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378

   If you asked most people what they 
thought about public speaking, 
they would probably associate it 

with things that cause them anxiety 
(snakes, public nudity, a sharp stick in 
the eye). And if you asked most people 
about their imagined vision of public 
speaking as an art, they might respond 
with a description of a powerful world 
leader or a CEO, speaking to a large 
audience. But if you asked most people 

to identify a speech that they believe is among the most  influential  and important 
speeches in history, they would likely reference a speech delivered by a civil rights 
leader — such as Susan B. Anthony’s “On Women’s Right to Vote” from 1873 or 
Martin Luther King Jr.’s “I Have a Dream” speech from 1963 — or, perhaps more 
recently, a speech delivered by a politician or an activist in support of the Black 
Lives Matter or #MeToo movements.  1    

  In North America at least, the public speaking that exists in the popular 
imagination tends to center on speeches of political advocacy and social protest. 
Perhaps this is the reason why speeches of political advocacy and social protest 
are among the most common we see and hear in the national news media. 
I have chosen to bring  Speech Craft  to a close by addressing our loftiest ideals 
as they register in political advocacy and social protest, but not because we 
must all aspire to such speechmaking — that would be a rather high bar to set. 
Instead, I close with an examination of this genre of public speaking because the 
community-centered values that underlie it  underwrite all kinds of public speaking , 
bringing the reasons why we study this craft as a whole into their starkest relief. 
To this end, we will examine advocating for social change and its relationship to 
activism. Then, we will explore three dimensions of social protest: (1) it is usually 
a  group  effort rather than an individual one, (2) it is not limited to “the street” but 
takes place over (sound) speakers and screens (including “new media”), and (3) it 
often  violates  cultural norms and conventions in its activist forms.   

    CHAPTER OUTLINE  

     On Advocacy and Activism         379      

    Public Speaking and Social 
Movements         381      

    Civic Engagement and Civil 
Disobedience         386      

    Speech, Not Swords: The 
Humane Alternative of Public 
Speaking         395         
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On Advocacy and Activism 379

On Advocacy and Activism
You will learn to

DEFINE advocacy and give an example.

DISTINGUISH between advocacy and activism.

In general, advocacy concerns a speaker’s attempt to persuade others 
to care about an idea or issue. Advocacy is most conspicuous in legal or 
political, economic, and social contexts, and most commonly in regard 
to organizations or institutions. For example, most of us are familiar 
with political advocacy as it comes through our screens and speakers, 
such as Twitter campaigns for women’s rights or consumer campaigns 
to make our drinking water safer. You and I frequently advocate for 
our ideas in everyday life, too, from how to keep the community fridge 
clean to pushing a company for more diversity in its advertising. As is 
the case with public speaking in general, advocacy tends to flourish in 
democracies.

Speaking of advocacy in an economic context, business communi-
cation expert John A. Daly observes, “Victor Hugo was wrong when he 
wrote that an idea whose time has come cannot be stopped. Ideas can 

advocacy concerns a 
speaker’s attempt to persuade 
others to care about an 
idea or issue. Advocacy is 
almost always directed at 
decision-makers.
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“To be an activist is to speak. To be an advocate is to listen. Society can’t 
move forward without both.” –– Student activist Eva Lewis (center)
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380 CHAPTER 19 SPEAKING FOR SOCIAL CHANGE

be stopped. Too often, brilliant ideas flounder because of the inability or 
unwillingness of their creators to sell them to others.”2 Many of us have 
been disappointed when an idea, an issue, or a cause we champion fails 
to find traction with others; sometimes we fail because of bad luck, and 
sometimes because the timing isn’t right. For example, it took us ten 
years of working on Speech Craft to finally bring this book out, and much 
of the delay had to do with finding the right audience. We were convinced 
that the ideas in the book — especially in this chapter — were good ideas, 
but reaching receptive readers took us more time than we had originally 
expected.

For Daly and others, then, advocacy is a political process. Here we 
don’t mean politics in the electoral sense but politics understood as a 
domain or field of power. One can advocate ideas to others extensively; 
however, if these others do not have the power to effect change, those 
efforts can be made in vain. This means that advocacy is a  particular brand 
of  community-centered persuasion focused on decision-makers. And those 
decision- makers are not necessarily always within the institution or 
organization one wishes to influence, which brings us to an often- 
discussed relationship between advocacy and activism.

Strictly speaking, activism is a form of advocacy, and often the two 
terms are used interchangeably. However, it is increasingly common that 
advocacy is a form of influence working within a given system, while 
activism concerns persuasive campaigns working outside a given system. 
For example, one might advocate for requiring more nutritional informa-
tion on consumer food products by lobbying Congress, working within 
the legislative system to do so. One is more of an activist, on the other 
hand, when joining a picket line or boycotting a food product manufac-
turer, as both are activities that are “outside” (literally and figuratively) 
the institutions one is opposing. In either case, both advocacy and activ-
ism concern campaigns, which are organized efforts to build support 
behind an idea or a cause.

Especially in political and social contexts, campaigns for social 
change often combine both advocacy and activism in a kind of two-
pronged push. Student activist, advocate, and poet Eva Lewis explains:

To be an advocate is to speak and learn about social and political issues. 
It is to bring attention to an injustice, subsequently aiding the activist in 
their fight against that same injustice. Although different, both are nec-
essary in order to create systemic change. Without one, the other cannot 
function.3

Lewis’s advocacy is targeted specifically toward issues of gender and 
race, but her argument that advocacy and activism are often necessarily 
intertwined is historically very true in the United States. To this end, we 
turn toward exploring how activism and advocacy interplay in the most 
widely studied public speaking contexts in our shared history: social 
movements.
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 Public Speaking and Social Movements 381

Public Speaking and Social Movements
You will learn to

DEFINE social movement, and list its characteristics.

EXPLAIN why activism and protest are hybrid genres.

DESCRIBE the role of new media for social movements.

For many people, the most memorable speeches about our country or 
a particular community are those that evoke deep emotions or buck 
the status quo in favor of massive social, legal, or political change. For 
these reasons, we should not be surprised that public speaking teach-
ers in the United States have identified Martin Luther King Jr.’s “I Have a 
Dream” speech as the most important, eloquent, and influential speech 
of the twentieth century.4 King delivered his speech arguing for racial 
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Rosa Parks’s refusal to give up her seat to a white passenger on a bus 
in 1955 is one of many events that inspired the civil rights movement, 
which led to dramatic cultural and legal changes in the United States.
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382 CHAPTER 19 SPEAKING FOR SOCIAL CHANGE

equality and spiritual unity on August 28, 1963, on the steps of the Lin-
coln Memorial during the Great March on Washington, which was one 
of the largest rallies for human rights in the history of the United States 
(estimates range from 200,000 to 300,000 people). Unquestionably, “I 
Have a Dream” is one of the most moving, genre-busting speeches of all 
time —  celebratory, informative, and persuasive all at once. King’s land-
mark speech sets just about the highest bar for advocacy speaking that 
one can imagine.

As much a product of the speech itself and the charisma of the 
speaker as the context of its delivery, King’s speech is hard to use as a 
measure for our own speechmaking. We reference King’s monumental 
speech as the embodiment of the highest possible goals we have for 
speaking: a value and concern for the community, a celebration of the 
community, and an attempt to urge social change for the betterment of 
the community.

Whether a speech of political advocacy and social protest is delivered 
by King on the National Mall or by a local activist on the steps of your 
state capitol, it participates in the rhetoric or discourse of social move-
ments. Although there is no scholarly consensus about how to define a 
social movement, many communication scholars characterize a social 
movement as a group (or collective) of like-minded individuals who pro-
mote a particular cause, politics, or ideology.5 The civil rights movement 
in the United States is a familiar example, which is often said to have 
begun with the refusal of a number of activists, most famously Rosa 
Parks, to sit in the back of buses during the era of racial segregation.6

Other famous examples of social movements include the women’s 
rights movement; the widespread, counterculture protests against the 
wars in Vietnam, Iraq, and more recently Afghanistan; and contemporary 
movements, such as Black Lives Matter and #MeToo. As social movement 
scholar Herbert W. Simons points out, social movements are often char-
acterized as “outside the mainstream” or “uninstitutionalized,” echoing in 
a sense the idea of activism as working outside the system.7 Finally, a 
social movement is characterized by the promotion of social and politi-
cal change over a long period, meaning that the speeches given as part 
of a social movement are not localized to one person at one time but 

a social movement 
refers to a group (or collective) 
of like-minded individuals who 
promote a particular cause, 
politics, or ideology.

Characteristics of Social Movements
• Group (or collective) driven; community oriented
• Promote a nonmainstream cause, politics, or ideology
• Not institutionalized
• Consist of many activists, speakers, and leaders
• Push for social or political change
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 LearningCurve can help you review!  
Go to LaunchPad: launchpadworks.com

Chapter 1 Becoming a public Speaker
recognize the Many Benefits of public Speaking

•	Gain	real-life	skills	that	lead	to	greater	confidence	and	satisfaction.
(p.	8)

•	Advance	your	professional	goals.	(p.	8)
•	Gain	the	oral	communication	skills	employers	so	highly	value	in	a	college
graduate.	(p.	8)

enhance Your Career as a Student

•	Hone	your	researching,	writing	and	outlining,	reasoning,	critical	thinking,
and	listening	skills.	(p.	8)

•	Deliver	better	oral	presentations	in	other	courses,	including	speaking	in
science	and	mathematics,	technical,	social	science,	arts	and	human-
ities,	education,	nursing	and	allied	health,	and	business	courses.
(p.	8)

Find New Opportunities for Civic engagement

•	Use	public	speaking	to	become	more	involved	in	addressing	issues	you
care	about.	(p.	9)

•	Become	a	more	active	participant	in	our	democracy.	(p.	9)
•	Learn	the	rules	of	engagement	for	effective	and	ethical	public	discourse.
(p.	9)

recognize the Classical roots of public Speaking

•	Rhetoric	first	flourished	in	the	Greek	city-state	of	Athens	in	the	fifth	cen-
tury	b.c.e.	and	referred	to	making	effective	speeches,	particularly	those
of	a	persuasive	nature.	(p.	10)

GettiNG Started with CONFideNCe
Speaker’S preview

 Video ACtiVity

Go to LaunchPad to watch a video about the importance of the public 
speaking course.

LaunchPad includes: 

 adaptive quizzing

 a curated collection of video clips and full-length speeches.

Additional resources and reference materials such as presentation 
 software tutorials and documentation help. 
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Getting Started with Confidence4

•	Public	speaking	played	a	central	role	in	the	development	of	democracy	in
ancient	Greece	and	Rome	and	remains	an	essential	tool	in	safeguarding
democracy	today.	(p.	10)

•	The	ancient	Greek	agora	and	the	Roman	forum	exist	today	as	physical
spaces,	such	as	town	halls,	as	well	as	virtual	forums	streamed	to	listeners
online.	(p.	10)

•	The	canons of rhetoric,	a	five-part	speechmaking	process	developed	in
ancient	Greece,	remain	relevant	for	today’s	public	speaker.	(p.	11)

draw on the Familiar Skills of Conversation and Composition

•	Consider	that	in	both	conversation	and	writing,	you	try	to	uncover	the	audi-
ence’s	interests	and	needs	before	speaking.	(p.	12)

•	Consider	that	in	both	conversation	and	writing,	you	check	to	make	certain
that	you	are	understood,	and	adjust	your	speech	to	the	listeners	and	to	the
occasion.	(p.	12)

•	Much	of	what	you’ve	learned	about	organizing	written	papers	can	be	applied
to	organizing	your	speeches.	(p.	13)

recognize Unique aspects of public Speaking

•	More	so	than	writers,	successful	speakers	generally	use	familiar	words,
easy-to-follow	sentences,	and	transitional	words	and	phrases.	(p.	13)

•	Spoken	language	is	often	more	interactive	and	inclusive	of	the	audience
than	written	language.	(p.	13)

Become an inclusive Speaker

•	Try	to	identify	and	respectfully	address	the	diversity	of	values	and	view-
points	held	by	audience	members.	(p.	13)

•	Work	toward	making	every	member	of	the	audience	feel	recognized	and
included	in	your	message.	(p.	13)

recognize public Speaking as a Category of Communication

•	As	in	conversation (dyadic communication),	you	attempt	to	make	yourself
understood,	involve	and	respond	to	your	conversational	partner,	and	take
responsibility	for	what	you	say.	(p.	14)

•	As	in	small group communication,	you	address	a	group	of	people	who	are
focused	on	you	and	expect	you	to	clearly	discuss	issues	that	are	relevant
to	the	topic	and	to	the	occasion.	(p.	14)

•	As	in	mass communication,	you	address	a	group	with	whom	you	have	little
or	no	interaction,	as	on	television	and	radio.	(p.	14)

•	In	public speaking,	a	speaker	delivers	a	message	with	a	specific	purpose	to
an	audience	of	people	who	are	present	during	the	delivery	of	the	speech.
(p.	14)
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Getting Started with Confidence 5

recognize that public Speaking is an interactive 
Communication process

•	Understand	elements	of	source, receiver, message,	and	channel	and how
they	interact in	public	speaking.	(p.	14)

•	Understand	and	plan	for	the	rhetorical situation — the	circumstance	that
calls	for	a	public	response	(the	speech).	(p.	16)

recognize the Similarities and differences between public
Speaking and the Other Forms of Communication

•	Opportunities	for	feedback	are	fewer	than	in	conversation	or	in	small	group
communication,	and	greater	than	in	mass	communication.	(p.	16)

•	Preparation	required	is	greater	than	in	other	forms	of	communication.
(p.	16)

•	The	degree	of	formality	tends	to	be	greater	than	in	other	forms	of
	communication.	(p.	16)

Chapter 2 Giving it a try: preparing Your
First Speech
Use this Overview to Construct and deliver Your First Speech

•	Analyze	the	audience.	(p.	18)
•	Select	a	topic.	(p.	18)
•	Determine	the	speech	purpose.	(p.	19)
•	Compose	a	thesis	statement.	(p.	19)
•	Develop	the	main	points.	(p.	20)
•	Gather	supporting	material.	(p.	20)
•	Separate	the	speech	into	its	major	parts:	introduction,	body,
and 	conclusion.	(p.	20)

•	Outline	the	speech	using	coordinate	and	subordinate	points.	(p.	21)
•	Consider	presentation	aids.	(p.	23)
•	Practice	delivering	the	speech.	(p.	23)
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key terms

Chapter 1
 rhetoric
 oratory
 agora
 forum

public forum
forensic oratory
deliberative oratory
epideictic oratory
canons of rhetoric

 invention
 arrangement
 style

 memory
 delivery
 culture

cultural intelligence
dyadic communication
small group 
communication
mass communication
public speaking

 source
 encoding
 receiver

 decoding
 feedback
 message
 channel
 noise

shared meaning
 context

rhetorical situation
 audience-centered 

perspective

Chapter 2
audience analysis
general speech purpose
specific speech purpose
thesis statement
main points
supporting material

 introduction
body (of speech)

 conclusion
 coordination
 subordination

coordinate points

subordinate points
organizational pattern
working outline
speaking outline
presentation aids

 Go to LaunchPad: launchpadworks.com to watch the video clips for this chapter.
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	can	help	you	review!	
Go	to	LaunchPad:	launchpadworks.com

1 Becoming a public 
Speaker

GettiNG Started with CONFideNCe

As a student of public speaking, you are joining a very large and venera-
ble club. People have studied public speaking in one form or another for 
well over two thousand years. Indeed, public speaking may be the single 
most studied skill in history! Since before the time of Aristotle, the bril-
liant Greek thinker who laid the groundwork for modern public communi-
cation (384–322 b.c.e.), and Roman statesmen and orators such as Cicero 
(106–43 b.c.e.), people have used public speaking to enlighten, persuade, 
 entertain, and move others to act.

Martin Luther King Jr. was certainly a member of this ancient club. He 
was not only one of America’s greatest civil rights leaders but one of its most 
gifted public speakers. His “I Have A Dream” speech, delivered during the 
March on Washington in the waning days of August 1963, awed the huge 
(250,000- person) crowd rallying for racial equality and economic opportu-
nity, as well as the millions more who watched it on the wavy lines of their 
black-and-white television sets. Of every color and creed and from all walks of 
life, the audience listened raptly as Reverend King, speaking in the cadenced 
rhythm of the Bible, shared the phrase “I have a dream” in eight successive 
sentences.

Time has done nothing to diminish the power of King’s speech, which 
took just seventeen minutes to deliver. The words stir us still, symbolizing 
not only the struggle for racial justice but the power of speech to move peo-
ple and change the course of history.

Our own frenzied era of electronic communication and social-media 
saturation has not in any way diminished the need for this singularly effec-
tive form of communication, and public speaking remains an indispensable 
vehicle for the expression of ideas. Whatever people care deeply about, it 
offers a way to communicate their concerns to others. Indeed, few other 
activities offer quite the same opportunity to make one’s voice heard.

This guidebook offers the tools you need to create and deliver effective 
speeches, from presentations made to fellow students, co-workers, or fellow 
citizens to major addresses. Here you will discover the basic building blocks 
of any good speech and acquire the skills to deliver presentations in a variety 
of specialized contexts — from the college classroom to the civic, business and 
professional, and personal arenas. You’ll also find proven techniques to build 
your confidence by overcoming the anxiety associated with public speaking.

03_OHA_05941_CH01_003-017.indd   7 8/10/17   4:48 PM
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Chapter 1	 Becoming	a	Public	Speaker	8

why Study public Speaking?

The ability to speak confidently and convincingly in public is a crucial skill for 
anyone who wants to take an active role in the classroom, workplace, and com-
munity. As you master the techniques of speaking in front of audiences, you’ll 
find that it is a powerful vehicle for personal and professional growth.

Gain a vital Life Skill
Skill in public speaking will give you an unmistakable edge in life, leading to 
greater confidence and satisfaction. Whether you want to do well in an inter-
view, stand up with poise in front of classmates or in other group situations, 
assume a leadership role in your work or civic life, or parlay your skills in your 
community or other personal venues, public speaking offers you a way to fulfill 
your goals. Business magnate Warren Buffett passionately extols the role that 
public speaking has played in his success:

Be sure to do it, whether you like it or not . . . do it until you get comfortable 
with it. . . . Public speaking is an asset that will last you 50 or 60 years, and 
it’s a necessary skill; and if you don’t like doing it, that will also last you 50 
or 60 years. . . . Once you tackle the fear and master the skill, you can run the 
world. You can walk into rooms, command people, and get them to listen to 
you and your great ideas.1 

advance Your professional Goals
Today public speaking is both a vital life skill and a potent weapon in career 
development. Dozens of surveys of managers and executives reveal that ability 
in oral and written communication is the most important skill they look for 
in a new employee. In a recent survey of 318 mid- to large-scale employers, 
conducted on behalf of the Association of American Colleges and Universities 
(AAC&U), 93 percent ranked the ability to communicate clearly, think criti-
cally, and solve complex problems as more important than an undergraduate’s 
major.2 Likewise, employer surveys across many occupations confirm the value 
of well-developed skill in oral communication, making the public speaking 
course potentially the most valuable one you can take during your undergradu-
ate career. See Table 1.1.

enhance Your Career as a Student
Preparing speeches develops numerous skills that you can (and will) apply 
in other courses. As in the speech class, other courses, some in your major, 
also require that you research and write about topics, analyze audiences, out-
line and organize ideas, and support claims. These and other skill sets covered 
in this guidebook, such as working with presentation media and controlling 
voice and body during delivery, are valuable in any course that includes an oral- 
presentation component, from English composition to nursing or engineering. 
Guidelines for speaking across the curriculum, including speaking in science 

03_OHA_05941_CH01_003-017.indd   8 8/10/17   4:48 PM
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Why	Study	Public	Speaking?	 Chapter 1 9

and mathematics, technical, social science, arts and humanities, education, 
nursing and allied health, and business courses, are the focus of Chapter 31, 
“Speaking in Your Other Courses.”

Find New Opportunities for Civic engagement
Perhaps unique among the body of knowledge you will acquire as a student, 
public speaking offers you ways to enter the public conversation about social 
concerns and become a more engaged citizen. Public speaking gives you a voice 
that can be heard and counted. Climate change, energy, government debt, 
immigration reform — such large civic issues require our considered judgment 
and action. Yet too many of us leave it up to politicians, journalists, and other 
“experts” to make decisions about critical issues such as these. Overall, voting 
patterns in the United States are substantially lower than in most other estab-
lished democracies around the world, with only between 50 and 60 percent 
of the population voting in presidential elections over the past 50 years.3 This 
even held true in the last highly contentious presidential election between Hil-
ary Clinton and Donald Trump. Voting rates in congressional, state, and local 
elections can be as low as 5 percent.4 Those ages 18 to 29 years old are least 
likely to vote in nonpresidential elections. When we as citizens speak up in suf-
ficient numbers, including making our voices heard through our votes, democ-
racy functions better and change that truly reflects the will of the people occurs. 
Leaving pressing social issues to others, on the other hand, is an invitation to 
special interest groups who may or may not act with our best interests in mind.

As you study public speaking, you will have the opportunity to research 
topics that are meaningful to you, consider alternate viewpoints, and decide 
where you stand and how you want to act on important issues. You will learn 
to distinguish between argument that advances constructive goals and uncivil 
speech that serves merely to inflame and demean others. You will practice, in 
short, the “rules of engagement” for effective public discourse.5 As you do, you 

tAbLe 1.1

Skills Employers Rate as Most Important %

Effective verbal communication 85

Working well in teams 83

Effective written communication 82

Ethics in thoughts and actions 81

Skills in reasoning and critical thinking 81

Application of concepts learned to real-world situations 80

Data from:	Hart	Research	Associates,	“Falling	Short?	College	Learning	and	Career	Success:	Selected	Findings	
from	Online	Surveys	of	Employers	and	College	Students	Conducted	on	Behalf	of	the	Association	of	American	
Colleges	&	Universities,”	January	20,	2015,	www.aacu.org/sites/default/files/files/LEAP/2015employer 
studentsurvey.pdf.
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    VIDEO ACTIVITY   
 Go to LaunchPad to watch a video 
in which an unfortunate professor fails 
to analyze his audience. Visit 
launchpadworks.com  

  LaunchPad includes:  

 LearningCurve  adaptive quizzing 

 A curated collection of video clips and 
full- length speeches 

 Additional resources, such as presentation 
software tutorials and documentation help.  

C H A P T E R    6   

 Analyzing the Audience    
 Advertisers are shrewd analysts of people’s needs and wants, 
extensively researching our buying habits and lifestyle choices 
to identify what motivates us. To engage your listeners and 
sustain their involvement in your message, you too must 
investigate your audience.    Audience analysis    is the process 
of gathering and analyzing information about audience 
members’ attributes and motivations with the explicit aim of 
preparing your speech in ways that will be meaningful to 
them. This is the single most important aspect of preparing 
for any speech. 

 Taking the measure of the audience is critical because 
audience members, and people in general, tend to evaluate 
information in terms of their own—rather than the  speaker’s— 
point of view, at least until they are convinced to take a second 
look.  1   You may want listeners to share your enthusiasm about 
an issue, but unless you know something about their perspec-
tives on the topic, you won’t be able to appeal to them effec-
tively. Thus, assuming an    audience- centered perspective 
thro ugh out the speech preparation process—from selection 
and treatment of the speech topic to making decisions about 
how you will organize, word, and deliver it—will help you 
 prepare a presentation that your audience will want to hear. 

    Adapt to Audience Psychology: 
Who Are Your Listeners?  

 To analyze an audience, speakers investigate both psycholog-
ical and demographic factors.  Psychographics  focuses on 
the audience’s attitudes, beliefs, and values—their  feelings 
and opinions,  including those related to the topic, speaker, 
and occasion.   (See p. 40 for  demographics —the  statistical 

C H A P T E R    6   
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characteristics of an audience, such as age, ethnic or cultural 
background, and socioeconomic status.) 

Attitudes, beliefs, and values, while intertwined, reflect 
distinct mental states that reveal a great deal about us. 
Attitudes are our general evaluations of people, ideas, objects, 
or events.2 To evaluate something is to judge it as relatively 
good or bad, desirable or undesirable. People generally act in 
accordance with their attitudes (although the degree to 
which they do so depends on many factors).3

Attitudes are based on beliefs—the ways in which people 
perceive reality.4 Beliefs are our feelings about what is true or 
real. The less faith listeners have that something exists—a 
UFO, for instance—the less open they are to hearing about it.

Both attitudes and beliefs are shaped by values—our most 
enduring judgments about what’s good in life, as shaped by 
our culture and our unique experiences within it. We feel our 
values strongly and strive to realize them.

As a rule, audience members are more interested in and pay 
greater attention to topics toward which they have positive atti-
tudes and that are in keeping with their values and beliefs. The 
less we know about something, the more indifferent we tend to 
be. It is easier (though not simple) to spark interest in an indif-
ferent audience than it is to turn negative attitudes around.

“If the Value Fits, Use It”
Evoking some combination of the audience’s values, attitudes, 
and beliefs in the speeches you deliver will make them more 
personally relevant and motivating. Many advocacy groups 
recognize the power of appealing to their constituents’ values. 
For example, the Biodiversity Project, an organization that 
helps environmental groups raise public awareness, counsels 
speakers to appeal directly to the three foremost values their 
audience members hold about the environment (discovered 
in nationally representative surveys commissioned by the 
Project), offering the following as an example:

You care about your family’s health (value #1 as identified in 
survey) and you feel a responsibility to protect your loved 
ones’ quality of life (value #2). The local wetland provides a 
sanctuary to many plants and animals. It helps clean our air 
and water and provides a space of beauty and serenity 
(value #3). All of this is about to be destroyed by irresponsi-
ble development.5

Gauge Listeners’ Feelings toward the Topic
Consideration of the audience’s attitudes (and beliefs and  
values) about a topic is key to offering a speech that will reso-
nate with them. Is your topic one with which the audience is 
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familiar, or is it new to them? Do listeners hold positive, nega-
tive, or neutral attitudes toward the topic? Once you have this 
information (using tools such as interviews and surveys; see 
pages 45 and 65), adjust the speech accordingly (see also the 
table on p. 39 for additional strategies for appealing to different 
audiences). 

If the topic is new to listeners,

•	 Start	by	showing	why	the	topic	is	relevant	to	them.
•	 Relate	the	topic	to	familiar	issues	and	ideas	about	which	

they already hold positive attitudes.

If listeners know relatively little about the topic,

•	 Stick	to	the	basics	and	include	background	information.
•	 Steer	clear	of	jargon,	and	define	unclear	terms.
•	 Repeat	important	points,	summarizing	information	often.

If listeners are negatively disposed toward the topic,

•	 Focus	on	establishing	rapport	and	credibility.
•	 Don’t	directly	challenge	listeners’	attitudes;	instead	begin	

with areas of agreement.
•	Discover	why	they	have	a	negative	bias	in	order	to	tactfully	

introduce the other side of the argument.
•	Offer	solid	evidence	from	sources	they	are	likely	to	accept.
•	Give	good	reasons	for	developing	a	positive	attitude	toward	

the topic.6

If listeners hold positive attitudes toward the topic,

•	 Stimulate	 the	 audience	 to	 feel	 even	 more	 strongly	 by	
emphasizing the side of the argument with which they 
already agree.

•	 Tell	 stories	with	 vivid	 language	 that	 reinforce	 listeners’	
attitudes.7

If listeners are a captive audience (see p. 39),

•	Motivate	 listeners	 to	pay	attention	by	stressing	what	 is	
most relevant to them.

•	 Pay	close	attention	to	the	length	of	your	speech.

Gauge Listeners’ Feelings toward  
You as the Speaker
How audience members feel about you will also have signifi-
cant bearing on their responsiveness to the message. A speaker 
who is well liked can gain an initial hearing even when 
listeners are unsure what to expect from the message itself.

To create positive audience attitudes toward you, first dis-
play the characteristics of speaker credibility (ethos) described 
in Chapter 4. Listeners have a natural desire to identify with 
the speaker and to feel that he or she shares their perce-  
ptions,8 so establish a feeling of commonality, or identification, 
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C H E C K L I S T
Appeal to Audience Attitudes, Beliefs, and Values

Have you . . .

 Investigated audience members’ attitudes, beliefs,  
and values toward your topic?

 Assessed the audience’s level of knowledge about  
the topic?

 Considered strategies to address positive, negative,  
and neutral responses to your speech topic?

 Considered appealing directly to audience members’ 
attitudes and values in your speech?

with them. Use eye contact and body movements to include 
the audience in your message. Share a personal story, empha-
size a shared role, and otherwise stress mutual bonds. Word 
your speech with inclusive language such as the personal 
pronouns we, you, I, and me (see p. 120). 

Gauge Listeners’ Feelings toward the Occasion
Depending on the circumstances calling for the speech (the 
rhetorical situation), people will bring different sets of expec-
tations and emotions to it. Members of a captive audience, 
who are required to hear the speaker, may be less positively 
disposed to the occasion than those of a voluntary audience 
who attend of their own free will. Whether planning a wed-
ding toast or a business presentation, failure to anticipate and 
adjust for the audience’s expectations risks alienating them.

Rise to the Top of the Applicant Pool  
with Audience Analysis
Audience analysis is a potent tool when preparing for job 
interviews. Discover how many people will meet with you, 
their roles in the organization, and their areas of expertise. 
Research	the	company’s	background	and	its	culture.	Visit	the	
company’s website, investigate employees’ LinkedIn profiles, 
and research news articles on the company. During the  
interview, use inclusive language to put the focus on the 
company:  “Your product saw tremendous growth this 
year….” Earn the interviewers’ respect by gathering key 
details and anticipating what they will want and need to 
know from you.

QUICK TIP
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 Adapt Your Message to  
Audience Demographics

Demographics are the statistical characteristics of a given  
population. At least eight characteristics are typically considered 
when analyzing speech audiences: age, ethnic and cultural back-
ground, socioeconomic status (including income, occupation, and 
education), religious and political affiliations, gender and sexual ori-
entation, and group affiliations. Any number of other traits—for 
example, disability or place of residence—may be important to 
investigate as well. Knowing where audience members fall in 
relation to audience demographics will help you identify your 
target audience—those individuals within the broader audi-
ence whom you are most likely to influence in the direction you 
seek. You may not be able to please everyone, but you should be 
able to establish a connection with your target audience.

Age
Each age group has its own concerns, psychological drives, 
and motivations. Thus being aware of the generational identity  
of	 your	 audience—such	 as	Generation	 Z	 (those	 born	 since	
2000)	 or	 Generation	Y	 (also	 called	 Millennials,	 those	 born	
between 1980 and 1999)—allows you to develop points that 
are relevant to the experiences and interests of the widest pos-
sible cross section of your listeners. The table below lists some 
of the prominent characteristics of today’s generations.

Generational Identity and Today’s Generations
Generation Characteristics

Traditional 
1925–1945

Respect	for	authority	and	duty,	disciplined,	
strong sense of right and wrong

Baby Boomer 
1946–1964

Idealistic, devoted to career, self-actualizing, 
values health and wellness

Generation X 
1965–1979

Seeks work- life balance, entrepre neurial, 
technically savvy, flexible, questions 
authority figures, skeptical

Generation Y/
Millennials 
1980–1999

Technically savvy, optimistic, self-confident, 
appreciative of diversity, entrepreneurial

Generation Z 
2000–

Comfortable with the highest level of 
technical connectivity, naturally inclined to 
collaborate online, boundless faith in power 
of technology to make things possible9
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Ethnic and Cultural Background
An understanding of and sensitivity to the ethnic and cultural 
composition of your listeners are key factors in delivering a 
successful (and ethical) speech. Some audience members 
may have a great deal in common with you. Others may be 
fluent in a language other than yours and must struggle to 
understand you. Some members of the audience may belong 
to a distinct co- culture, or social community whose perspec-
tives and style of communicating differ significantly from 
yours. All will want to feel recognized by the speaker. (See 
pp. 43–45 for guidelines on adapting to diverse audiences.) 

Socioeconomic Status
Socioeconomic status (SES) includes income, occupation, 
and education. Knowing roughly where an audience falls in 
terms of these key variables can be critical in effectively tar-
geting your message.

INCOME Income determines people’s experiences on many 
levels, from how they are housed, clothed, and fed, to what 
they can afford. Beyond this, income has a ripple effect, 
influencing	many	other	aspects	of	life.	Given	how	pervasively	
income affects people’s life experiences, insight into this 
aspect of an audience’s makeup can be quite important.

OCCUPATION In many speech situations, the occupation of 
audience members can be an important demographic char-
acteristic to know. Occupational interests often are tied to 
other areas of social concern, such as politics, the economy, 
education, and social reform. Personal attitudes, beliefs, and 
goals are also closely tied to occupational standing.

EDUCATION Level of education strongly influences people’s 
perspectives and range of abilities. Higher levels of education 
have been linked to greater flexibility of opinions and often 
lead to increased lifetime earnings, better health outcomes, 
and greater civic engagement;10 such factors may be important 

Addressing On- the-Job Audiences
On the job, presentations ranging from business reports to 
scientific talks are typically delivered to fellow workers,  
colleagues, managers, clients, or others. Audiences include 
the expert or insider audience, colleagues within the field, the lay 
audience, and the mixed audience. For guidance on analyzing 
and addressing audiences in the workplace, see Chapter 29.

QUICK TIP
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to consider when preparing a speech. Depending upon audience 
members’ level of education, your speech may treat topics at  
a higher or lower level of sophistication, with fewer or more 
clarifying examples.

Religion
Beliefs, practices, and sometimes social and political views vary 
among religious traditions, making religion another key demo-
graphic variable. At least a dozen major religious traditions 
coexist in the United States.11 Not all members of the same 
religious tradition will agree on all religiously based issues. 
Catholics disagree on birth control and divorce, Jews disagree 
on whether to recognize same- sex unions, and so forth. Aware-
ness of an audience’s general religious orientation can be criti-
cal when your speech touches on controversial topics with 
religious implications, such as capital punishment, same- sex 
marriage, and teaching about the origins of humankind.

Political Affiliation
As with religion, beware of making unwarranted assump-
tions about the sensitive issue of an audience’s political 
values and beliefs. Some people avoid anything that smacks 
of politics while others enjoy a lively debate. Conservative 
individuals hold certain views that liberals dispute, and the 
chasm between far right and far left is great indeed. If your 
topic involves politics, you’ll need to obtain background 
information on the audience’s views.

Gender and Sexual Orientation
Distinct from the fixed physical characteristics of biological 
sex, gender is our social and psychological sense of ourselves 
as males or females.12 Making assumptions about the prefer-
ences, abilities, and behaviors of your audience members 
based on their presumed gender or sexual orientation (e.g., 
their romantic preferences) can seriously undermine their 
receptivity to your message. To ensure that you treat issues of 
gender and sexual orientation evenly, use language sensitive 
to them (e.g., “spouse or partner ”) and avoid gender stereo-
types and sexist language (see p. 124). 

Group Affiliations
The various groups to which audience members belong— 
whether social, civic, work- related, or religiously or politically 
affiliated—reflect their interests and values and so provide 
insight into what they care about. Investigating the audience 
members’ group affiliations will help you craft a message that 
will appeal to them.
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Be Sensitive to Disability When Analyzing  
an Audience
More than 19 percent of the population have some sort of 
physical, mental, or employment disability; more than half of 
these have a severe disability.13 About 9 percent of undergradu-
ates (not including veterans) are counted as disabled.14 Disabil-
ities range from sight and hearing impairments to constraints 
on physical mobility and employment. Keep persons with 
 disabilities (PWD) in mind when you speak, and use language 
and examples that afford them respect and dignity.

QUICK TIP

 Adapt to Diverse Audiences
In the United States, one- third of the population, or 116 million 
people, belong to a racial or an ethnic minority group,15 and 
about 43 million people, or over 13 percent, are foreign born.16 
Nationwide, 21 percent of the population speaks a language 
other than English in the home; about two- thirds of these speak 
Spanish.17 These figures suggest that audience members will 
hold different cultural perspectives and employ different styles 
of communicating that may or may not mesh with your own.

How might you prepare to speak in front of an ethnically 
and culturally diverse audience, including that of your class-
room? In any speaking situation, your foremost concern should 
be to treat your listeners with dignity and to act with integrity 
(see Chapter 5). As described below, since values are central to 
who we are, identifying your listeners’ values with respect to 
your topic can help you to avoid ethnocentrism (see p. 24) and 
deliver your message in a culturally sensitive manner. 

Adapt to Cross- Cultural Values
People in every culture possess cultural values related to 
their personal relationships, religion, occupation, and so forth, 
and these values can significantly influence how audience 
members respond to a speaker’s message. For example, while 
dominant cultural values in U.S. society include achievement 
and success, equal opportunity, material comfort, and democracy,18 
in Mexico, famillismo (family loyalty), respecto (respect), and 
fatalismo (fatalism) are strongly held cultural values. Surveys 
of several Asian societies identify a spirit of harmony, humility 
toward superiors, awe of nature, and desire for prosperity as 
important values.19 Becoming familiar with differences, as 
well as points of similarity, in cultural values can help you 
frame messages effectively and with sensitivity.
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Individual audience analysis is always the first step when 
seeking to learn about an audience. But public speakers will also 
benefit by sensitizing themselves to broader national differ-
ences in cultural values, especially when time and opportunity 
constraints make it difficult to gather detailed information on an 
audience.	 Cultural	 researcher	 Geert	 Hofstede’s	 wide-ranging	
research reveals six major  “value dimensions,” or   “broad prefer-
ences for one state of affairs over another,” as being significant 
across all cultures, but in widely varying degrees. To find 
out how eighty-six countries rank in terms of these values and 
to compare your home culture with another culture, see www 

.hofstede-insights.com/product/compare- countries/.

Several other global surveys can also be extremely use-
ful  for learning about cultural values, including the Pew  
Global  Attitudes Project (www.pewglobal.org), Gallup World Poll 
 (worldview.gallup.com),	 and	 the	 World	Values	 Survey	 (www 

.worldvalues survey.org).

Focus on Universal Values
As much as possible, try to determine the attitudes, beliefs, 
and values of audience members. At the same time, you can 
focus on certain values that, if not universally shared, are 
probably universally aspired to in the human heart. These 
include love, truthfulness, fairness, freedom, unity, tolerance, 
responsibility, and respect for life.20

C H E C K L I S T
Reviewing Your Speech in the Light  
of Audience Demographics

 Does your speech acknowledge potential differences  
in values and beliefs and address them sensitively?

 Have you reviewed your topic in light of the age range 
and generational identity of your listeners? Do you use 
examples they will recognize and find relevant?

 Have you tried to create a sense of identification 
between yourself and audience members?

 Are your explanations and examples at a level  
appropriate to the audience’s sophistication and 
education?

 Do you make any unwarranted assumptions about the 
audience’s political or religious values and beliefs?

 Does your topic carry religious or political overtones 
that are likely to stir your listeners’ emotions in a  
negative way?
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 Tools for Learning About  
Your Audience

You can discover information about your audience through 
personal interviews, surveys, and published sources. Often, it 
takes just a few questions to get some idea of audience mem-
bers’ opinions and demographic characteristics.

Conduct Interviews
Interviews, even brief ones, can reveal a lot about the audience’s 
interests and needs. You can conduct interviews one- on-one or 
in a group, in person or by telephone or online. Consider inter-
viewing a sampling of the audience, or even just one knowl-
edgeable representative of the group that you will address. As 
with questionnaires (see “Survey the Audience,” which follows), 
interviews usually consist of a mix of open- and closed- ended 
questions. (See pp. 66–67 for more on conducting interviews.) 

Survey the Audience
Surveys can be as informal as a poll of several audience mem-
bers or as formal as the pre- speech distribution of a written sur-
vey, or questionnaire—a series of fixed- alternative, scale, or 
open- ended questions. Fixed- alternative questions contain a 
limited choice of answers, such as   “Yes,” “No,” or “For x years”:

“Do you smoke cigarettes?”

Yes     No     I quit, but I smoked for _____ years.

Scale questions—also called attitude scales—measure 
the respondents’ level of agreement or disagreement with 
specific positions or indicate how important listeners judge 
something to be:

“Flag burning should be outlawed.”

Strongly Agree   Agree   Disagree    
Strongly Disagree   Undecided   

“How important is religion in your life?”

Very	Important   Important    
Moderately Important   
Of Minor Importance   Unimportant   

Open- ended questions (also called unstructured questions) 
begin with a how, what, when, where, or why, and they are par-
ticularly useful for probing beliefs and opinions. This style of 
question allows respondents to elaborate as much as they wish:

“How do you feel about using the results of DNA testing to 
prove innocence or guilt in criminal proceedings?”

Often, it takes just a few fixed- alternative and scale questions to 
draw a fairly clear picture of audience members’ backgrounds 
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and attitudes and where they fall in demographic categories. 
You may wish to use web- based survey software, such as  
SurveyMonkey or QuestionPro, to generate surveys electroni-
cally using premade templates and distribute them online.

Consult Published Sources
Organizations of all kinds publish information describing 
their missions, operations, and achievements. Sources include 
websites and related online articles, brochures, newspaper 
and magazine articles, and annual reports.

Although published opinion polls won’t specifically reflect 
your particular listeners’ responses, they too can provide 
valuable insight into how a representative state, national, or 
international sample feels about the issue in question. Con-
sider consulting these and other polling organizations:

•	National	 Opinion	 Research	 Center	 (NORC):	www.norc 

.uchicago.edu

•	 Roper	Center	 for	 Public	Opinion	Research:	 ropercenter 

.cornell.edu

•	Gallup:	www.gallup.com

•	 Pew	Research	Center	U.S.	Politics	and	Policy:	www.people-  

press.org

 Analyze the Speech Setting  
and Context

As important as analyzing the audience is assessing (and 
then preparing for) the setting in which you will give your 
speech—size of audience; location; time; length of speech; 
and rhetorical situation (the particular circumstances or rea-
sons why you are delivering the speech about this topic at 
this time), as seen in the following checklist.

C H E C K L I S T
Analyzing the Speech Situation

 Where will the speech take place?
 How long am I expected to speak?
 What special events or circumstances of concern to  

my audience should I acknowledge?
 How many people will attend?
 Will I need a microphone?
 How will any projecting equipment I plan to use in my 

speech, such as an LCD projector, function in the space?
 Where will I stand or sit in relation to the audience?
 Will I be able to interact with listeners?
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Look for the  and  throughout the chapter for adaptive quizzes 
and online video activities at launchpadworks.com.

CIVIC ENGAGEMENT

We have added this final chapter concerning civic engagement because 
we both see the great potential for progress and change made possible by the 
next generation. This process of change will be ignited by people daring to 
speak their minds on the wide range of political and social challenges  facing 
our country and planet in the coming years. You will not need to wait for 
 graduation to begin such a process; in our experience, this kind of  engagement 
can happen even earlier if young people are organized, committed, and 
 knowledgeable about the process.

One of your authors came to this understanding back in eighth grade. Like 
most thirteen-year-olds, I got around my neighborhood by walking or riding a 
bicycle. One day early in the fall of my eighth-grade year, all students were sum-
moned to a meeting in the cafeteria, and a man with a buzz cut introduced him-
self as a police sergeant. He had come to explain a series of new rules and laws 
that would apply to any of us who rode bicycles.

Though his mention of rules and laws instantly lost the attention of many 
students who had assembled, I remained attentive; as the proud owner of a 
shiny red Schwinn Sting-Ray, with a red-striped banana seat and butterfly 
handlebars, I was very interested in what the police officer had to say—and what 
he said, through a mix of mumbling and marginally coherent talking points, 

22_Fralespeak5e_20812_ch21_548_567_2pp.indd   549 17/07/19   3:12 PM

From Fraleigh/Tuman, SPEAK UP!, Fifth Edition



CHAPTER 21  Civic Engagement550

was that bike riders in Turlock, California, would now have to apply for, pay 
for, and display a bicycle license; that we would no longer be allowed to ride 
on the sidewalks downtown; and that we could only ride our bicycles in the 
street. Though much of what he said made sense to me, the edict about riding 
only in the street downtown did not. When the officer asked if we had any 
questions, in a tone that clearly suggested he hoped we did not, I raised my 
hand and spoke. I asked whether the people who made and enforced these 
laws rode bikes. The officer replied that he didn’t know but that they proba-
bly didn’t, and that he certainly didn’t, at his age. Why, I then asked, did no 
one consult with people who actually ride bikes, who would now be forced to 
ride them in the street, and who might better understand how dangerous the 
downtown streets were for bike riders?

My fellow students, who had just been jeering and rolling their eyes at 
my questions, were suddenly on my side. As more angry voices rose from 
the crowd, I felt myself moving—because my eighth-grade civics teacher, 
Mr. Brown, had grabbed me by the shirt collar and whisked me outside 
the room to face the principal, who was furious over the commotion I had 
started. 

Mr. Brown convinced the principal not to suspend me for nearly starting 
a riot in front of the police officer. Later, he took me aside and asked what I 
was trying to accomplish. I told him I wasn’t sure but that it made me mad to 
hear that others had made rules we had to follow, despite not knowing anything 
about bike riding in our city or how unsafe it could be for us. Mr. Brown took in 
my frustrations and then made a suggestion.

“You know,” he said, “if you can’t ride in the streets downtown, maybe what 
you really need are bicycle lanes.”

I told him I didn’t know anything about bicycle lanes, or how to get them. 
He smiled.

“Getting them—that’s the city’s job. What you should do is get all your 
friends together at this school and see how many would support this idea. See if 
what you claimed about cyclists being mostly kids is true. See if they all feel the 
way you do. Only—instead of complaining about rules, change the conversa-
tion. Talk about what you want the city to do—to build those lanes.”

With Mr. Brown’s help, I put together a petition asking students if they 
wanted to support the placement of bicycle lanes in the downtown area. That 
evening, after collecting the signatures I needed, I attended a city council meet-
ing, petition in hand. After keeping us waiting until nearly midnight, the coun-
cil finally allowed me to speak on behalf of my classmates about the need for 
bike lanes downtown. A reporter covering the meeting for the local newspaper 
noted the late hour for eighth graders speaking about bike lanes, and wrote an 
article about our request. It was only the beginning, but it led to meetings with 
our parents, as well as with the city planner. Mr. Brown described what we had 
done as “civic engagement”—which he explained as constructively working 
together to make a difference in the civic life of our community.
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From this experience, I learned a lot about what is needed for civic engage-
ment. It requires differentiating your feelings on an issue from what you want 
to accomplish and being open to community allies who may offer support.  
It may not require profile-raising news media coverage, but it certainly 
doesn’t hurt—and it often helps a great deal. And it requires staying engaged.  
My friends and I eventually met with the city planner, and with Mr. Brown’s 
assistance, we pitched our idea for downtown bike lines. Later that school 
year, the city installed them. Civic engagement works, but achieving what 
you are fighting for requires a lot of effort—and plenty of communicat-
ing. In the sections that follow, we explore the ways you can apply a basic 
form of human communication—public speaking—to the process of civic 
engagement.

CIVIC ENGAGEMENT AND ITS IMPORTANCE 
TO SOCIETY
As we noted in Chapter 1, civic engagement is active public participation in 
political affairs and social and community organizations. Examples include 
engaging in voter registration efforts, circulating petitions, taking part in com-
munity or political organizations, attending and perhaps speaking at govern-
ment meetings, participating in demonstrations, and discussing issues.1 When 
you participate in a number of these activities, you will have the opportunity to 
put your public speaking skills into practice.

Civic engagement is not limited to any particular ideology or political per-
spective. The #BlackLivesMatter movement, libertarians, Occupy protesters, and 
Tea Party advocates have all used civic engagement in an effort to express their 
message and achieve social change.2 

Although civic engagement is vital for a healthy society, participation in pub-
lic affairs has been decreasing. Harvard professor Robert Putnam triggered a dis-
cussion about the decline in civic engagement with his article “Bowling Alone: 
America’s Declining Social Capital” in 1995.3 The article’s title was inspired by 
Putnam’s observation that although the number of people who bowled in the 
United States had increased, the number of people who participated in bowling 
leagues had gone down. This pattern of decreasing engagement went well beyond 
the bowling alley. Putnam observed that voting, attending public meetings, attend-
ing political rallies and speeches, and serving on local communities had declined 
since the 1960s.4

Putnam was concerned about declining public participation based on his 
research of regional governments. He found that in regions where there was a 
higher level of public participation and connection, there were also better 
schools, greater economic development, reduced crime rates, and successful local 
government.5 
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Declining rates of civic engagement have continued since the time 
“Bowling Alone” was published. A 2018 study by the Public Religion 
Research Institute found that during the past twelve months, few people had 
contacted an elected official (19%), attended a community meeting (12%), 
or attended a rally or demonstration (8%). Despite the popularity of social 
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media, less than one-fourth of all Americans (23%) had posted on an issue 
that mattered to them.6 

Not only is the level of civic engagement low, but the quality of public dis-
course is also low. The news is loaded with stories about members of Congress 
making racist comments, a candidate for governor threatening to “stomp on 
his opponent’s face with golf spikes,” news show panelists shouting over each 
other, and family members who no longer speak to one another due to polit-
ical disagreements.7 Former Supreme Court justice Anthony Kennedy noted 
that although “civil discourse is critical to democracy’s survival,” we are seeing  
“the death and decline of democracy” in the twenty-first century.8 It comes as no 
surprise that an American Psychological Association survey found that almost 
60 percent of Americans were stressed out by divisions in society.9

Declining levels of civic engagement are unhealthy for democratic self- 
government. If government is to be “by the people and for the people,” then 
those people must be actively involved. The public needs to make its goals and 
desires known and put pressure on its leaders when they are not serving in the 
public interest. Hollie Russon Gilman, a lecturer at Columbia University’s School 
of International and Public Affairs, notes that members of the public can take 
many different steps in order to serve as watchdogs. From recording the actions 
of law enforcement to using Freedom of Information laws to demand  documents 
to providing testimony that may be more credible than sources linked to spe-
cial interests, there are many ways to hold elected officials accountable.10  

Civic Engagement and Its Importance to Society
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For each public speaking title, LaunchPad gives  
students everything they need to prepare for class and 
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LearningCurve adaptive quizzing offers individualized 
question sets and feedback for each student based 
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An interactive e-book brings 
together the resources students 
need to prepare for class. Along 
with highlighting and notetaking, 
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e-book to read offline, or to have 
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Do your students encounter challenges recording and 
uploading video for their course assignments?  
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for students to record and upload videos directly into their 
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The Macmillan Mobile Video app is available for iOS in the 
App Store and for Android in Google Play. It is simple, 
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