
PART ONE: UNDERSTANDING PERSUASION	
WHAT IS PERSUASION, WHY IS IT IMPORTANT, & HOW DOES IT WORK?	

WHAT IS PERSUASION?	
Persuasion is when you use communication to influence someone’s beliefs, decisions, or 
actions. When you persuade someone, you help them accept an idea or take action using both 
logic and emotion. 

Today, people often think persuasion is only about advertising and selling products. But 
persuasion is much bigger than that. In ancient Greece, philosophers like Aristotle studied 
persuasion as an important part of rhetoric—the art of speaking well and convincingly. They 
used persuasion in important discussions about politics and society to help people find truth 
through debate. 

MODELS AND THEORIES WE WILL STUDY	
In this learning unit, we will study three important models of persuasive communication and 
one model of human psychological types. 

The Aristotelian Pillars (Ancient Greece) 
• Logos: Logical argumentation 
• Ethos: Speaker’s credibility 
• Pathos: Emotional appeal 

The Persuasion Knowledge Model (PKM) (Friestad & Wright, 1994) 
• How people develop mental filters to handle persuasive attempts 

The Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986) 
• Central Processing: when someone is motivated and capable 
• Peripheral Processing: when someone is unmotivated or incapable 

Psychological Types (Carl Jung) 
• Cerebral, Humanistic, Pragmatic, Intuitive 

GOALS FOR THIS LEARNING UNIT	
In this learning unit, you will develop two complementary skills that work together to help you 
become both a more effective communicator and a more informed, protected decision-maker. 

Offensive Skills (Persuading Others): How to structure and deliver persuasive messages that 
help you achieve your communication goals ethically and effectively. 

Defensive Skills (Resisting Manipulation): How to recognize, analyze, and resist persuasive 
tactics when others try to manipulate or pressure you. 
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WHY THIS MATTERS FOR LANGUAGE LEARNERS	
Understanding persuasive communication is very important for you as an English language 
learner. Here’s why: 

1. Overcoming Language Barriers to Achieve Your Goals 
When you speak in a second language, expressing yourself persuasively requires more than 
just vocabulary and grammar. You need to understand how to structure arguments, build trust, 
and connect emotionally with your audience. 

Research shows that non-native speakers often struggle to sound convincing, even when their 
ideas are strong. This is because persuasive communication involves subtle elements like tone, 
word choice, and cultural expectations. 

This course will help you communicate your ideas persuasively so you can achieve your goals 
in family discussions, community involvement, and when interacting with schools or service 
providers. 

2. Protecting Yourself from Manipulation 
Studies show that non-native speakers are more vulnerable to scams and manipulation. 
Language barriers make it harder to see warning signs of dishonesty. Sometimes a dishonest 
statement might slip past your awareness because you’re concentrating on vocabulary rather 
than intent. You might assume that a high-pressure sales tactic is normal when it’s actually 
unethical. 

Real-world examples: 
• Aggressive salespeople who use pressure you to sign contracts you don’t fully understand. 
• Online scams targeting immigrant communities 
• People who won’t let you settle the conversation on your own terms 

This course will help you recognize manipulation tactics, understand when someone is 
eligible for certain benefits (and when someone is lying about eligibility), and develop the 
confidence to resist unfair pressure. Even when you feel reluctant about speaking up, you’ll 
learn to defend yourself effectively. 

3. Building Confidence in Your Communication 
When you understand how persuasion works, you can participate more fully in your 
community. You will be able to advocate for your children at school, propose ideas in group 
settings, and build professional relationships with work associates. 

This course will help you develop the language skills needed to communicate persuasively 
and confidently. You will learn to have faith in your own ability to communicate effectively, 
even in challenging situations. 

UNDERSTANDING KEY TERMS	
Before we learn more about persuasive communication, we need to distinguish between 
some important terms that people often confuse. 
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Persuasion: The Art of Agreement 
Persuasion is the art of leading others to accept a viewpoint through reasoned arguments, 
emotional appeals, and logical thinking. The goal is to guide, not force. Persuasion relies on 
open dialogue and always respects the other person’s freedom to choose. 

Manipulation: The Dark Side of Communication 
Manipulation is the intentional use of communication to control someone through dishonest 
methods. Manipulators exploit unequal information, use deceit, or make unethical emotional 
appeals without the person’s informed consent. 

The Critical Difference: In this course, we focus on persuasion as techniques that influence 
someone toward an agreement that is consciously and freely accepted. We will learn both how 
to persuade others ethically AND how to recognize and resist manipulation. 

THREE PILLARS OF PERSUASION (ARISTOTLE)	
The ancient Greek philosopher Aristotle identified three fundamental ways to persuade 
people. Effective persuasion uses all three pillars together. 

1. Logos (Logic and Reasoning) 
Logos means using facts, evidence, and clear reasoning to persuade. Aristotle emphasized 
the importance of truth and logical soundness in arguments. 
Example: “Research shows that walking 30 minutes daily reduces stress by 35%. Therefore, 
daily walking improves mental health.” 

2. Ethos (Credibility and Trust) 
Ethos means the speaker’s trustworthiness, expertise, and character. Your reputation matters. 
Credibility is the bridge of trust between you and your audience, making your message more 
acceptable and powerful. 
Example: A doctor giving health advice has strong ethos because of their medical training 
and experience. 

3. Pathos (Emotional Appeal) 
Pathos means appealing to people’s feelings and emotions. The speaker should appeal to the 
audience’s emotions to create a connection and motivate a response. 
Example: A charity showing pictures of hungry children uses pathos to encourage donations. 

HOW PEOPLE RESPOND TO PERSUASION: THE PERSUASION KNOWLEDGE MODEL	
The Persuasion Knowledge Model (PKM), introduced by researchers Friestad and Wright in 
1994, helps us understand how audiences respond to persuasion attempts. 

The PKM shows that people use their knowledge and experience to identify persuasion 
attempts, analyze strategies, interpret the persuader’s motive, and evaluate whether to accept 
or reject the message. 

People recognize persuasion tactics based on strategies they have previously observed, such 
as emotional appeals, testimonials, or urgency (“Limited time offer!”). 
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People scrutinize the persuader’s motive. They ask: Is this person’s intent genuine and 
aligned with my interests? Or is it selfish or deceitful? If people don’t trust your motive, they 
will reject your message even if your arguments are strong. If they observe that you seem 
dishonest, they will increase their resistance. 

Key Insight: The PKM shows us that people respond very differently to the same persuasive 
message. Some react with skepticism (doubt) and reject the message immediately. Others 
might be more receptive if they perceive the message as helpful. 

This means persuasive communication is NOT universal—it depends on the audience 

THE FRAMEWORK: COMMUNICATOR, MESSAGE, AND AUDIENCE	
Researchers at Yale University (Hovland and colleagues, 1953) developed a framework 
showing that persuasion is a two-way interaction with three key elements. 

1. Communicator (You): Your credibility, experience, and reliability are crucial. When you 
communicate professionally, you build relationships with associates—colleagues and business 
connections who respect your expertise. 

2. Message (What You Say): The content and structure should be clear, concise, and relevant. 
You must maintain control of your message and not let irrelevant details slip in. 

3. Audience (Who Listens): The audience’s motivation, ability, and willingness to process 
information are crucial. Their prior knowledge, attitudes, and beliefs shape how they respond. 

TWO WAYS OF PROCESSING MESSAGES: THE ELABORATION LIKELIHOOD MODEL	
The Elaboration Likelihood Model (ELM), developed by researchers Petty and Cacioppo in 
1986, shows that people process persuasive messages in two very different ways. 

Central Processing: Person is motivated and able to process your information carefully. 
What this means: The strength and quality of your argument are most important. The audience 
examines your logic, evidence, and facts closely. 
What you should do: Develop strong, logical arguments supported by evidence. Use logos. 
Example: A manager evaluating software will carefully analyze features, costs, and benefits. 
They won’t settle for a superficial presentation—they want detailed information. 

Peripheral Processing: Person lacks motivation or skill to carefully consider your message. 
What this means: The credibility of the source and social proof become more important than 
the actual content. Persuasion happens through less direct means. 
What you should do: Build credibility (ethos) and create emotional connection (pathos). 
Example: A customer buying perfume based on attractive packaging and celebrity 
endorsements. They simply assume the product is good because it’s expensive and popular. 

Summary: If someone is motivated and capable, focus on message content (logos). If not 
motivated or capable, focus on your characteristics (ethos) and emotional appeals (pathos). 
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UNDERSTANDING YOUR AUDIENCE: FOUR PSYCHOLOGICAL TYPES	
Based on psychologist Carl Jung’s work, we can identify four main types of people who 
respond differently to persuasive messages. You need to adjust your approach for each type. 

1. CEREBRAL INDIVIDUALS prioritize logic and objective analysis. They want facts and data. 
Persuasive technique: Use arguments founded on solid logic. Communication should be direct 
and structured, emphasizing data. 
Example: An engineer wants detailed technical specifications before deciding. They hold the 
strong conviction that decisions should be based on evidence, not emotion. 

2. HUMANISTIC INDIVIDUALS make decisions based on emotions and relationships. 
Persuasive technique: Use empathy and personal connection. Their decision-making is 
influenced by genuine emotional responses and concern for others. 
Example: A teacher considers how a new policy affects students’ well-being. 

3. PRAGMATIC INDIVIDUALS appreciate practical solutions. They focus on what works. 
Persuasive technique: Present tangible examples and immediate, useful information. 
Example: A homeowner wants to see before-and-after photos and practical results. 

4. INTUITIVE INDIVIDUALS are influenced by big-picture ideas and visions of the future. 
Persuasive technique: Narratives that stimulate imagination or propose exciting prospects. 
Example: An entrepreneur gets excited by future possibilities, not just current profits. 

Other Important Factors: Also consider positional distance (how hostile is your audience?), 
knowledge (what expertise do she have?), and motivation (how important is the idea to her?). 

SUMMARY OF PART ONE	
We have learned that persuasion is a complex interaction requiring you to understand: 
• The difference between persuasion and manipulation 
• The three pillars: logos, ethos, pathos (Aristotle) 
• How audiences filter persuasion (PKM) 
• The three elements: communicator, message, audience 
• How audiences process information: central or peripheral processing (ELM) 
• Different psychological types (Carl Jung) 

Before you try to persuade anyone, collect yourself and ask these questions: 
• What type of person am I talking to? (Cerebral? Humanistic? Pragmatic? Intuitive?) 
• What do they value most: logic, emotion, or practical results? 
• Are they motivated and capable to think carefully about my message? 
• What resistance might they have? What is causing their skepticism? 
• How can I build my credibility with this person? 
• What is my true motive for this persuasion? Is it honest and ethical? 

When you understand your audience and observe their reactions carefully, you can adjust your 
approach to be more effective and ethical. Even if you feel reluctant about speaking up, 
having faith in your preparation will help you communicate with confidence.
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