer Key Family whcse names are in our Gol­

den Anniversary Prayer Key Family Beak. Lord, l:less 

them for they lift up our hands and they make possible 

this ministry. And to all cf this accomplished. And 

with your strength, we shall see the gosFel freachec in 

all nations, and the great (engathern?) of souls, and we 

will rejoice. As you return. Thank you, Jesus. For 

hearing our prayer. In the name of the Lcrd we've asked 

him. Amen. (choir fades out) 

Rex: I!i§ week I want you to sit dcwn and write me atout 

those prayer meetings. The burdon you have upcn your 

heart. Your unsaved loved ores. !hat one that's sick. 

For the Bible said confess your need to one another, and 

pray one for another. And next week at our prayer time 

I want YOUR request represented at the prayer altar. Be 

sure also to ask for the anncinting oil that we have 



132 

dedicated according to James five, fourteen so you can 

be annointed there in your home as we pray. For it ~aid 

annoint with oil then pray the f:rayer of faith. And the 

Lord shall raise them up. Neighbour, scme day WE 1 ll 

stand before the Lord. And the lord is either going to 

say well done, or he's going tc lock at us and say you 

haven't done a good job. I want to ~nd to you my fif­

tieth anniversary that I've been in God's work gclden 

medallion. This represents the people who have made 

possible the ministry of reaching half the wcrld, and 

with faith we're gonna reach the rest of the world be­

fore this year is up by radio, television and shortwave. 

Call the toll-free number that's en }our screen now, if 

it's busy, write it down and call back and say Rex, I'll 

give a gift of fifty dollars, one dcllar for each 1ear 

you've been in God's ~ark. Ycu can give it all at once, 

or ten dollars a month for five months. And ask for our 

fiftieth anniversary golden rredallion. (chime music) 

Announcer: Call today toll-free 1-eight hun-

dred-331-seventeen hundred. Or if you live in Canada, 

call 112-eight hundred-268-6364. Tell Rex you want to 

share with him in taking the message of Christ love 

throughout the world. ~hen you de, you'll receive this 

beautiful golden anniversary medallion. Ccmmemorating 

Rex's fifty years of proclaiming the gospel of Jesus 
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Christ. If lines are busy, flease write down the nunber 

and place your call later. Thank ycu for ycur anniver-

sary gift. Together we can reach the world. Be sure to 

join us next week at this same time. 

remember, YQ~ ~g loygg. 

And until tten, 
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ROBERT SCHULLER - The Hour of Power 

Man: As president of my corporaticn I'm faced with many 

problems. Some of them positive, some are negative. 

I've learn€d through possibility thinking, even the ne­

gative problems can be turned into golden opportunities. 

Why not join me and be a member cf Dr. Schuller• s Po::si-

bility Thir.kers• Club. 

beautiful, mustard seed 

As a membe :r you will receive a 

cross and an identification 

card. To be a member simfly pledge your sui:port each 

month. You'll receive a (prayer line?) each month along 

with a message directly from Dr. Schuller. And believe 

me these messages really help. The re's a number on 1our 

screen, call it right now, there'll be a friend at the 

other end of the line. Tell them that you'd like to 

pledge your support each mcnth. And prepare yourself 

for a better life. 

(trumpets) 

Announcer: From the Crystal Cathedral, ir. Garden Grove Cali­

fornia, (music swells) we welcome ycu to Rol::ert Schuller 

with the Hour of Power. !houEands of people together 

here for one of America's most fOsitive and inspiration­

al programs. 

(song) 

(Robert & congregation - "good lllcrning") 
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(Robert gives thanks and expresses an exfectaticn cf fO\er-

ful spiritual things) 

(song) 

(Bible reading for the day) 

(song) 

Announcer: As we take a moment frcm the sevice, I wculd like 

to invite you to join our congregation as they sive 

their tithes and morning offerings. You too can supfort 

this ministry. Simply send your letter to Rctert 

Schuller, Garden Grove California. That •s Rotert 

Every Sunday, Dr. Schuller, Garden Grove California. 

Schuller shares his message of i:cssibility thinking. It 

does us .s11 a world of gocd.-But really, we need this 

type of inspiration every day. 

ten a brand new devotional book. 

day at a time, Volume 2 for 82. 

to this book was overwhelming. 

lhat•s why he has writ­

Living pcsitively one 

Last year the response 

Sc Dr. Schuller has 

written a new one for the new year. Practical (arti-

dotes?) of positive living tcgether with powerful Bible 

verses of affirmation - will show you how to ~§all~ live 

positively. Dynamic themes teach you the day tc day 

truths of the Bible. For instance, the ~cnthly title 

for January states - a new year for a new you. Some day 

is today, and strive to abide, are but a few of the 

themes for the different months. If last year's devo-
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tional book helped you, you'll want t h is new guide for 

82. And i f you still haven't discovered the strength of 

day to day positive living, then this bock is ESE~ci3 11~ 

for you. Living positively one day at a time, vclume 

two for 82. i rite for yours today. Simply send 1our 

letter of request to Robert Schuller, Garden Grove Cali­

fornia. That's Robert Schuller, Garden Grove Califor­

nia. In Canada write Rebert Schuller, Box 3 forty-two 

twelve Postal Station B, Vancouver, British Columtia. 

In Australia, the address is Robert Schuller, GPO Box 

double five seven, Sydney, Neli south Wales. In a mo­

ment, Dr. Schuller will share his message of possibility 

thinking, and later we'll tell ycu how to receive a copy 

of his words.-But now, let's return to the service. 

(interview) 

( song) 

Robert: I suppose there is absolutely nothing I would rather 

do, and that •s true for every pastor, than to try to put 

a fresh bloom on the rose of ycur mood every morning. 

Every day. Because you see we live from heartbeat to 

heartbeat. From mocd to mood. Fi:cm dayli_ght to dawn. 

Twilight and then morning again. How I wish I cculd 

make ever_y day a great day fer you. -And to attempt to 

do so, we have com piled a brand new for 1982 daily devo­

tional guide. Three hu ndred and sixty-five pages, the 
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title is living positively one day at a time. It's vo­

lume 2 for 82. January. '!he whole month is entitled a 

new you in 82. And in February. Miracles to match you 

dreams. And in March. 1-e-r.-t £pells lent. We define 

it let's eliminate negative thinking. Thirty day£ to 

help you recondition yourself. April. SOMEday is to­

day. .May deals with chains er change? June. Hali to 

make your dreams come true. July. Strive to ccme 

alive. August. Problems are cnly ma£ked possibilities. 

September, how to put God's power to work today. Ccto­

ber, the gifts God has for .Y.Q~ this ~onth. And Novem-

ber, tap into trust. December. The miracle of love's 

rewards. These are the twelve chafters that bind to­

gether three hundred and sixty five pages. And I just 

know what it will do for you. -The ether day I was siv­

ing a speech back east and backstage came this handsome 

gentleman and his wife and his two beautyful children 

and he said. -oh Dr. Schuller, we read this every day. 

And he had the well-worn last year's book. 

book. Then he introduced himself to me. 

This year's 

Ral:ti - I was 

- I never heard anything more. I said Rabbi, Rabbi, 

don• t you have better stuff? (chuckle) Oh, Dr. Schull­

er, he said, it's - it's wonderful. We read it every 

day at our breakfast table. so whatever your faith. 

You can draw strength from it. I knew. Write toda 1 if 
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you're watching. Or if you're in the church. Send your 

envelope today, living positively one day at a time. 

(song) 

(sermon) 

(song) 

(blessing) 

Robert's Daughter: It's been exciting tc be a part of this 

service today. And for the members cf the crystal cath­

edral I'd like to invite you to join ~s every Sunday for 

a positive uplift. Perhaps Dr. Schuller• s message was 

es pecially meaningful to you. If so, be sure to request 

a copy of today's message printed in this booklet. You 

can study Dr. Schuller•s ideas and learn how to afply 

them to your life. Or pass en this message to someone 

you know who needs help and direction. Either way, sim­

ply send your letter of reguest to Robert Schuller, Gar­

den Grove, California. In Canada, write Robert Schull­

er, Box 3 - forty-two twelve postal station (d?) 

Vancouver, British Columbia. And in Australia the ad­

dress is Robert Schuller, GPO Box double five seven, 

Sydney, New south Wales. '!he new year provides us with 

a great opportunity to pursue new goals and challenges. 

Daily insfiration and motivaticn are a must. That's why 

Dr. Schuller has written a new daily devotional guide 

for 1982. Living positively one day at a time, it's vc-
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lume 2 for 82. It contains dramatic stories of positive 

lives, bible verses, and positive affirmations for each 

day. Monthly themes with weekly guidelines show you 

step by step how to work toward your goals in conguering 

your challenges. This devotional guide can be the key 

to your new year. Last year's guide was a life supfort 

for possibility thinkers around the world. The new 

guide for 1982 will be egually helpful. To receive a 

copy of living fOSitively one day at a time Qgfof~ the 

new year write today. Simply send your letters of re­

quest to Robert Schuller, Garaen Grove, California. 

That's Rotert Schuller, Garden Grove California. In Ca­

nada, write Robert Schuller, Box 3, forty-two twelve 

Postal station B, Vancouver, Eritish Columl:ia. Anc in 

Australia, the address is Rebert Schuller, GPO Box dou­

ble five seven, Sydney, New South Wales. If 12~ neea an 

uplift throughout the week you can always call the New 

Hope telephone counselling service. Trained possibility 

thinking counsellors are available 24 hours a day. Sim­

ply dial area code 714 and the letters n-e-w-h-o-f-e. 

That's 714 and the words new hope. And now for Dr. 

Schuller and all of your friends here at the Crystal 

cathedral, this is Jeannie Schuller. God loves you and 

so do we. (organ swells and then continues playing) 
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JIMMY SWAGGART 

24/1/82 

(music - country blues} - " I ' 111 gcnna lift up the name of 

Jesus". 

Announcer: 1he world outreach partners and friends of the 

Jimmy Swaggart ministries invite you to join Jimmy S\ag­

gart and the entire crusade team for an old fashioned 

spirit-filled revival service. l\hy not call your 

friends, neighbours and loved ones tc tune in to the fi­

nest in inspirational gospel music and soul-stirring Bi­

ble preaching where Christ is lifted Uf and perscnal 

nee ds are met in body soul and spirit. Today from our 

world headquarters in Baton Rouge, Louisianna, we tear 

the message in its entirety entitled, The Iamb of God. 

so come along now and share a blessing with us. As we 

present to you a man with a message for today's troutled 

world, Jimmy swa ggart. ( music finishes} 

Jimmy: Hello neighbour, 

our telecast today. 

I'm Jimmy Swaggart and welcome to 

I hope and pray that you enjo~ the 

new format that we have for the 30 minute program, of 

course we're doing all we can to upgrade the 30 minutes 

to the hour, but I wanted to be a little mere perscnal 

with you. And I felt that this ~Q]l~ be what the lord 
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would want, and I hope and pray that it's a blessins to 

you. And thank you for being a :r;a rt of the telecast to­

day. We're going to bring you back in just a littlE bit 

with a message entitled The lamt cf God. I'm gains to 

show you something what God said from the word of God 

that I THINK will be a blessing to you - You don't rriss 

it, but first I want to bring 

will bless you. Talks about 

land. Entitled Heaven for me. 

starting) 

you a song that I RNCW 

a better place a better 

(organ - few chords 

Announcer: From Dayton, Ohio, Brother Swaggart and the cru­

sade team tand with a beautiful song Heaven for me. 

( song) 

Jimmy: Praise God. Hallelujah to the lamb. 

Announcer: And now from our world headguarters from Eaton 

Rouge Louisiana, Brother Swaggart with tcday•s message, 

The lamb of God. 

(sermon} 

tonny: Thank you Dad. Before Dad comes back let me take 

this time to invite you to attend the following Jimmy 

Swaggart crusades - On February the 12th, 13th ang the 

1ijth, we're going back to Ho1121~1E, Hawaii for the third 

time. We' re going to be in the Neil Blaysdale Centre, 

the service time's Friday and Saturday night at 7:30 ~ 

the doors will open at 6:00 sharp, and then ~g~Q£1 night 
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at 6 p.m. the doors will open at 4:30. Now ~1~2- We re 

taking a tour to Honolulu during the same time. The 

dates for the tour February the 10th through the 17th -

the cost is just 117 5 from Dallas, 9 25 from Ios An gel es. 

We have a very nice Hawaiian tour brcchure piepared ~ust 

for those cf you who would like more information regard­

ing the tour. To receive it, all you have to do is ::im­

ply vrite us or call us at the number or address you 

seen on the screen, and we will be hapfy tc see tc it 

that you receive this free brochure CN the Hawaii tour -

but get that letter in the mail today. Dad ••• 

Jimmy: Thank you so very much Denny. I hope you enjoyed 

the program today and I pray that it was a blessing to 

your heart and I h2E~ that you can give us your undivid­

ed attention Ilg~~ for the next fe-w moments. (pause) 

The door is opened a tiny bit. This entir~ month is de­

signated the month for China. And I want you to see for 

just a few moments what I• m talking about. 

(interview) 

Jimmy: When you think that the re• s such a hunger there. 

People that want to know about God - One billion people 

in China. Through the man .Y.Q~ just heard, I won't call 

his name - it's - we use the name Paul, tut we're send­

ing in Bibles to China. It's not done illegally. Scme, 

as I mentioned last week in the Sfecial, some effcrts 
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have have teen made that ~fil~ illegal, and hurt and hin­

dered the work of God there. What we' re doing is not 

illegal and through the people that you've seen on this 

little segment we've just shown you, probly we're set­

ting in more Bibles than anycne el!':€. This is a copy of 

the Bible right here. It's not expensive. It's just a 

little paperback edition in their lang_g~e. Mandarin, 

and Cantonese with a little hymn book in the back of it. 

Stop and think about it. Mcst of you have never had 

anyone ask you for help. For China. It's teen closed. 

Now thank God just a tiny bit is opening. God has made 

it possible for us through a network of effort that I 

can't describe to you, but it's working Fraise God. So 

many of them there n~~g Bibles and want them. They pro­

bably don't have one Bible for each one thousand Chris­

tians. iill you pay? - We can send them in for $2 a 

piece. If you'd send $10, 2C, 50, 100 dollars. A hun­

dred dollars would buy 50 Bibles. Pays for the frinting 

and the shipping of them in the way we get them in. For 

every one of you that write, we want to give you this 

book, the Jimmy Swaggart China tiary. It has a Ficture 

of all of our - I say a Ficture, hundreds of pictures in 

it - 48 pages is our gift to you. our address will be 

given by our announcer in just a mcment, but El€£§~ give 

what you can. I would beg if it would help. For those 
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in China that have never had the CffOrtunity to hear. 

They must hear. They ~ust. 

Announcer: For evangelist Jimmy Swaggart, I'm Jeff Black­

well with special thanks to all the partners of this 

world outreach ministry, who continue to make this i:rc­

gram a reality. As Brother Swaggart mentioned, now is 

our chance to place Bibles into the hands of the Sfiri­

tually hungry souls of China. A land of one billion 

people. They contain both the word of God and several 

hymns placed in the back of the Eible. Send as generous 

a gift as you can in the US to Bibles for China, Jimmy 

Swaggart, Baton Rouge, Louisiana, 70821, 'Ihat•s Jimmy 

Swaggart, Baton Rouge, Louisiana, 70821. And in Canada, 

Jimmy Swaggart, Post Office Box 10 20, Niagara Falls, 

Ontario. For all who write, we will send you a free new 

book entitled Jimmy Swaggart•s China Diary. A 48 page 

book containing recent color photos, and facts atout 

China you never knew existed. This program has been a 

presentation of the world-wide outreach of the Jimmy 

Swaggart ministry. 
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JERRY FALWELl - The Old Time Gospel Hour 

17/1/82 

Announcer: From the auditorium of the Thomas Road Baftist 

church in Lynchburg, Virginia. The Faith Partners and 

friends present Jerry Falwell. And the Old Time Gol:pel 

Hour. Celebrating 25 years of Christian ministry. 

(choir) 

(Man: Thank you you may be seated. 

well.) 

Our pastor Dr. Fal-

Jerry: Thank you Jim Moon, and toda~ I am delighted to tell 

you our §Eea!g~ is a man who has been preaching §i~.iY= 

two and one half years starting out on the tanks of the 

big (Sandy?) and Fort (Gay?) We st Virginia, an a the 

trail of freachin the gospel led him all across the na­

tion and around the world, I call him the fiince of 

preachers. Dr. B. R. Lakin. He's en the platform, he 

has a cane with him, but it's purely for style he tells 

me, and he's ready to preach the go~q:el to ya. Age 80, 

but he doesn't want that known. And, uh, next week our 

tel~visiQ!! audience alsg has the privilege of hearing 

Dr. E. E. Hill. Pastor of the Mount Zion Mi ssicnar y 

Baptist Church, in Los Angeles California, one of the 

great black preachers of our generation, Dr. Ed Hill, 

our speaker for t he televisicn audience next week on the 
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Old Time Gospel Hour. Our met to for 19 82, is Breaking 

Through in 82. By that we mean asking God to help us 

through those people who are tbe tackbcne of cur mir.is­

try. To double tbeir mcnthly giving and their prayer 

efforts behind this ministry, those are Faith PartnErs. 

So that we can without any hindrance continue the tre­

mendous outreach of the gospel of Christ through televi­

sion and radio. When you consider the fact that we're 

on nearly 400 television staticns, 500 radio stations, 

reaching literally the potential every household in 

North America, and throughout Australia, the Philip­

pines, the islands of the sea - many parts of the world. 

What an opportunity we have. We either must decide lie 1 -

re gonna cut back and let inflaticn and the attacks of 

our enemies from the secular amoralist part cf our - our 

world stop us or because of cur faith press on. We •re 

gonna slow down the growth of liberty Baptist schoolf or 

press on. Well we•ve chosen to fress on. And we're 

breaking through in 1 82 and ~e•re asking our faith Eart­

ners everywhere, our existing Faith Partners dou1::le 1our 

monthly ccmmitment. ~e•re asking you people everywhere 

to join the Faith Partner team - more about that later. 

But I do hope you'll be lister.ing carefully. Right now, 

Mark Lowrey. Graduate student of Iibery Baptist Col-

lege, and a !!U!§ic~! evangelist, travels the churctes, 
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communicating the gospel. One of cu:r own young people 

by the way. Mom and Dad are in the audience tonight as 

they always are. And, uh, well, he's just ve:ry special 

to us - he's - he's home fclk. He sings, with a tear in 

his heart and his voice. Mr. Mark Lowrey. 

(song) 

Jerry: Thank you Mark, and you pastors cut there who'd like 

to have this young man come by and give a ccncert in 

your church, just 

just write to me in 

write tc us he :re about Mark Lowrey, 

Lynchburg Virginia, and we'll iass 

it on to Mark. We have been, for a few weeks, offe:ring 

to everybody who calls our toll free number, a free copy 

of the world's smallest Bible. we•:re not kidding al:out 

it, we're talking about all 66 bocks of the Biele, all 

eleven hundred 89 chapters, and the multiplied !hQ~§gnd2 

of words, all on one piece of nicrofilm, and this little 

package right here which we•ve devised, which tells the 

story of how to use this as a soul winning tocl. In­

side, is the informaticn of what the piece of microfilm 

contains. And how to USE it. To provoke a soul winning 

conversation. To get people talking about §Eirii~! 

things. By the way this is the Bible itself, the entire 

King James version of the Bible, on this one piece of 

microfilm. And, uh if you don't telieve that when you 

get it just get yourself about a hundred power micro-
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scope and check it our word for word. We'll te glad to 

send Q!!.~ free to every perscn who dials the tell free 

number. One per househcld fleaEe. But, uh, call us 1 

800 446 5000 - Ask for the world's Emallest Bible. A 

free call, and a copy, a free copy of the world's small­

est Bible. If you live in Virginia, Hawaii, Alaska or 

Canada that telephone number will not work for you, 

Write to me either in Lynchburg Virginia or Richmond 

Hill Ontario, and request your free copy cf the world's 

smallest Bible. We're alsc right now enrolling young 

Feople for next school year. The 82/83 academic year at 

Liberty Baptist College Seminary Bible Institute and, uh 

if you as a high school senior are thinking about liter­

ty, then you need to write to Liberty Baptist College, 

Office of Admissions, Lynchburg Virginia, request a free 

catalogue. We'll send it to ya immediately. I'm just 

tryin' to get young peofle everywhere to be looking at 

us. And here's a good way to leek at us. Several times 

a year we have here on Liberty Mountain what we call 

College for a Weekend. We invite high school juniors 

and seniors to come Liberty Mountain, live in the dcrmi­

tories, attend classes, attend chapel, attend sporting 

events, church services here and decide is Literty for 

me. And the next College for a ieekend dates are Fetru­

ary 25 to 28. And if that's too soon, then AFril 15 
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And if you'd like to have more information 

and a brochure, simply write to College for a Weekend, 

Liberty Eaptist College, Lynchburg, and ask fer the tro-

chure concerning College for a ijeekend. ~Q.!!l§. and look 

us over. Mark Lowrey did, and he got here, and he grad­

uated. And if he made it, anybcdy can. And these ycung 

people looked at us and they came, they're sharp kids, 

great singers, the sounds of liberty led by Mr. David 

(Len ux?) • 

(song) 

Jerry: Thank you Sounds of Liberty. If someone were tc ask 

me what would be the one request ycu would make for the 

thing ~2~! needed in your ministry 1982, beyond the re­

guest for more prayer support, more prayer (worries?), 

more people to pray, and nothing of eternal imfortance 

ever hapfened apart frcm prayer. I would say the need 

to reinforce our existing team of Faith Partners, and to 

enlist thousands of additional brand new Faith Partners. 

Who' re Faith Partners? In 1967, I felt led of Gcd to 

put together a team of people whc on a mcnthly tasis 

through prayer and monthly SUffCrt ~ould make possible 

the outreach of our television, radio ministry wcrld 

wide. At that time we asked our Faith Partners to give 

ten dollars monthly. And we enlisted several tbouEand 

and that number has grown through the years, and that 
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has been without any question the l:ackbone of the telev­

ision radio ministry Old Time Gospel Hour. We thank God 

for all the people who have EUfforted every phase of the 

work but there's no guestion that those regular monthly 

gifts are that which has made it posEible to stay on the 

air on 400 stations now nearly on televison and atout 

500 radio stations. But inflation ~ince 1967, and l've 

showed you this the last two weeks, according to the Bu­

reau of Statistics of - the Department of Lal:or, $1 C in 

1967 is wcrth t3.62 now on that basis. $10 then eguals 

$3.62 today because of inflation. So we've never 

changed that l:asis. We've keft it right at $10. We've 

had to add new people, but ~e•ve been unable to add new 

Faith Partners as fast as the inflaticn froblem has ea­

ten away at our support base. And that is why we've had 

a number of crises the last several years. We're asking 

God to help us break through in 1982. Breaking thrcugh 

in 82 that's the theme. 'Ihat is we want to increase our 

Faith Partner monthly support to the point where exist­

ing Faith Partners - those cf you who have been and are 

Faith Partners will become very regular 

ly support, and whatever you're giving 

in your mcr.th­

monthly, that 

you'll doul:le that, and then we're a~ing God to give us 

new Faith Partners. An d I'm asking all my friends ever­

ywhere who want to see this frcgram stay on the air to 
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call us. The toll free number and say, Jerry, I want to 

be a faith Partner. I want to pray regular for this 

ministry - I - I want to give mcnthly. I want to under­

write the program in the town, the community whEre I 

live so that .!U friends will hear the gospel. By the 

way, this ministry is dedicated to the gospel. I tl::ink 

we know what the gospel is. It's the death, burial and 

resurrection of Christ. I think WE know what the flan 

of salvation is. (Romans?) 10, verses 9, 10, and 13 

and hundreds of other verses. ~e preach the simfle Ei-

ble plan of salvation. Thousands gEt save on a regular 

basis. Watching, listening tc our television, radio 

programs. We want the program to stay on the air, and 

we want your help we need your help to do it. so jculd 

you dial us right now and tell cne of the LBC students 

or one of our staff members who answers, I want to be-

come a faith Partner. I'll ask you to do that immedi-

ately. As quickly as you•ve done that, we will send you 

this Faith Partner study Bible. This is it right here. 

The Faith Partner study Bible. It happens to be a ~ing 

James version, it's a study Eible, it's a giant print. 

And there are lots of study helF s in it. I-I pr each 

from it, I always give the number, the page numter cf my 

text for that particular sermcn. And all of our Faith 

Partners have this Bible. We'll send that to you inme-
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We'll send you three cf the Jesus first lapel 

pins. Two of them are bronze, but one of them is a 24 

carat gold-plated and only Faith Partners wear ttat. 

You see with the gold-plated fendant we know this is a 

Faith Partner. And uh, we'll send that to you immedi­

ately and we'll begin writirg ycu once a month, a Faith 

Partner letter, we'll send you my printed sermon of the 

month, and we'll send you the little contact newspaper 

that, uh, keeps you posted on things that are going en -

it just makes you a part of the inne:r circle. More im­

portant than what we send to you, is what you' 11 be do-

ing by your monthly investment. 

as a Faith Partner you're rraking a 

pledging at least $20 per month 

When you call joining 

fledge. You '11 be 

until Jesus come~ to 

help underwrite and as God ficvides to help underw:rite 

this program where you live. You'll be making a pledge 

that on a monthly basis you will give, J'.QB will pray, 

~Q~ will support this ministry, and help us continue 

preaching the gospel. Whatever God leads you to pledge, 

regardless of how much it is, it will help us. Many of 

our Faith Partners who've been with us through the years 

cannot double their pledge amount. They're gcnna have 

to stay where they are. We understand that. We're sim­

ply hoping that many if not most can. Because inflation 

hasn't waited for us. some one pointed out that if we 
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were to have $10 today compared to $10 in 1967, when the 

program started, we'd have to have $27 a mcnth. iell 

that's a little too much tc ask fecple across the nation 

in the grass roots to give. But I think most people CAN 

double their Faith Partner pledge and I hope every Faith 

Partner will do that. Join the team. When you call 

that number just say I want to be a Faith Partner. If 

you already are a Faith Partner, begin regularly, «any 

of our people have been a little slack, get l:ack into 

the groove. You can't maybe catch up what you•ve lost, 

but start now, faithfully guaranteeing this prcgram 

stays on the air. Breaking through in 82 - If everyl:ody 

does his or her part, we'll be able to maintain the min­

istry. And have great victories. Sc join that team of 

Faith Partners. Just before Dr. B.R. Lakin comes with 

his message this evening, Don Norman's going to sing, 

but joining him will be his sen ~ony who's a freshman at 

Liberty Baptist College, and, uh, alsc joining him, 

Vanessa Davis. One of our girls right here, graduate of 

LCA, our own high school, and a student at Liberty. 

Don, Tony, Vanessa. 

( song) 

(sermon) 

(song) 

{prayer) 
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Jerry: While our heads are still bowed, you called upon the 

name of the Lord and you meant it. In a few mo[ents 

I'll invite you to walk down the aisles to publicly ac­

knowledge what you've done in your heart already - and 

we'll give you some literature. Those watching byte­

levision if you'll write me, I'll send you that ~g~~ 

literature. My booklet entitled How to get Started 

Right. If you still have guesticns give us your tele­

phone num~er. And our soul-winning pastor Dale Grooms 

and other pastors will call you ~Jg expense and telp 

you. If you have a prayer reguest, write us. We'll 

pray for you by name - answer you fersonally. If you 

want counselling. Call our prayer hotline and the deaf 

may do the same. How many here iiill say Jerry, I have a 

spiritual need in my life. Pray for me - would ycu 

raise your hands please just lift it up right now. I 

have a spiritual need and God knows what it is. All 

over this building, God bless every cne cf you. Let's 

stand to pray. Father, help each one here and millions 

watching by television to prepare tc meet Gcd. And to 

do it now, in Jesus' name. Amen. As we're still bowed 

in prayer, and no one is mcving except those walking 

down the aisles, to accept Christ, cur pastors are here 

to meet you, or go with you to a private prayer room 

where with an open Bible a trained ccunsellor ~ill help 
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you. If you want to become a Christian, or as a Chiis­

tian you want to come back to the Lcrd and start over, 

confess your sins, or you want to ansliler the call of God 

to the ministry or join this church right now, whatever 

your need is, all we're saying, will you come. 

music in the background) 

(congregation sings) 

(organ 

Announcer: Thank you for watching this Old Time Gospel Hour 

program. The generous gifts of the Faith Partners and 

friends of the Old Time Gosfel HouI make this program 

possible. our theme for this year is Breaking thrcugh 

in 82. If you would like tc kee F this program on the 

air then why not become a Faith Partner toe? When you 

become a Faith Partner, lile'll send you this beautiful 

giant print Faith Partner Eible. Ou~ way of sa}ing 

thanks for helping us froclaim God's w0rd to millions of 

needy people. Just write Jerry Fallilell, Lynchburg Vir­

ginia, 24514. In Canada, Jerry Falwell, Box SOS, Rich­

mond Hill Ontario. If you wculd like an audio cassette 

of today's program, write Jeriy Falwell, lynchburg Vir­

ginia, 24514 and enclose a $4 donaticn. Request prcgram 

number 483. Now may God richly ble:::::: you is our prayer. 
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