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Dedicated to my wife, Jo-Ann 

She has been patient, inspirational, understanding,
thoughtful, and loving beyond all expectations.

She is the ultimate power verb. 
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1

Why and How Power Verbs Can
Pump Up Your Speeches and

Presentations

Although no sources can trace it to him, an oft-used quotation is frequently
attributed to Plutarch: “When Cicero spoke, people said, ‘How well Cicero
speaks!’ But when Demosthenes spoke, they said, ‘Let us march against
Philip.’” The point is, the purpose of public speaking is usually—but not
always—to persuade. As Rudyard Kipling said, “Words are the most powerful
drug used by mankind.” So whenever we speak, we are using a powerful
device. Thomas Fuller might have said it best: “When the heart is afire, some
sparks will fly out of the mouth.” This book gives you some sparks.

This is not a style book. Nor is it a book on public speaking, per se. If that
is what you are looking for, you can put this book down—but not too fast. You
might want to read a little further; it might be just what you are looking for.

In this book, you will not learn specific skills of public speaking, oration,
or rhetoric—or even how to deliver a good presentation. You will not learn in
depth the skills of visualizing; managing stage fright; channeling your mes-
sage; adapting to your audience; maintaining eye contact; using tone, cadence,
and pitch; breathing properly; using hand gestures; selecting a topic; or han-
dling questions. This book will make you a more powerful communicator
because it helps you choose powerful verbs—the spark of sentences that peo-
ple will remember. Power verbs are the flame that make your phrases and sen-
tences ignite people’s passions. Power verbs are the kindling that illuminates
purpose and makes people want to take action … to march on Philip. 

Why verbs, you might be asking? Not just verbs, but power verbs. First,
more books have been written on language skills and verbs than you can imag-
ine, and the world does not need another one of those books. Second, it would
not be much fun to write or read another boring language skills book. If those
books were so interesting, wouldn’t there be a movie about one of them by
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now? Finally, this isn’t a book about the old standby verbs. Everyone knows
the 16 basic English language verbs: be, do, have, come, go, see, seem, give,
take, keep, make, put, send, say, let, get. 

Power verbs are emotionally edgy and powerfully positioned, with punch
and pizzazz. Hundreds of books, guides, blogs, and more can help people learn
how to put a speech together. Numerous guidebooks walk through writing and
delivering a speech. However, in my 35 years of experience in giving hundreds
of speeches and presentations, I’ve learned one fundamental truth: The power
of the words selected and way they are delivered—the rhythm—make the
greatest difference in the success of the presentation.

So why not write one book with every piece of advice, technique, and
approach available? Simple: a fundamental principle called Pareto’s Law, or
the 80/20 principle. Simply stated, this widely accepted principle posits that the
vast majority (the 80 percent) of all explanations for things such as solutions to
problems and answers to questions are usually found in the smallest number of
options (the 20 percent). So 80 percent of a great presentation or speech is in
the 20 percent category for the proper words chosen and the rhythm in which
they are delivered. As Dr. Frank Luntz says, “It’s not what you say—it’s what
people hear” (Luntz, 2007, p. xi). Your audience translates your message
through a prism of their own biases, interests, knowledge, awareness, feelings,
attention span, and many other interpretative filters. Once you have spoken
words, they no longer are yours. Other people will translate them, evaluate
them, and measure them. Choose your words carefully—make them appropri-
ate for the situation, and be aware of the power of words.

Poorly chosen words or speech used for hubris or evil can impact self-
esteem, destroy morale, kill enthusiasm, inflame bias, incite hatred, lower
expectations, and hold people back. Experts are learning more about the con-
nection between words and people’s human spirit and health. We’ve known for
some time that insults and verbal harassment can make us physically and men-
tally ill. Inappropriate words can make work and home toxic, abusive environ-
ments. Empirical studies show that people who live or work in toxic
environments suffer more colds, flu, heart attacks, depression—more of almost
all chronic physical and emotional disorders than people who report living or
working in happy, enjoyable, caring environments.

Hiding almost in plain sight for years, and now clearly recognized, is the
connection between physical violence and words. Rarely does physical vio-
lence occur without some sort of verbal preamble. The old parental advice that
sticks and stones can break your bones but words can never hurt you is simply
bad advice. On the other hand, well-chosen words or speech for the benefit of
good can motivate, inspiring others to greater feats and deeds. They can offer
hope, create vision, impact others’ beliefs and behavior, and alter the results of
strategies, objectives, and, overall, people’s lives. 
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Nationally syndicated columnist Peggy Noonan knows a thing or two
about words and how they impact us. She recently wrote about the advice
Clare Booth Luce once gave the newly inaugurated U.S. President John F.
Kennedy. Luce was truly a remarkable woman. Her career spanned seven
decades and nearly as many professional interests—journalism, politics, the
theater, diplomacy, and intelligence. 

According to Noonan, Luce had a conversation in the White House with
her old friend John F. Kennedy in 1962. She told him, “A great man is one sen-
tence.” That is, his leadership can be so well summed up in a single sentence
that you don’t need to hear his name to know who’s being talked about. Think
of “He preserved the union and freed the slaves” and “He lifted us out of a
great depression and helped win a world war.” You don’t need to be told that
the answers are Lincoln and FDR.

Luce wondered what Kennedy’s sentence would be. Her advice to him was
to concentrate, to know the great themes and demands of his time, and focus on
them. It was good advice. History has imperatives, and sometimes they are
clear. Sometimes they are met, and sometimes not. When they’re clear and met,
you get quite a sentence (Noonan, Wall Street Journal, 26 June 2009).

Fast-forwarding to more contemporary times, the historic 2012 presiden-
tial debates might have had more significance than previous debates because of
the words the candidates chose—their rhythm and nonverbal physical cues. A
big part of successfully communicating depends on how well we negotiate the
paradox of how the vast majority of human communication is conducted. We
know from empirical research that more than 97 percent of human communica-
tion involves nonverbal cues (body language). 

To give a successful presentation, speech, or presidential debate perform-
ance, we must compose a sophisticated but seamless message that unites our
words in the proper rhythm and uses the corresponding nonverbal cues. If our
words don’t match our nonverbal cues, or vice versa, the audience will be con-
fused and the message will be diminished—or, worse, ignored.

In the world of movies, theater, art, and entertainment, words have a dra-
matic impact. In a recent Wall Street Journal edition, a special report entitled
“What’s In a Name?” explored the original titles for a number of box office
successes. For example, the Humphrey Bogart classic Casablanca had an orig-
inal title of Everybody Comes to Ricks. The Julia Roberts/Richard Gere block-
buster Pretty Woman had an original title of $3,000. The successful G.I. Jane
was slated to be released as In Defense of Honor. And the world might not have
ever remembered Diane Keaton and Woody Allen in Anhedonia, but we do
remember Annie Hall (Wall Street Journal, 19 October 2012, p. D1).

Words have the power to affect both the physical and emotional health of
people to whom we speak, for better and for worse. Words used to influence
are inspiring, uplifting, and challenging; they encourage, motivate, and 
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persuade. They can be visionary; they can change people’s lives for the better.
Words used with power, coercion, force, and deception have a short-term
impact, if they have any at all.

Verbal communication is a powerful human instrument, and we must learn
to use it properly. We need to learn to think not only about speaking in new
ways, but also about language, human nature, psychology, and sociology.

LET’S TAKE A MOMENT AND THINK ABOUT LANGUAGE

One of the peculiar characteristics of our culture involves how we communi-
cate. Communication is perhaps the most important human function in which
we engage, but we don’t do it very well and aren’t trained well to do so. We
know that about 97 percent of human communication is through nonverbal
cues or by use of mostly facial expressions and hand gestures. Because we
don’t trust our instincts driven by our amygdala (which some refer to as our
animal brain) as much as we should, we have trouble absorbing the nonverbal
human communications adequately. 

Think about all our acculturation that teaches us to deny our amygdala-
driven instincts: “We’ll cross that bridge when we come to it,” “Don’t judge a
book by its cover,” “Don’t jump to conclusions,” “Look before you leap,” “Act
in haste, repent at your leisure,” “We should have a committee meeting to talk
it over first,” and so on. In spite of how much communication nonverbal cues
transfer, our schools provide very little training to improve human nonverbal
perception.

For the 3 percent of human communication that is conveyed by language,
we generally don’t listen as effectively as we should. Furthermore, our educa-
tional system often fails students and society by giving them minimal instruc-
tion in communication skills (writing, speaking, and listening skills). Consid-
ering that we express almost every desire, need, emotion, feeling, want, 
expectation, demand, and frustration to other humans via communication, it is
surprising and disappointing that lower forms of life do a better job of commu-
nicating.

WHAT IS THE SPECIAL SIGNIFICANCE OF LANGUAGE?

We learn language completely from audio cues—by listening. We do this
because human brains are hard-wired, or genetically prewired, to learn lan-
guage by listening as infants. Interestingly, we are not even consciously aware
that we are cognitively learning. Before we had the ability to speak words, oth-
ers could understand us. Our species survived and advanced by making other
members understand with nonverbal cues. For more than a million years, chil-
dren communicated to their mothers that they were hungry. Men communi-
cated to women, and women to men, that they were interested in each other 
as partners. Hunters collaborated on big animal kills long before a word was
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spoken. Man even showed others how to start and keep a fire going long before
there were words for such things. Anthropologists believe that the spoken word
appeared on the scene between 350,000 B.C. and 160,000 B.C.—that’s a long
time spent using grunts, pointing, and relying on body language.

The special significance of language as a great idea lies in the fact that it is
related to all other great ideas, insofar as ideas and thoughts are expressed to
other persons mostly in language.

In his dialogues, Plato used Socrates as a character and continually called
attention to the slippery nature of words and how sometimes words conceal
thoughts as well as express them. In more modern times, philosophers such as
Hobbes and Locke wrote about the abuse of words and how to use language.
Today we view language a bit as an enemy—a barrier to communication and a
tyranny of words. Debate even centers on whether communications and speech
are the same thing. 

A time will likely come when you have to give a presentation or speech. If
you do not capture the attention of the audience with your communication
skills, you will hear the crickets chirping because no one is listening to you.
Then you will become another example of what not to say in a presentation.
Maybe you are one of the lucky individuals who will not have to endure an
interview or give a presentation. Nonetheless, you will have to communicate at
some point. With the addition of texting, instant messaging, email, and social
networking, we have few reasons to physically write a complete message and
send it to a recipient anymore. However, if you choose to send a message,
remember that it is a permanent reflection of you. This is how this book can
help you. 

History has seen many examples of memorable quotes that demonstrate
that how someone says something is just as important as what he or she says.
For example, when Lyndon B. Johnson was stumping for political office, he
was asked the difference between himself and his opposing candidate. He
famously replied, “He matriculated and I never matriculated.” Some of the
most famous speeches Abraham Lincoln made are memorable not just for their
message, but also for the fact that Lincoln condensed an enormous amount of
information into them. His second inaugural speech was a mere 700 words,
and the Gettysburg Address was just under three minutes. Beyond his words,
his cadence gave those speeches more power. 

Power verbs express an action that is to be taken or that has been taken.
Used correctly, a powerful verb has the power to impact your life, whether you
are going into battle, running for president, or simply interviewing for a job. 

Researchers have observed that, when students are given standardized tests
and told that the tests are “intelligence exams,” the average scores are 10 per-
cent to 20 percent lower than when the same exam is given to similar students
who are told that it is “just an exam.”
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We know that words create ideas, impressions, images, concepts, and fac-
similes. Therefore, the words that we hear and read influence how we think
and, consequently, how we behave. Thus, there is a correlation between the
words we select and use and the results that occur. 

The words we use, and the impact they have, can even be impacted by our
background and other influences. Consider the words buy and invest. If you are
selling life insurance, you want the customer to buy now, but in your mind, the
purchase is a long-term investment. The premiums will be invested, the face
value of the policy will grow, there will eventually be loan value, and the
investment will appreciate beyond the purchase price. However, the customer
thinks in terms of a purchase decision and how much it costs. The issue comes
full circle if the customer does buy and wants the insurance company to make
good investments with the premium.

Nan Russell, writing for Career Know-How, introduces this word choice:
problem or challenge? Would you rather have your boss see your mistake as a
problem or a challenge? Is it just semantics? Problems are fixed; challenges
are met. Different words evoke a set of different emotions and different feel-
ings. People usually have a much more positive feeling about “meeting a chal-
lenge” than “fixing a problem.”

Power verbs can have medicinal benefits if used correctly, but consider
this warning about words used inappropriately: They can actually cause indi-
viduals to become ill. In a published study on pain, researchers used functional
magnetic resonance tomography (fMRI) to examine how 16 healthy people
processed words associated with experiencing pain. The brain scans revealed
which parts of the brain were activated in response to hearing the words. In the
first experiment, researchers asked the participants to imagine situations that
corresponded to words associated with pain (such as excruciating, paralyzing,
and grueling), as well as situations that corresponded to negative but non-pain-
associated words (such as dirty and disgusting) and both neutral and positive
words. In the second experiment, the participants read the same words but
were distracted by a brainteaser. In both cases, the results showed a clear
response in the brain’s pain-processing centers to the words associated with
pain, but no such activity pattern arose in response to the other words.
Researchers say that preserving painful experiences as memories in the brain
might have been an evolutionary response to allow humans to avoid painful sit-
uations that might be dangerous (www.webmd.com/pain-management/news/
20100402/words-really-do-hurt).

WEAVE IN BEAUTIFUL WORDS

What words make you feel warm and happy? Sure; it’s different for all of us,
but some words have universal appeal (at least, in English). The British
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Council, which oversees education of the English language, conducts an annual
study of the “Most Beautiful Words in the English Language.” Forty-thousand
people participated in the study. The top ten words were as follows:

1. Mother

2. Passion

3. Smile

4. Love

5. Eternity

6. Fantastic

7. Destiny

8. Freedom

9. Liberty

10. Tranquility

ADDITIONAL SUPPORT FOR YOU

For additional support, I have included eight words that Dr. Frank Luntz has
complied from his research. These are words that have become powerful in the
past ten years. The following list displays the words and briefly describes why
they are powerful additions to your word arsenal.

1. Consequences: n. The phenomenon that follows, caused by a pre-
vious phenomenon. 

2. Impact: n. A forceful consequence that causes listeners to assume
that they will see and feel a measurable difference. Speaking
about potential solutions or best effort is no longer good enough;
people want results.

3. Impact: v. To have an effect upon, to cause listeners to assume
that they will see and feel a measurable difference. Speaking
about potential solutions or best effort is no longer good enough;
people want results.

4. Diplomacy: n. A subtle, skillful, peaceful, nondramatic solution
to problems. People are tired of drama, anxiety, and tension; they
want leadership in diplomacy. 

5. Dialogue: n. The discussion of diplomatic issues.

6. Reliability: n. The quality of being dependable in a way that was
expected or better.

7. Mission: An authentic and genuine purpose.

8. Commitment: Dedication to what one promised.
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In our American culture, a growing trend involves converting words that
are nouns into verbs. Verbed has made its way into the mainstream and is used
in everyday language. Some instances of this relate more to social media. The
social networking site Facebook has also seen its name itself become a verb
used to describe the action of communication. Facebooking someone now
means sending a message or posting to someone’s Wall. (Although my family
believes that I am addicted to the social media site, they can be assured that, at
all family functions, I will be the one taking all the photos and will later
Facebook the photos. They will have clear copies, taken from a different per-
spective, for themselves for eternity.) Likewise, in the days before Facebook,
to say you would “tag” someone meant something entirely different. 

Another example of converting a noun to a verb is the search engine
Google. Don’t know the answer to something? Then Google it. The same can
be said for texts. The action of sending a text has become shortened to the verb
texting.

Especially for the millennial generation (born after 1970), people don’t
talk much on the phone anymore—they text each other. Although texting is
fine for quick impersonal communications, it should never substitute for pro-
fessional communication. This phenomenon of turning nouns into verbs means
that the English language is constantly evolving and changing. Style manuals
are outdated before they even hit the shelves, which is why this book is not a
style manual: It does not attempt to identify these urbane, hip, or chic fad
words. Instead, it includes a number of nouns that are now commonly accepted
action verbs in today’s business culture. Consider these examples:

silo siloed 

email emailed 

SPAM spammed 

message messaged 

The impact of action/power verbs and how they are woven into our collec-
tive conscience is evident in the names advertisers use for their products. For
everyday items, we associate certain products with action verbs, as in these
examples: Accord car model, Act mouthwash, Agree shampoo, Allure ski
product, Ban deodorant, Budget Rent A Car, Converse tennis shoes, Dodge
cars, Eclipse exercise machine, Endeavor spaceship, Edge shaving cream,
Equal sugar substitute, Escalade Cadillac, Excel software, Glamour magazine,
Gleem toothpaste, Google (company), Intuit software, Kindle e-reader, Marvel
comics, Pilot pens, Pledge cleaner, Pioneer sound systems, Puff tissues, 
Quip (precursor to the fax machine), Raid bug killer, Shuffle iPod product,
SPAM, Target store, and Vanish home cleaning product. These are just a few
examples. 
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Over time, the inconsistency of English grammar has made it increasingly
difficult for non-native speakers to learn English—even those who speak
English as a first language often find it difficult to speak correctly. Some rules
and styles are antiquated and not enforced. As a result, we have become lazy
and are losing the war on poor grammar. English is a minefield of rules, and
although I can assure you that this is not a style manual, it goes without saying
that if you were to follow all the rules, you would spend a lifetime studying
them. You’d also end up speaking a language that no normal person would
understand. (And you’d be a complete bore.) 

George Orwell wrote an essay in 1946 entitled “The Politics of the English
Language,” in which he criticized the ugly and inaccurate use of the English
language, particularly the bland use of passive verbs: 

The passive voice is wherever possible used in preference
to the active, and noun constructions are used instead of
gerunds (by examination of instead of by examining). The
range of verbs is further cut down by means of the –ize
and de– formations, and the banal statements are given an
appearance of profundity by means of the not un– forma-
tion. Simple conjunctions and prepositions are replaced
by such phrases as with respect to, having regard to, the
fact that, by dint of, in view of, in the interests of, on the
hypothesis that; and the ends of sentences are saved by
anticlimax by such resounding commonplaces as greatly
to be desired, cannot be left out of account, a development
to be expected in the near future, deserving of serious
consideration, brought to a satisfactory conclusion, and
so on and so forth. (Orwell, 1946) 

As mentioned previously, the English language comes with many rules,
and as with any rule, there are also exceptions, counterexceptions, special
rules, do’s and don’ts, and other confusing situations. More than 60 different
rules and variations of rules exist for verbs alone. After you have learned 
the rules, you still have to follow exceptions. For example, consider the word
lightning used as a verb. We say that it is “thundering and lightning all night”;
it is the only exception to the rule that –ing can be added to the base verb to
produce the –ing form. We do not say or write “It thundered and lightninging
all night,” nor do we say or write “It “thundered and lightning all night.” As
another exception to the rules, we say that we “relayed a message” but “relaid
a carpet” (Crystal, 1995, p. 205).

For all my former English teachers and the dedicated writers of the 
grammar books on linguistic style and theory who will wonder why this book
says nothing about active and passive voice, conjugation, and transitive or

9Chapter 1 • Why and How Power Verbs Can Pump Up Your 
Speeches and Presentations



intransitive usage, that is your job. This guide is merely a road map to help
individuals move toward success in everyday communications. 

I am not excusing people from their responsibility and duty to learn the
language correctly. However, there is a time and place for everything. Noam
Chomsky, perhaps the most influential figure in the theoretical linguistics of
the English language, recently conceived the goal of linguistics (all the rules,
principles, and regulations) to be a description of the mental grammar of native
speakers. 

Chomsky perceives linguistics to be the system of all these rules, to char-
acterize the mental structure that underlies our ability to speak and understand
the language. Furthermore, Chomsky hypothesizes that humans have an innate
language ability that enables children to quickly acquire a mental glimmer
when they are exposed to a particular language. It’s pretty amazing to think
that a child learns an entire language by listening and observing some nonver-
bal cues. By the age of 5, a person has about 70 percent of lifetime vocabulary
and linguistic rules learned by listening and observation.

Chomsky (and this is the last reference to a theorist or an intellectual, I
promise) draws a distinction between competence in a language and perform-
ance in a language. Competence is the underlying knowledge of the theory and
applications, whereas performance is the actual use of that knowledge. This
book doesn’t assume anything. It provides a performance tool for one part of
the language: power verbs.

10 Power Verbs for Presenters
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A
abaquatulate, 65
abbreviate, 34
abdicate, 43
abduce, 137
abetted, 65
abide, 43
abjure, 44
abolish, 44
abound, 45
abreact, 23
abrogate, 45
absolutize, 97
absorb, 95
accent, 31
accentuate, 23
acclimate, 45
acclimatize, 45
accompany, 24
accouter, 123
accrete, 45
accrue, 120
acculturate, 46, 105
acerbate, 65
achieve, 20, 24, 86
acquiesce, 87
acquit, 137
act, 25
acting verbs, 23-30
active voice, passive voice versus, 15
ad-lib, 25
adapt, 37, 87
addle, 65

address, 123
adduce, 105
adjudicate, 106, 137
administer, 46, 116
adulterate, 66
adumbrate, 106
advance, 56
advertise, 113
advertising verbs, 113-114
advise, 106
advocate, 138
affect, 97
affiliate, 115
agglomerate, 106
aggrandize, 106
agitate, 46
airship, 66
Allen, Woody, 3
alliteration, defined, 19
ally, 47
amagar, 31
amalgamate, 115-116
Amazon rank, 143
ameliorate, 106
amerce, 138
Americanize, 47
amortize, 120
amplify, 124
amputate, 63
amuse, 25
amygdala, 4
analogize, 106
analyze, 117
anesthetize, 63

Index

*Words in bold are power verbs.
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animate, 26, 106
annex, 47
Annie Hall (film), 3
annihilate, 47
annunciate, 107
anoint, 98
antithesis, defined, 19
apostatize, 66
appease, 47
approve, 117
arbitrate, 107
arraign, 138
arrange, 117
array, 124
arrogate, 67, 98
art-related verbs

acting, performing, visual art, 23-30
dance, 31
music, 31-33
painting, 33
photography, 33
publishing, writing, 34-35

articulate, 124
aspenize, 67
asperse, 67
assail, 67
assert, 107, 117
asset strip, 115
asseverate, 107
assign, 88
assuage, 98, 107
assure, 98
attack, 21, 56
attenuate, 95, 107
attitudinize, 98
audition, 26
augur, 107
auralize, 32, 64
auspicate, 88
authenticate, 95

author, 34, 125
aver, 88
avow, 89
awfulize, 68

B
back cast, 48
backlight, 26
balkanize, 48
bandy, 125
barnstorm, 26
barter, 48
batten, 117
battle, 57
beat time, 32
beautiful words, list of, 6
beguile, 27
benchmark, 113
besiege, 58
beta test, 117
bike-wack, 68
bird dog, 114
blamestorming, 118
blandish, 118
blazon, 114
bloviate, 27, 68
blue pencil, 125
blue sky, 115, 125
body language, 3-4
Bogart, Humphrey, 3
bombard, 58
bonk, 68
boost, 125
bootstrap, 115
boustrophedon, 34
bowdlerize, 34
brainstorm, 118
break the ton, 68
bullet vote, 49
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bump the shark, 108
bushwhack, 58
business-related verbs

advertising and marketing, 113-114
economics, 120-121
entrepreneurship, 115
finance, 115-116
management, 116-120

bustle, 68
buying, investing versus, 6

C
cake cut, 27
calcify, 37
campaign, 59
cannonade, 59
cantillate, 27, 32
captain, 59
carbon capture, 38
carbon date, 38
carbon sequester, 96
Casablanca (film), 3
caucus, 49
cede, 138
challenges, problems versus, 6
champion, 125
cherry-stem, 38
chimp, 143
Chomsky, Noam, 10
chope, 89
choreograph, 31
chronicle, 126
Cicero, 1
circumnavigate, 59
circumvallate, 59, 138
clarify, 90
clear-cut, 96
click stream, 143

climate verbs, 94
clone, 38
coach, 126
coalesce, 99
coerce, 49
coexist, 20, 50
cold-iron, 143
collaborate, 114, 126
collate, 126
collateralize, 115
collocate, 127
collude, 69
comfort, 90
commiserate, 108
commit, 69
commitment, defined, 7
communicate, 127
communication

language
competence versus 

performance in, 10
inconsistency of English 

rules, 9-10
power of, 4-6

skills, success and, 11-13
verbal versus nonverbal, 4
verbs, 123-137
words, power of, 1-4

competence in language, 
performance versus, 10

comport, 99
concatenate, 127
conceive, 118
conceptualize, 128
conciliate, 138
concinnate, 28, 128
condescend, 69
condole, 99
confabulate, 128
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confide, 90, 100
conflate, 144
confute, 100
congregate, 108
conjugate, 128
connive, 100
conscript, 60
consecrate, 101
consequences, defined, 7
conserve, 96
consign, 108
conspire, 50
contaminate, 70
contemn, 70
contradistinguish, 101, 108
contravene, 139
corotate, 144
correlate, 114
corroborate, 108
coruscate, 91, 128
counsel, 91, 128
countenance, 108
countervail, 108
cozen, 101
crowd source, 114
crowdfund, 116
crusade, 51
cull, 96
culture verbs, 105-113
cumber, 101
cyberhoard, 144
cybernate, 144

D
dance verbs, 31
dashboard, 118
debug, 144
debut, 28

define, 129
delegate, 129
deliberate, 118
delimit, 129
delineate, 130
deluge, 38
Demosthenes, 1
denigrate, 70
depone, 139
depopulate, 60
deracinate, 60
deradicalize, 51
derogate, 102
descant, 32
desecrate, 102
desiccate, 39
designate, 118
despoil, 18, 71
destabilize, 51
devolatilize, 144
devolve, 119
dialogue, defined, 7
diddle, 71
dillydally, 72
diplomacy, defined, 7
disabuse, 91
disaffect, 72
disambiguate, 130
disavow, 72
discern, 119
discombobulate, 72
discomfit, 73
disconcert, 73
discount, 116
discredit, 73
discriminate, 102
disease verbs, 63-64
disenfranchise, 102
disparage, 73
disperse, 39
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dragoon, 60
dramatize, 28
draw fire, 60
duel, 60
dukker, 29

E
e-source, 144
e-tail, 114
earth science verbs, 37-41
eat up the camera, 33
economics verbs, 120-121
education in communication skills, 

lack of, 4
educe, 119
effectuate, 119
80/20 principle, 2
emit, 39, 130
encore, 32
enfilade, 61
engage, 130
engagement stack, 116
engender, 119
English language

inconsistency of rules, 9-10
pronunciation, 13

enounce, 109
ensconce, 109
entreat, 109
entrepreneurship verbs, 115
enumerate, 116
equivocate, 74
eschew, 109
espouse, 102, 131
estivate, 94
ethics verbs, 97-104
etiolate, 64
evince, 131

eviscerate, 102
evolve, 39, 109
exacerbate, 74
excogitate, 75
excoriate, 75
exculpate, 139
execrate, 75, 103
exemplify, 119
exhort, 92
exile, 52
exonerate, 139
expatiate, 131
expiate, 132
explicate, 132
expostulate, 133
expropriate, 140
expunge, 140
expurgate, 140
extemporize, 29
extol, 133
extradite, 52

F
Facebook, 8
facebrag, 75
fecundate, 39, 94
felicitate, 133
fell, 39
fill the tree, 52
films, original titles, 3
finance verbs, 115-116
fire dance, 31
fleer, 76
flummox, 76
foist, 76
foment, 133
forage, 52
formicate, 76
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fourwall, 29
free style, 31
freeball, 76
Fuller, Thomas, 1
fulminate, 76
future perfect progressive tense, 14
future progressive tense, 14

G
G.I. Jane (film), 3
gabble, 133
gainsay, 77
galump, 109
gambol, 109
gank, 77
gasconade, 77, 133
gasify, 40
gazump, 120
geocast, 144
Gere, Richard, 3
germinate, 40
gerrymander, 53
gesticulate, 133
ghost-write, 34
gibber, 133
gibe, 77, 92
gift debt, 77
glaver, 110
glissade, 110
gloze, 77
go dark, 29
Google, 8
Google bomb, 144
Google dance, 144
gorgonize, 77
gormandize, 64
government verbs, 43-52, 54-55
grabble, 110

grammar, inconsistency of English 
language, 9-10

grandstand, 134
grangerize, 33
green, 40
green log, 40
guffaw, 110

H
hackney, 78
harmonize, 32
health verbs, 63-64
hebetate, 134
hector, 78
hiberdate, 78
hibergame, 78
history-related verbs

government, politics, 43-55
military, 56-62

Hobbes, Thomas, 5
human behavior verbs

culture, 105-113
negative actions, 65-86
positive actions, 86-94

human knowledge, 17
hypothecate, 116

I
imbibe, 134
imbue, 110
immure, 110
impact, defined, 7
impose, 53
impugn, 110
impute, 111
inculcate, 134
inculpate, 140
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indurate, 103
initiate, 119
interlard, 119
interpolate, 134
interpose, 78, 111
intervene, 54
intransitive verbs, 15
intuit, 111
inure, 140
inveigle, 78
investing, buying versus, 6
invocate, 135

J–K
jawbone, 54
Johnson, Lyndon B., 5
journal, 34
jump ugly, 79
juxtapose, 135

Keaton, Diane, 3
Kennedy, John F., 3
king, 33
Kipling, Rudyard, 1
knock and drag, 54

L
language. See also body language; words

competence versus 
performance in, 10

inconsistency of English 
rules, 9-10

learning process for, 4
phrasing of, 19-20
power of, 4-6
pronunciation, 13

launch, 61

law verbs, 137-141
lean forward, 119
liaise, 135
lightning, 9
limn, 30
Lincoln, Abraham, 3, 5
lindy bomb, 31
linguistics, goal of, 10
Locke, John, 5
lour, 79
Luce, Clare Booth, 3
Luntz, Frank, 2, 7
lustrate, 103

M
macerate, 64
machinate, 79
mail it in, 30
make (one’s) bones, 79
maledict, 103
management verbs, 116-120
marketing verbs, 113-114
mash up, 33
maze, 79
medicine verbs, 63-64
meliorate, 92, 103
merk, 79
metamorphose, 40
metaphor, defined, 19
mete, 111
mew, 111
military verbs, 56-62
militate, 103
mission, defined, 7
mitigate, 40
mollify, 92
mollycoddle, 92
morality verbs, 97-104
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morph, 40, 145
“Most Beautiful Words in the English

Language” (British Council), 6
movies, original titles, 3
muckrake, 54
mulct, 79
music verbs, 31-33

N
natter, 135
nature-related verbs, 37-41, 94
negative human behavior verbs, 65-86
nettle, 80
nonverbal cues, 3-4
Noonan, Peggy, 3
nouns, converting to verbs, 8
nut up, 111

O
obfuscate, 80
objurgate, 80
obnubilate, 80
obsecrate, 111
obtrude, 80
occlude, 81
offset, 35, 41
oil spot, 30
open the kimono, 120
opine, 103
Orwell, George, 9
ossify, 41
Oxford English Dictionary, 11

P
paint the tape, 121
painting verbs, 33
palliate, 64

palter, 81
pap, 33
parallelism, defined, 19
Pareto’s Law, 2
passive voice, 9

active voice versus, 15
past perfect progressive tense, 14
past progressive tense, 13
pastiche, 35
peculate, 81
perambulate, 120
performance in language, 

competence versus, 10
performing verbs, 23-30
permit, 55
perseverate, 135
persevere, 92
pettifog, 81
photography verbs, 33
phrase, 31
phrasing of language, 19-20
physical effects of words, 6
physical violence, words and, 2
physics verbs, 95-96
pipe, 35
pixie, 94
plan, 61
Plato, 5
Plutarch, 1
politics verbs, 43-55
pontificate, 135
positive human behavior verbs, 86-94
power

of language, 4-6
of verbs, 11-12
of words, 1-4

powerful words, list of recent, 7
prate, 135
prattle, 136
present perfect progressive tense, 14
present progressive tense, 13
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presentations, guidelines for, 17
Pretty Woman (film), 3
problems, challenges versus, 6
progressive tenses of verbs, 13-15
promulgate, 35
pronunciation, 13
propitiate, 92
publishing verbs, 34-35

Q–R
quaff, 111
quantify, 121

rankle, 81
rark up, 81
ratiocinate, 93
reason, 82
recrudesce, 93
reef, 82
reliability, defined, 7
religion verbs, 97-104
repetition, defined, 19
reprove, 82
repurpose, 35
retcon, 35
retort, 136
Roberts, Julia, 3
robotrip, 64
roister, 82
Roosevelt, Franklin D., 3
rules of language, inconsistency 

of English, 9-10
Russell, Nan, 6

S
saber rattle, 62
sanctify, 104
sanction, 55
satiate, 111

saunter, 93, 112
science-related verbs

earth science, 37-41
health and disease, 63-64
nature and climate, 94
negative human behavior, 65-86
physics, 95-96
positive human behavior, 86-94
technology, 143

scintillate, 112
screw the pooch, 112
sculpt, 30
seagull, 93
segue, 136
sequester, 141
set-jet, 93
shimmy, 31
shotgun, 120
simile, defined, 19
smog, 145
society-related verbs, 105-113
Socrates, 5
solo, 33
spang, 112
spave, 112
spit game, 112
splay, 41, 112
spoken language. See language
squick, 112
stonewall, 83
stove-pipe, 115
stultify, 83
styleflex, 136
sublimate, 30
subsume, 113
subtilize, 136
success, communication skills 

and, 11-13
succor, 93
surfeit, 83
symbolize, 137
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T
take a lesson, 113
tape bomb, 121
technology verbs, 143
tempor, 104
temporize, 113
tergiversate, 83
texting, 8
throw shade, 113
titivate, 94
tittle-tattle, 83
tomahawk, 62
traduce, 83
training in communication skills, 

lack of, 4
trip along, 94
truckle, 84

U–V
upbraid, 84
uplift, 41

venerate, 104
verbs

converting nouns to, 8
intransitive verbs, 15
power of, 11-12
progressive tenses, 13-15

vex, 84
vilify, 85
vilipend, 85
violence, words and, 2
visual art verbs, 23-30
vitiate, 85
vituperate, 86
vociferate, 86
vouchsafe, 94

W–Z
Wall Street Journal, 3
“What’s In a Name?” (Wall Street

Journal), 3
wheedle, 94
woolgather, 113
words. See also language

beautiful words, list of, 6
converting nouns to verbs, 8
physical effects of, 6
physical violence and, 2
power of, 1-4
recent powerful words, list of, 7

writing verbs, 34-35

x out, 137

yammer, 86
yawp, 86

zone in, 94
zot, 145
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