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| ntr oduction

Welcome to Presenting With Ease! The purpose of this booklet, and workshop you
attended that complementsiit, is to provide you with a set of toolsto improve the
ways in which you communicate face-to-face, both during group presentations and
one-on-one. Indoing so, our mission isto help make effective communication a
key element of your personal and professional success.

In addition to providing insight into strategy and content development, this booklet
discusses the “ principles of face-to-face communication”. These principles are
simple and easy to understand. Logicaly, the better you are at applying the
principles on adaily basis, the more effective you will be asacommunicator,
regardless of whether you’ re communicating with one person or many. And the
more effective you are as a communicator, the more successful you will be.

Although the principles are based in logic and are easy to understand, they can be
incredibly difficult to apply. And they can take alifetimeto master. That iswhy
practice isjust asimportant as the principles themselves. Once you have a
perspective that is based in principles, which you gained during the workshop and
arereinforcing by reading this booklet, the next step is to practice applying these
principles. You can do this one-on-one on adaily basis, and during group
presentations wherever and whenever the opportunity presents itself.

So what are these principles? One important principle isthat all communication
must be two-way. Thisisso simple and logical that often we don’t even think about
it. But thissmple principleisall too often forgotten in an age driven by technology.
Many times people assume that simply because they have transmitted information
from one location to another (or one person to another), they have communicated.

Y et nothing could be further from the truth.

There is no communication unless something comes back. In some way, the
receiver of the information must convey a message to the sender in return, in order
to let the sender know the message was actually received and understood.
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In a presentation, if you' re communicating with the audience, you' Il see them
thinking about the ideas you convey. They should be concentrating on what you're
saying, nodding their heads when they understand or showing a puzzled expression
when they don’t. An even more direct form of communication can occur during
guestions, which you will hopefully alow throughout your presentations.

If people ask questions, and you find yourself thinking “1 just talked about that a
minute ago, weren’t you listening?’, have you communicated effectively? Probably
not. On the other hand, if people are asking questions that are taking the
information you provided and relating it to their specific beliefs, circumstances or
position in life, thereis a better chance that you’ ve communicated effectively. Aswe
discussed during the workshop and we will continue to explore in this bookl et,
communicating effectively isvital to delivering a successful presentation.

Complements Your Current Skills

Presenting With Ease! is designed to complement and support, not replace, the
skills you have spent most of your life developing. Virtually every day of your life,
you have interacted with othersin conversation. Our goal isto help you build on the
skillsyou' ve already acquired — to identify the knowledge and experience you' ve
gained communicating one-on-one, to sharpen and hone those skills, and to show
you how to transfer those skills to group presentations.

Certainly there are a couple of differencesin communicating to groups. Y ou must
always be well-prepared. Occasionaly, you might get away with less preparation
one-on-one, but you won'’t get away with less preparation in agroup context. You
must ensure that your message is carefully tailored to the needs, wants and desires
of the audience. Y ou must learn to manage nervousness and adrenaline. Y ou must
strive to create a two-way exchange, even though you will do most of the talking.
And you must always display enthusiasm appropriate to the situation when talking
to groups. If you're reading aeulogy at afuneral, for example, your level of
enthusiasm will be different than if you’ re introducing a new product to your
distribution network.

In helping you enhance your ability to deliver your ideas, Presenting With Ease!
highlighted and explained 10 fundamental principles of effective communication.
How does effective communication work? And what does the audience “ get” when
it does?
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We helped you define strategy asiit relates to face-to-face communication. How do
you define the need and trand ate that need into value? How do you analyze the
audience and event, so you can tap into common characteristics and their reason for
being there? How do you develop time-bound, measurable objectives? And how do
yOU measure your success against those objectives?

We examined the best ways to prepare your information. We introduced a number
of models to help you focus your ideas and create alogical flow that is easy for the
audience to follow. Applying these modelsis absolutely essential when you're
talking to groups. However, these models can aso be effectively used one-on-one.
They will enable your communication to be clear and concise, and help you adhere
to the principle of “lessis more”.

We outlined the difference between written and spoken language; how an audience
receives information through their eyes (when reading) is completely different from
the way they take in ideas through their ears (when listening). Broken grammar is
expected; pauses in unusua spots are normal.

We examined the use of visual aids. And we provided you with clear guidelines for
using visua aids effectively, whether one-on-one with clients or colleagues, or in
group presentations large and small.

Finally, we looked closely at the skill of answering questions. Without a doubt, this
isthe most underdevel oped skill in human interaction. It iseasy to improve your
ability to answer questions, but it takes constant effort to maintain that improvement
and constant practice to hone it.
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The Audiencels Assessing You!!

During Presenting With Ease!, spent agreat deal of time focusing on the
importance of conveying your personality every time you convey your message.
Whether you' re providing training, introducing a new program to staff, or selling
your products and servicesto the outside world, your personality is the window
through which your message must travel to be received, understood and acted upon
by your audience.

When you deliver a presentation, you stand up in front of agroup (or, dternatively,
you may be seated with the group, depending on the circumstances), and while

you' re delivering your message, you know the audienceis ng you. But
remember, they’ re not doing so on the basis of your ability to be completely smooth
and error-freein your delivery, or on your ability to entertain them as a stand-up
comic. They are asking themselves a number of very smple questions:

» Doesthis person have something vauable to say?

» Dol feel comfortable listening to this person?

* Doesthisperson listen to what | (or we, as an audience) have to say?

* Dol trust this person?
If the answers to these questions and others like them are primarily “yes’, you
stand a chance of being successful with your presentations. If the answers are most
often “no”, your communication effectiveness will be inconsistent, at best.
We hope that Presenting With Ease! has set you upon a path that will improve your
communication skillsfor the rest of your career. Whether you’' re communicating
one-on-one or to groups, we hope you will apply the principles of face-to-face

communication to saving you time and energy, and to helping you be even more
effective in the future.
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Define The Need

Thefirst step to developing a successful presentation isto define and understand the
underlying need, or specific opportunity, that exists with an audience. Focusis
important to success. To achieve thisfocus, you must match your message to the
needs, wants and desires of the audience. If you cannot tap into those needsright at
the start of the planning process, your chances for success decrease significantly.

In general, there are three ways to define the need. First, you can ask your contact
person about the needs of the audience. Part of this occurs with your audience
anaysis, which is described in greater detail later in this booklet. However, before
you get to the audience analysis (and perhaps as soon as your contact person asks
you to speak), you should ask afew questions.

What need for information does the audience have? How can my message help
them? What would the contact person like to achieve during the presentation?
What are the ways in which the contact person thinks the presentation can help him
or her achieve those goals? Do my goals match theirs? If so, what are some
specific waysin which they match? If not, what are the discrepancies, and how can |
reduce or eliminate those discrepancies?

Getting the answers to these questions will help you understand what the audience is
expecting when they walk into the room. And there isanote of caution here. If the
needs and expectations of the audience are different from the needs and expectations
of the person who asked you to speak, you must eliminate those differences before
the presentation begins, or someone will walk out of the room disappointed.

The second way to define the need is for you to draw upon your personal and
professiona experience with similar groups, and project what you have done with
othersto thisnew group. For example, you may be providing training to a group of
new employees. Based on past experience, you may understand the types of
information people are seeking when they join your firm. Using this past
experience, over time you tailor the presentation to the need for information you
identified with previous groups.
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In drawing on your experience, you may be able to use your message to help you
define the need. For example, you may be developing a new software package for
your organization. As part of the development process, you may need to get
information from usersin order to customize the package to their specific
requirements. In thiscase, their need may be to understand what you are attempting
to achieve with the information they will in turn provide to you. That way, after the
presentation, they will be more likely to provide you with the information you seek.

A third way to define the need isto actually ask the audience. Thisis probably one
of the best ways in which you can effectively define their specific need for
information. However, thisisthe most time-consuming method and the one that is
most difficult to achieve.

Y ou may use asurvey or some other form of feedback, such as afocus group, to get
thisinformation. You may use both closed- and open-ended questions which will
help you get the information you seek.

Y ou could potentially administer this survey in anumber of ways. Y ou could fax or
e-mail participantsin advance, or send them asurvey via*“snail mail”. Y ou could
ask your contact person to distribute and collect the survey. Y ou might develop
survey questions and call anumber of participantsto get their perspective.

If you have the time in advance, asking participants directly is perhaps the best
single method of getting to a specific audience’ s need for information. However,
even if you have the opportunity to ask them, don’t discount the other methods of
gathering information to determine the basic needs your presentation will address.
Indeed, the best overall approach is probably a blended approach, in which you ask
your contact person, draw upon your own experience and ask the audience. If you
do all three, your ability to tailor your message to the needs, wants and desires of the
audience will be significantly higher, and your chances for success will increase.
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Write Down The Need

Once you' ve identified the need or needs you'll address, you should write down
these needsin afew brief sentences. Keep each sentence as simple as possible.
Thiswill help focus your strategy.

For the purposes of this booklet, we are devel oping two sample presentations. The
firstisafairly short presentation to city council on the need for a“barking dog
bylaw”. We are members of the city’ s bylaw enforcement team, and our god isto
promote neighborhood harmony by encouraging councillors to develop and approve
anew bylaw that reasonably limits the hours in which dogs can be outside barking,
specifically between the hours of 11 p.m. and 7 am. (9 am. on weekends).

We know that the process to get this bylaw enacted has afew steps. Thefirstisfor
council to strike a sub-committee to study theissue. Indeed, the purpose of our
presentation is to convince council to strike such acommittee. Thiswill help move
the process along and enable the issue to be discussed and resolved.

In this situation, therefore, there are afew needs that could potentially be addressed:

*  Council members have a need to understand that the number of
complaintsisincreasing significantly.

* Council members need to understand that thisissue will become
increasingly political if it isn’t soon addressed.

* Council members have a need to understand that a reasonable solution is
possible.

The second sample presentation is to a management team. We are developing anew
software package for a business unit of our organization. We are using the
presentation to inform managers of the progress we' ve made so far, and to ask them
to obtain specific types of information from their staff.

The purpose of the presentation is to get the right information from managers and,
by extension, their staff. Thiswill ensure that the software can be tailored to specific
business unit needs.
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With thisin mind, there are a number of potential needs this presentation could
address:

» Managers have aneed to understand the current progress of
the project, and how they can keep the project on time by
providing information prior to a specific deadline date.

» Managers have a need to understand how the right
information from their staff will be vital to ensuring the final
product meets their needs.

* Managers have aneed to understand the exact type of
information we' re seeking, so we can customize the software.

The needs above clearly identify theinitial direction of the presentation. In every
presentation, understanding the underlying need isimportant to your success. Only
when you clearly understand the audience’ s needs can you trandate those needs
into real value and amessage that is clearly focused on them. After al, aswe
discussed during the Presenting With Ease! workshop, they are the most important
people in the room. If they don't “get it”, by definition you have wasted your time
and theirs. And in our modern world, time is most precious commodity any of us
have; it is something that none of us can afford to waste.
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Translate The Need Into Value

In trandating the need into significant value, you put yoursdlf in the audience's
shoesand ask: “If | were sitting in the audience, why would | give up my valuable
time to attend this presentation? What does this presentation, and the person
presenting the information, offer me? What do | gain by listening? Will | leavethe
room with more knowledge than when | walked in? Will | receive some form of
value?’

Nobody expects you to download al the information and insight at your disposal on
aparticular topic in five, 10, 20, 30 or 60 minutes. In some cases, evenif you have a
full day, there is probably no way that you could impart al of your knowledge.

Y our job isto take information and make it relevant to the audience. Thisisthetrue
value of the presentation. Y ou are not there to recite facts. Y ou are not thereto
overwhelm the audience with reams of information. Y ou are there to take specific
facts — specific parts of your information — and make that information relevant
and usable to the audience. Thisisvaue.

The best way to describe the processis to examine the differences between data and
information in management reporting. Today, it is possible for managers to gather
huge amounts of data from which decisions can be made. Data gathering begins by
answering a number of questions. What were our salestoday? Were they up from
yesterday? Where did we sell the most? Who sold the most? What time of day did
they sell the most? And so on.

Information isthe art of turning mountains of datainto usable bits and pieces. You
do this by putting that datainto perspective. It isthe skill of answering two
important questions: How? And why?

How much our sales up from yesterday? Why was there an increase? How isthis
relevant to our business? Why were our sales better in one region than another?
How did one person or one group manage to sell more? How does what they did
differ from others? Why is one time of day better than others? How can we
capitalize on this trend?

Too often in presentations, we assume that the audience will answer the questions of
“why?’ and “how?’ themselves when presented with the facts. Thisis not the
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case. You must answer these questions for them if you hope to make the data
relevant to them. 'Y ou want them to leave your presentation with some form of
discernible value that they can use to improve their personal, professiona or
businesslifein thefuture. Thevalueistheinformation they receive, not the data
you transmit.

The amount of information you bring to the presentation will be limited by time.
Y ou should be generous, but focused, with your information, and make that
information relevant to the audience. Thisisadifficult element to master with
presentations, but one that will increase your success.

Imagine that your audience islistening to you while constantly thinking to
themselves: “What'sinit for me?’ Inredlity, thisis exactly what’s occurring.
Your job isto help the audience understand the relevance of your message. This
occurs whether you want them to use or apply your information (in an informative
presentation), or you want them to take immediate and direct action (in a persuasive
presentation).

Write Down TheValue

Write down your value statement in one or two sentences. For example, in our
barking dog example, the value could be: “By the end of my presentation, | want
council to understand that taking action now will keep a growing problem from
getting out of hand in the future.” With the software presentation, the value could
be: “To have managers understand that getting their staff to provide the right
information will improve the value of the fina product.”

The sentences above are both starting points and a destinations. Used at the start of
the presentation, these help draw people into your content. They arealso a
destination. Thisisthe relevance of your information to them. If people walk away
from your presentation knowing what they need to do with your information, they
will feel better about the information you presented than if they have to guess at
what you' re trying to achieve. Thiswill increase your success.

Copyright © 2001 Eric Bergman All Rights Reserved
Page 10



Analyze The Audience & Event

Asagenerad rule, the more you learn about and understand the people who attend
your presentation, the more successful you will be— provided, of course, that you
apply your understanding to he challenge of matching your message to their needs,
wants and desires. Participants at your presentation have a number of common
characteristics. They have opinions about the messages or issues you will discuss.
They aretherefor areason. And, above all, they will be reluctant to waste their
time.

Y ou must do everything possible to tap into the similarities that each individual
brings to the presentation and, at the same time, the characteristicsthey shareasa
group. Asyou try to understand or define your audience, keep in mind that there
arethree distinct levels at which this can be done: demographics; opinions; the event
itself.

Analyzing Demographic Characteristics

Thefirst level iswhat most people probably think of when they think about
analyzing an audience. Thisisdemographic characteristics. Thisincludes age,
education level, cultural background, gender and socio-economic status. It could
also include the types of jobs members of the audience hold, the amount of money
they make, the professional associations or service clubsto which they belong, the
cost of the house in which they live, whether they own ahome or rent, where they
purchase their clothes, what type of vehicle they drive, and the part of the country in
which they live.

Even within a specific company or organization, there are anumber of levels at
which such distinctions could be made. For example, the demographic
characteristics of those on the shop floor will be different from the board of
directors. The characteristics of supervisorswill be different from senior executives.
And so on.

Y our job in preparing for your presentation isto try to understand the similarities
and differences in the characteristics of audience members. Usethesetraitsto get a
sense of the people to whom you' |l be presenting. As part of the planning process,
thiswill help you tailor your information to their specific needs.
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Analyzing Opinions

A second method of analyzing the audience has less to do with their external
characteristics than with their internal beliefs. This means defining the audience on
the basis of how they react in general to issues around the information you'll
present, and how they will react specifically to the message you plan to ddliver.

In generd, there are three potentia reactions to your message: People will support
what you have to say; people will oppose what you have to say; people will not care
about what you haveto say. Your job isto understand as much as possible about
whether they support, oppose or couldn’t care about your message and the
underlying issues on which it is constructed, then tailor your information
accordingly.

If members of the group are generally supportive of your message, your goa should
be to reinforce their opinion. Y ou should develop content that acknowledges their
support, and provides them with additional reasons for expanding or reinforcing that
support. Y our facts and logic should be structured in away that provides them with
the tools they need to continue to support your message, and perhaps even argue
your case long after you have left the room.

Y ou may use an emotional appeal to help lock in their support, but you should be
careful. If they become too emotional about your message, they won't be able to

help you convince others after you' ve left the room, aswe' |l see when we discuss
strategies later in this booklet for handling potentia hostility. By focusing on the
emotional elements of the discussion, you may actually polarize their opinions.

If members of the group are generally opposed to your message, it is important to
acknowledge that they have a perspective that is different from yours. Itis, after dl,
their right to feel the way they do. Y ou must understand that right and, if
appropriate, recognize and acknowledge it. But your goal should be to neutralize
thelr negative opinions and then to convince them to adopt your perspective.

However, you will not gain by meeting their opposition head-on. Infact, if you
attempt this strategy, you will lose. Thereisastrong chance that everyonein the
room is closer to each other than they are to you, especidly if their opinionis
contrary to yours. By meeting them head-on, you create a*“ me vs them”
environment in which they will look to each other, and the similar opinions they
hold, as a source of comfort. Y our strategy in this situation isto stick to your
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facts. Position those facts in away that tends to garner support from those whose
opinion is opposed to yours, but whose opinionis based in logic.

If members of the group are not aware of the issues you represent, or couldn’'t care
less, your job isto get them to formulate an opinion about your message and the
issueit represents. In many ways, thisisthe most difficult challenge to overcome.
After all, if nobody cares, how can you get them to care?

But, with thistype of presentation, you have a couple of important factors working
for you. Everyone has decided to spend time listening to you. By nature, people
will actively seek opportunities in which to make the best possible use of their time.
Asthey listen to you, they will attempt to make your information relevant to who
they areasindividuals. Your job at this point isto make your data and logic directly
relevant to who they are. Explain to them why your message isimportant to them,
and then convincethemit is.

Analyzing The Event

The third method of analyzing the audience is to understand the event and/or
organization that has brought them into the room to listen to you. Very often, thisis
an important key to tapping into common characteristics they possess as a group.

To do this, you need to ask some questions. Who elseis presenting? What will
they talk about? |sthere atheme to the meeting? If so, what isit? How does your
information fit into the theme, or into what other people will present?

What should you try to achieve with this group? What should the audience do or
not do as aresult of the presentation? Are there sensitive issues that should be
avoided? If so, what are those issues and why are they sensitive to this group?

Answering these questions (and others like them) will help you understand how to
position your information for this specific group at this specific point intime. This
information, when added to the other elements of your audience analysis, will enable
you to tap into their common characteristics and tailor your message to their needs,
wants and desires.

Tap Into Common Char acteristics
Very few groups are completely homogeneous. Trends emerge, but there will be
people in the room that fall outside these trends. Use your audience analysisto get
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an idea of audience composition. Make sure you tap into the common
characteristics that bring those people to your presentation at that particular point in
time.

For example, you might be presenting your information to agroup of Rotarians at a
chapter that has been around for many years. Perhaps most people in the audience
are near or at retirement age. But there may also be a number of younger peoplein
the audience. Y ou might shift your message toward the majority, but you wouldn’'t
want to ignore the minority in doing so.

Y ou may find that an audience is made up of people with avariety of opinions. For
example, you may be asking for a budget increase to upgrade your company’s
computer systems. In preparing for the presentation, you discover that about half
the audience is supportive of thisinvestment and half opposesit. Asacommon
characteristic, however, you know that al members of the management team want to
decrease costs and improve productivity. These are common characteristics, and it is
this common ground on which your presentation could be constructed.

If you can convince the mgjority that your recommendation will indeed decrease
costs over the long term and improve productivity, and if they trust your ability to
make good on these promises, you stand a better chance of having your budget
approved than if you simply relate the features and benefits of the new system. Of
course, there must be substance to the message. If your department has never made
good on any such promise, you face an uphill struggle.

Y our goal in analyzing the audience should be to use the analysis as a means of
discovering common ground. If you can identify and quantify this common ground
and capitalize on it, your chances of success increase proportionately.

Figure 1 on pages 15 to 19 provides aworksheet for defining audience
characterigtics, analyzing audience opinions, and reviewing the event itself. Usethis
model as a guide to understand as much as possi ble about the people to whom
you'll be presenting and the event at which you' Il present. It will help you to
identify and capitalize on the common characteristics that bring these people into the
room at that particular point in time, so you can better match your message to their
specific need for information.
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Figurel
Audience Profile Worksheet

Analyzing Demographic Characteristics
* How many people are expected to attend your presentation? (Or how many
people have you targeted to attend?)

* What isthe age range of the group?

° Isthere an average age?
°  How old will be the oldest person in the room?
°  How old will the youngest person be?

*  Will members of the audience be predominantly:

° Mae? Femae?
° A mix of both?
°  What isthe ratio of that mix?

» Isthe educationa background of participants important? If so, doesthe
audience have:

° High school or equivaent?
¢ Post-secondary?
°  Postgraduate?

* Iseveryone of similar occupations?

°  Oristheaudience amix of adiverse range of occupations?

°  What are those occupations?

°  What isthe largest single occupation represented in the room?
°  What percentage of people come from that occupation?
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* What isthe range of income of the audience?

¢ Isthere an averageincome?
° How doesincomerelate to their occupation or station in life?

» Istheaudience primarily of one:

° Race?
° Religion?
°  Nationality?

° A mix? If s0, describe this mix and its relevance.

* Arethere peoplein the audience who do not fit these descriptions?

° If s0, describe them.

Analyzing Opinions
» What expectations do you feel the audience will have about the need you're
addressing or the value you plan to provide?

* How will the need you address and the value you offer capture their attention?

*  What specifically do you hope participants will do with your information at the
end of the presentation?

» How willing will they be to take that step when you walk into the room?
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Will members of the audience support your message, be opposed to it, or not
have an opinion about it?

o

Of those three options, which will be prevaent?

o

What percentage of the audience will fall into each category?

Arethere any sensitive issues that should be avoided?

o

What are they and why are they sensitive?

Are there any specific issues that should be discussed?

o

What are they and why should attention be drawn to them?

Arethere any significant events that have occurred for this group in the past
year?

o

How do those events relate to your message?

What will be the audience’ sinterest in the topic?

What, specifically, will the audience know about the topic?
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Analyzing The Event

 Areyou the only person delivering a presentation to this group at thistime?

* If you're not the only person delivering a presentation, how many other
presentations will be delivered to this group?

* If other people are presenting information to the audience, who are those other
people and what will they cover?

* |sthere a specific purpose to the meeting (i.e. management meeting, sales
conference, recognition event, etc.)?

* Isthe group participating in alarger conference or program? If so, what isthe
program or conference theme?

» What should the presentation achieve? What should the audience do or not do
(think or not think) at the end of your presentation?

* Arethere any sengitive issues that should be avoided? If so, what are those issues
and why are they sensitive?
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* Arethere any significant events that have occurred in the industry, organization or
group during the past year that affect their need for information (such as new
product introductions, ownership changes, downsizings, increased competition)?

» What will be the audience sinterest in the topic?

» What will the audience currently know about the topic?

* Arethere any areas, topics or examples that need to be covered during your
presentation?

» What are one or two things about this group that your contact person feels you
should know before addressing them?

» What isyour time frame for the presentation? When are you scheduled to start?
At what time must you be finished?

» What takes place immediately before and after your presentation (coffee break,
medl, etc.)?
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Visualize The Group

After you' ve gathered information about your audience’ s characteristics and their
opinions about your message, close your eyes and try to imagine the audience as
two or three people sitting across the desk from you. Ask yourself anumber of
guestions:

» What would these people look like?
* How old would they be?

* |If there were two people sitting across from you, would there be
one male and one female? What would bind these people
together? Characteristics? Issues? The event? Membershipina
group, club or association?

» What opinions do they have about you, your organization or the
message you plan to convey?

» Do they support your message? Or are they opposed to it?
* What issues are important to them?

» Would the people sitting across the desk from you have similar or
different opinions? Would their opinion be based in logic or
emotion?

The more you understand your audience, the more effectively you can tap into their
common characteristics — what brings them into that room together at the same
time. By doing so, you can create value with your message and provide them with
information that is directly relevant to who they are as individuals, what they hold
valuable, and what they hope to achieve asagroup. Thiswill create astrong
foundation that will help you significantly enhance your potential for business
success.
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Deter mine The Type Of Presentation

In general, there are two basic types of presentations. informative and persuasive.
They are very similar; in fact, sometimes it can be difficult to tell them apart. The
biggest difference between them is the degree of action you want the audience to
take.

For example, if you stand up in front of an audience and tell them that you want
them to think more carefully about the information being presented, or to relate your
information to their personal or professional life, your purposeisto inform. If you
want the audience to take specific action — phone their elected representative, buy
from you, attend arally — your purpose isto persuade.

The Informative Presentation

In an informative presentation, the basic purpose isto share knowledge about a
single subject that is useful to the audience. Overal, your goal isto train or teach
the audience about things they’ ve never thought of or used before, and to encourage
them to use your information to enhance their business, personal, professional or
family lives.

Thereisno “secret” to an effective informative presentation. The golden rule,
however, isto explain the information in ways that the audience will understand your
concept and remember your message well after the event.

In general, an audience will be more attentive if they perceive the information as
relevant to their needs, and more likely to listen if they perceive the information to be
“new” or something they haven't thought of before. This may simply involve
uncovering a new angle or anew approach to an existing topic.

For example, picture yourself asamember of agroup of air force flight trainees.
On your third day of training, after listening to presentation after (boring)
presentation, you are in aroom with avery stiff and upright master sergeant. “Uh-
oh,” you think to yourself, “another boring presentation.”

When the last trainee has found a seat, the sergeant holds up a piece of metal about
the length and width of aball point pen. “Does anyone know what thisis?’ she
asks.
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After aprolonged silence, she lets the audience in on anew piece of information.
“Thisisafiring pin for a Codswell model 50 gjection seat. Those of you who pay
attention during the next two hours stand a good chance of living if you ever haveto
use this piece of equipment. Those of you who don’t pay attention ... won't.”

Isthe information new? Yes. Isit relevant to the needs of the audience? Yes. Will
they pay attention? Almost certainly. Evenin an informative presentation, there
must be acall to action. Y ou must tell the audience what you want them to do with
your information. In the example above, the call to action is how the information
can save thetrainees' lives.

Creative Presentation Goes A Long Way

When information is presented creatively — when specific information in an
informative presentation is highlighted or emphasized — the audienceis more likely
to remember the message and the way individual parts of the presentation are tied
together.

To arrange information creatively in an informative presentation, there are three
broad approaches:

» Theinformation can be arranged according to time.
» Theinformation can be arranged according to space.
» Theinformation can be arranged according to topic.

Arranging information by time means creating a chronological order in the minds of
the audience. You create alogical seriesthat is based on what happened yesterday
(past), what istaking place today (present), and what may take place tomorrow
(future).

Space order creates avisua pattern in the minds of the audience. Emphasisis
placed on spatia relationships. Patterns such asleft to right, top to bottom, north to
south, east to west are highlighted.

When presentations are arranged by topic, each main point becomesits own “mini
topic” within the framework of the whole. Thereisalogical subdivision to the
information. The topics that the presenter wants the audience to remember are
emphasi zed.
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In an informative presentation, asin al presentations, every piece of information
must relate to the main topic as part of alogical “chain” of information. Thereis
no middle ground; if information doesn’t add to the main message, it takes away
fromit.

It's also important to overcome the natural tendency to provide too much
information. But remember, lessis more; the less you actually say, the more the
audience will ultimately remember. They will have the silence they need to absorb
your information and make it part of their frame of reference.

And even when the purpose is to inform, every presentation must have acall to
action. The purpose isto motivate the audience to make the information part of their
everyday life. Theaudienceis being informed about atopic, but you attempt to
persuade them that the information is valuable to their professional, personal or
family lives. Informative speeches are characterized by such call-to-action phrases
as. “l want you to consider how what I’m presenting will affect your life...” or
“Think about it the next timeyou ...”

The Persuasive Presentation

Persuasive presentations encourage others to adopt your point of view or accept a
certain philosophy. In addition, persuasive presentations also strongly encourage
the audience to take immediate and direct action: write aMember of Parliament;
support a charitable cause with donations; sign up sponsors and run for cancer
research; compost garbage; approve a capital spending request.

In persuasive presentations, you want the audience to specificaly do— or not do —
something. And, generaly, this“do or not do” scenario can be divided into three
categories: Reinforce existing beliefs; neutralize hostile or opposing beliefs; form
new beliefs. Once the opinions are moving in the right direction, the next step isto
move the audience to action, and it’s important that they buy into the process and
take action sooner rather than later.

There are never any guaranteesthat you'll be effective with a persuasive
presentation, especialy if you' retrying to bring a predominantly hostile audience
around to your point of view. Infact, in that scenario, chances are it can’'t be done if
the entire audience is hostile. Aswe'll examine later in “handling hostility” (pages
88t0 90), if some of the audienceis hostile, this can be used to your advantage.
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But by employing the following strategies, you can increase your odds of successin
apersuasive presentation:

» Theinformation you present must be clear, reasonable and
supportable.

» Theevidence you supply must be carefully organized.

» Factual evidence should be used wherever applicable or reasonable.

* Anecdotal evidence should be supplied in sparing doses.

* Asameansof opening and closing your argument, consider
motivating your audience through the use of emotional appedl.

The Use Of Emotional Appeal

The use of emotional appeal is probably the most powerful tool with which to
motivate an audience. Such appea should be focused on the introduction and
conclusion of your presentation; the facts supporting your arguments should
occupy the main body of the presentation. Emotion should supplement logic, not
the other way around.

The best way to develop emotional appeal iswith ordered logic. For example, if you
were encouraging your audience to donate to alocal hospita for the purchase of
new equipment, you might choose to talk about one of those pieces of equipment —
ahigh-tech incubator that keeps precious little hearts beating and lungs breathing at
an earlier stage of premature birth than was ever before thought possible.

This particular piece of equipment, you tell your audience, is very expensive. But
it'salso very important. To set up your message, your introduction might talk about
“Jennifer”, who was born premature. 'Y ou might list her weight and her length,
sticking to the facts but letting the audience draw their own picture. “Place this
precious infant on a paperback,” you say, “and there will be room to spare. The
tiny hands are smaller than a paper clip. The feet are smaller than the nail on your
thumb.”

In thisway, you are using logic, but the way in which the logic is structured evokes
an emotional response. Inyour conclusion, you might draw attention back to
Jennifer and others like her, who can be helped through individual and corporate
donations.
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Establish Time-Bound, M easurable Objectives

Y ou are planning to deliver apresentation. Y ou’ ve carefully analyzed your
audience. Y ou believe you can tap into their common characteristics and provide
significant value, and that your message will meet their needs, wants and desires.
Now, to provide aframework for ensuring that your efforts pay off, you must
establish time-bound and measurable objectives. By establishing objectives, you
develop benchmarks. Without them, you cannot quantify your success, or work
toward improving it.

People often conduct presentations for a variety of reasons, many of which can be
extremely vague. And, at the end of the presentation, these people sometimes leave
the room with ambiguous feelings of success. Certainly, it feelsgood if the
audience responded to their message or laughed at their jokes. But the purpose of
the presentation is not to audition as a stand-up comedian. There are business
reasons for the presentation. Asaresult, it isimportant to set objectives for those
business reasons and work toward achieving them.

By setting objectives and measuring your success against those objectives, you can
determine whether you achieved what you hoped to achieve. If you did achieve
some success, what can you change or do differently next time out to improve your
success? If you're not achieving the results you should, how can you improve?

Deveoping an effective presentation takes time and effort. There may even be acost
involved. Your investment, whether personal or financial, must bring areturn.
Establishing objectives and measuring your results against those objectives will help
you determine whether the return you get out of the processis indeed worth the
investment you put into it.

Y our objectives must be time-bound and measurable. In other words, you must
achieve a specific result within a set time frame. If they’ re not time-bound and
measurable, they are not objectives. They are vague goals. If you settle on vague
goals, be prepared to settle for vague results.
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The objectives you establish for your presentation should be focused on two main
areas. the business results you hope to achieve; and the communications results you
hope to achieve.

Business Objectives

It'simportant that you establish objectives for the business purposes of your
presentation. Sometimes these objectives can be easy to quantify and achieve.
Sometimes they can be elusive. Much of this can be traced to whether you're
delivering a persuasive presentation or an informative one.

It can be relatively easy to define business objectives for a persuasive presentation.
For example, if you deliver a presentation to a management group with the intent of
getting a budget approved at the end of the meeting, your business successis
relatively easy to quantify. Did you get the budget approved by the end of the
meeting? If you did, you achieved your objective. If not, what could you have done
differently to achieve your objective?

However, with informative presentations it can be difficult to precisely define the
objectives you would like to achieve. For example, if you're providing a
management team with an update on a project and how you are currently proceeding
against plan, it can be difficult to define precise objectives. But you must make
every effort to do so. If you don’t, you will have difficulty determining your overall
success, and what you need to do to be even more successful in the future.

Without the ability to measure and track your results, you will not be sure that you
are generating the return you seek, based on your input in time, energy and other
resources. Without objectives, your presentations will be a series of hits and misses,
which will be frustrating. Setting objectiveswill help you determine where you hit
and where you missed, and where you can improve the next time out.
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Sample Business Objectives
For our “barking dog” presentation, we hope to:

 Convince council to immediately strike a sub-committee to further
investigate the issue and examine staff recommendations.

» Ensure that reporters attending the meeting understand the
significance of thisissue and portray the issue as one that can be
successfully resolved by monitoring broadcast news items and press
clippings generated within one week of the meeting.

For our new software presentation, we hope to:

 Ensure that managers understand the type of information we seek,
so that 80% of the information received by the deadline date can be
used directly with no changes or modifications.

» Convey the urgency to managers of providing us with information
on time, so that 90% of them get the information back to us by the
deadline date.

The objectives shown here are astarting point. They are aninitial benchmark. As
you improve your success with presentations, you may discover that you can do
better than what is shown above. If that occurs, raise the bar.

For example, in the second presentation you may set an objective that everyone
return the information to you on time, and that al the information received be used
with no modifications or changes. But remember, if you raise the bar, make sure
you continue to measure your success against any new benchmark, and use that
measurement as a springboard for increasing your success in the future.
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Communication Objectives

In addition to setting and measuring business results, you should set similar
standards to measure your communication results. This helps you determine where
you can make the process of absorbing your information even more effective for
participantsin the future. Logicaly, if you improve your communication
effectiveness, you will improve your business success.

Y ou measure your communication effectiveness by:
* Establishing time-bound and measurable communi cation objectives.

» Developing ways of measuring your success against communication
objectives through the use of a number of tools, such as distributing
(wherever possible) ashort survey, or feedback sheet, at the end of
your presentation to determine your effectivenessin achieving those
objectives.

Setting a benchmark and measuring your communication effectiveness provides
cheap insurance. If your presentation is not as effective as you would have liked,
you can often turn to your communication objectives to determine why. From the
audience’ s perspective, did you communicate effectively? If so, how? If not, why
not? And where can you improvein the future?

If nothing else, you'll rule out communication as a barrier to your success, which
will alow you to focus on other issues. Did you clearly define the need? Did you
meet this need with value? Did you effectively define the characteristics and
opinions of people attending the presentation? Did you clearly understand the
context of the event? Was your message tightly focused?

A sample communication feedback survey is shown as Figure 2 on page 30. This
will help you measure your effectiveness and enable you to examine your results on
the basis of the objectives you established. Feel freeto useit directly or asaguide
to help you in developing your own feedback systems.

Y ou can administer this survey in anumber of ways. It can be donefairly
informally over the telephone. Another way isto hand out the survey at the end of
your presentation. But when you hand out the feedback survey, respondents
names should be optional. Y ou want direct, honest feedback that will help you
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improve your presentations in the future. Honesty increasesif people fedl they are
submitting their comments anonymously.

Sample Communication Objectives

 Convince the mgjority of councillorsthat thisis an urgent problem,
but one that can be easily addressed, by monitoring questions and
feedback during the presentation and conducting follow-up
discussions with a cross-section of councillors and/or their
executive ass stants within two days of the meeting.

» Create atwo-way exchange of information with councillors that results
in them asking at least 25 questions during the presentation.

» Answer participants questions effectively during the presentation.
» Usevisua aids and other toolsin away that helps participants easily

understand the concepts, but doesn’t interfere with the message of the
presentation.

If you don't establish communication objectives and evaluate your progress against
them, and if you don’t achieve the business results you seek, you will have no idea
of what needs to be changed to enhance your success. Y ou will be operating hit-
and-miss.

And even if you have been relatively successful, the discipline of establishing and
measuring communication objectives will help you improve that successin the
future. You can determine what you did right and what you could have done better
— where you were successful in matching your message to the needs, wants and
desires of the audience, and where you could have improved — as a means of
enhancing your success in the future.
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Figure2
Presentation Feedback

Asameans of helping me to improve my presentations, | hope you'll take afew
minutes to compl ete the following survey.

On a six-point scale, where one means you strongly disagree and six means you
strongly agree, please respond to each of the following comments. After completing
thisform, please leave it face down on the table at the back of the room.

Strongly Strongly
Disagree Agree
The information presented was appropriate for
the venue and me, as an audience member. 1 2 3 4 5 6
Thelogic of the presentation was well-
structured. 1 2 3 4 5 6
The information presented was easy
to understand. 1 2 3 4 5 6
There was just the right amount of
information presented. 1 2 3 4 5 6
The information was presented at just
the right pace. 1 2 3 4 5 6
The presenter gave me lots to think about. 1 2 3 4 5 6
The presenter gave me timeto think
about each thought. 1 2 3 4 5 6
The visual aids reinforced the message. 1 2 3 4 5 6
Questions were answered effectively. 1 2 3 4 5 6
| felt comfortable listening to the presenter. 1 2 3 4 5 6

Additional comments;
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Develop Presentation Content

The primary rule of content for all of your presentationsisthat you only get to talk
about one main topic. Regardless of your main topic, stick to it. Although the
content of one presentation may include elements of another, and vice versa, savethe
details of second presentation for another time.

There are four distinct steps to devel oping the content of your presentation. Eachis
important to devel oping content that is clear, concise and tightly focused on the
needs of the specific audience in attendance. To develop content that adheresto the
principle of “lessismore’, you need to:

» Develop an overall framework of your presentation.

» Transfer this framework to a short “notes’ outline of the
presentation.

» Expand your content by either expanding your notes outline or
your original framework.

» Complete your content.

Develop An Overall Framework

Thefirst step in developing the content of your presentation isto put together an
overdl framework of six to eight sentences that will become the foundation of the
information you will cover. To start this process, draw a narrow rectangular box at
the top of ablank sheet of paper and write down the main theme of your
presentation in one sentence. This sentence must draw a strong link between your
message and the needs, wants and desires of the audience.

Onceyou have aninitia sentence that captures your theme, the next step isto state
the expected outcomes of the presentation, which you write down in a second
narrow box under thefirst. Thisisthe value of your message and/or your call to
action. In face-to-face communication, don’'t begin at the beginning. Begin at the
end (your call to action), and bring that ending to the beginning.

Y ou want to inform the audience, right up front, of why the presentation has vaueto
them and what you hope they’ll do with your information asaresult. Thisisyour
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call to action. It iswhere you must “ask for the sale” — what you hope the
audience will do or not do with that information at the end of your presentation.

You'retherefor areason. Tell the audience that reason right up front. Don't hide it
until the end or assume that the audience will draw the logical link between your
presentation and what you want them to do with the information you’ re presenting.
Tell them right up front and remind them again at the end.

In an informative presentation, you either want people to use or apply your
information. In apersuasive presentation, you want them to take immediate and/or
direct action. If you don’'t want the audience to do either of these, you must
guestion why you' re standing in front of them in the first place.

For example, in our “barking dog” presentation, the call to action would be: “By
the end of my presentation, | hope you’ll recognize that this problem can be dealt
with efficiently before it grows into a hot political issue. And we recommend that
you to strike aforma sub-committee to study the issue and review our
recommendations.”

For the software presentation, the call to action would be: “By the end of my
presentation, | hope you' I have aclear idea of the information we need from you
and your peopleto tailor the software solution to your needs, and that you'll get that
information back to us within two weeks so we can keep this project on track.”

Once you’ ve outlined the theme of your presentation and what you hope
participants will do with the information, the next step is to devel op three ideas that
support your main theme. These will be the main body of your presentation. Write
down each of these ideas in one sentence, each in its own narrow rectangular box.

Why threeideas? Because people tend to think in threes: yesterday, today,
tomorrow; past, present, future; top, middle, bottom; |eft, centre, right.
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Each idea must be directly linked to the main theme that you wrote down in one
sentence in the box at the top of the page. Thisisabasic principle of content for
presentations of all types. Information should form an unbroken chain from start to
finish. If everything isn’t linked together, the audience will fed you' re rambling.
And if this occurs, your business and communication results will suffer.

Once you develop three supporting ideas, the next step isto outline your conclusion.
The conclusion isthe “because” or “if” portion of your presentation. Thisis
where you recap your main points and restate your cal to action.

The basic framework of your seminar content should be clearly and concisely stated
in eight to 10 sentences. Figure 3 on page 34 graphicaly illustratesthis. This
model has then been applied to our “barking dog” presentation in Figure 4 on page
35.
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Figure3
The Basic Presentation M odel

To begin developing your content, draw arectangular box at the top of a piece
of paper and, in one sentence, define the single, most important message to be
contained in your presentation.

Once you define the single, most important message of your presentation,
draw five rectangular boxes underneath the larger box. Thefirst two boxes
and the last box (of the six boxes in total), form the introduction and
conclusion, respectively. Each of the three middle boxesisa singleidea, a
sub-heading that contributes directly to the main message.

Thisbox and the top box form the basis of your introduction. This box will
contain one or two sentences that tell the audience what to do or not do with the
information you present. Y ou may wish to use different types of introductions
— such as questions, astory, or an anecdote. If you use these tools, however,
remember that you must still get to the point quickly.

Thisisthe first sub-point of your presentation. Each of the sub-points must
relate directly to the main topic (the box at the top). If the sub-point doesn’t
relate, you have two choices. Change the sub-point. Or change the main topic.

Second sub-point of the presentation. Like each of the sub-points, this box
will contain one short sentence.

Third sub-point. Try to organize your presentations aong the “rule of

thirds.” Asageneral rule of thumb, there should be three sub-points relating
to the main topic, and three sub-sub-points relating to each sub-point. Follow
this guideline, and you will tend to follow the principle of “lessismore’ in the
content of your presentation.

The conclusion recaps the presentation — reminds the audience what was said
— often using “because” or “if” and restates your call to action. Don’'t
begin your presentations at the beginning. Instead, begin at the end and bring
it to the beginning. Tell them what you want them to do right up front.

Remind them once again at the end.
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Figure4
The Basic Presentation Model — Applied
“Barking Dog” Presentation

The single, most important message to be contained in your presentation
I’d like to talk to you today about our proposal to add new levels of
enforcement and penalties to our town’s “barking dog” bylaw.

The call to action (what you want the audience to do)

By the end of my presentation, | hope you will understand that taking action
now will keep a growing problem from getting out of hand, and we
recommend that you strike a sub-committee of council to study the proposal
further.

Sub-point #1
The number of complaints we're receiving isincreasing rapidly.

Sub-point #2
We have recommended changes to the bylaw by drawing on the benchmarks
and experience of other municipalities.

Sub-point #3
Changing the bylaw will promote neighborhood peace and harmony.

Conclusion

Because thereisarising incidence of complaints ... because other
municipalities have overcome similar challenges ... and because we al believe
that neighborhood harmony isimportant ... we would like you to strike a sub-
committee to examine this issue and our recommendations for resolving this
issue before it grows into alarger political problem.
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The framework on page 35 isabroad outline of our presentation. In this
framework, the entire presentation is summarized in about six sentences. Keep this
inmind. If you can't say it clearly and concisely in six to eight sentences, don’t
expect a 10, 20-, 30- or 60-minute time frame to save you. If your messageisn’t
clear in the shorter format, it certainly won't be clear in the longer one.

Transferring The Framework

Y ou started with six sentences. The next step isto transfer this short format to a
dlightly longer one — a short “notes’ outline of your presentation content. In an
effective presentation, you shouldn’t gather all your information and edit down.

Y ou should begin with a short format — six to eight sentences — and build up from
there.

The notes outline can actually double as a three- to five-minute version of your
presentation. Infact, if you only need three to five minutes of information, thisisall
you' Il need to complete your content.

Asyou'll notice in the “barking dog” example on pages 38 and 39, thereisn’'t a
grammatically correct sentence anywhere in the notes. This should always be the
case with notes unless you’ re quoting someone directly. Notes are an essential part
of an effective presentation and, at this point, it would probably be prudent to
discuss how notes can be effectively used.

Using Notes Effectively

Notes are a balance between a written script (speech) and no notes (ad-lib, off-the-
cuff or memorization). Y our speaking notes should be six to twelve word reminders
of each full idea, similar to what’sin Figure 5 on pages 38 and 39. And, unless
you’ re quoting someone directly, there should not be a grammatically correct
sentence anywhere in your notes.

When you’ re delivering your presentations, particularly in the early stages of your
public speaking career, you should always use good notes. “One note — one
idea’ is the adage that was often repeated during the Presenting With Ease!
seminar. Another adage that was often used isthat “if it isn’t in your notes, you
probably shouldn’t be saying it”, unless you' re responding directly to a question.
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Do your thinking when you develop your notes. Deliver your notes when you'rein
front of the group. Thisimprovesyour focus, and helps you communicate clearly
and concisely.

Each note should be your own “shorthand” of one idea, which represents from one
word to 20 words of speaking, depending on theidea. To deliver the notes, ook
down quickly to get one note at atime, then look up at the audience and pause. Use
the first pause to trandate the note into asingle full idea, but don't say anything
until you have that idea firmly fixed in your mind. Once you have the idea clearly
fixed, expressit at your normal rate of word delivery — as quickly asyou can get
the words out of your mouth.

Pause again before looking down to get the next note. Thisisthe “second pause’
that encourages the audience to think about what you've just said. Remember, the
audience needs time to think about each idea if they are going to “participate” in
your presentation and relate your ideas to their frame of reference and who they are
as people. Thisis also where you establish eye contact with the audience.

Do not try to ater the planned sequence of your notes as you' re delivering them.
Editing on the fly or ad-libbing will destroy an effective delivery. Not only will this
take you away from your plan, it may extend the length of your presentation,
creating time pressures that will ruin your ddlivery. If you try to convey too much
information, you' re not focused on communicating effectively. You're focused on
trying to get through it al in time.

Plan your plan when you' re away from the presentation. Thisiswhere you develop
your notes. Then deliver your plan (your notes) when you're there. Making it up
or editing asyou go is hard work; it islesswork to focus on delivering each
individual idea effectively. And not only isit lesswork, it significantly improves
your focus and enhances the communication process.

Using good notes will help you explain ideas in the simplest possible terms. If you
give your audience timeto think, they will take each smple idea and add their own
level of sophistication. This helpsthem “participate” in the delivery of your
information and allows them to personalize your ideas in away that makes those
ideas directly relevant to who they are asindividuals. Thisiswhen communication
works best.
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Figure5
Sample Notes Presentation
“Barking Dog” Presentation

I ntroduction

» Liketak to you today about proposal add new levels enforcement / fines—
barking dog bylaw.

» By end of presentation hope you will recognize action now can keep
growing problem getting out of hand.

o

endorse proposal / vote to pass bylaw recommendations.

* Todothat, I'll cover following points:

o

Number barking dog complaints increasing rapidly recent years.

Recommended changes draw on benchmarks / experience other
municipalities.

Changes promote neighborhood peace / harmony.

Sub-point #1

*  Number barking dog complaintsincreasing rapidly recent years.

o

Received less than 20 complaints/ year 1993 dogs barking 11 pm-7 am.

o

This year receive 20 complaints/ month.

o

No question growing problem / growing awareness of problem.
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Sub-point #2

* Recommended changes draw on benchmarks/ experience other
municipalities.

¢ All cases, complaint lodged by neighbor followed up.
¢ Complaint valid? — dog owner provided warning.
°  Complaints continue? — fines begin $50 / escalate from there.
°  Filing false complaint? — $500 first-time fine.
Sub-point #3
»  Changes promote neighborhood peace / harmony.
°  Reasonable to expect no constant barking overnight.

°  Experience other municipalities show less enforcement needed over
time.

°  Experience other municipalities shows allows neighbors focus being
neighbors.

Conclusion
* Becauseincrease in complaints now trend ...
»  Because other municipalities overcome similar challenges...
*  Because neighborhood harmony important ...

*  We hope you endorse recommendations: strike subcommittee review
recommendations/ implement solution.
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Expanding Your Content

There are two waysto expand your content. In the first method, you expand your
original notes outline. Y ou use this method to go from five minutes of information
to about 10 to 15 minutes of information. In the second method, you expand your
original six-box presentation framework. Y ou use this method to significantly
expand your content when you need more than 15 minutes of information.

The rule of thumb for presentation content, which we discussed during the
Presenting With Ease! workshop, isto develop enough material to fill 50 to 60 per
cent of thetime available for your presentation. In other words, if you have a 10-
minute time frame, you bring five to six minutes of information. This givesyou
some flexibility for when you start and allows the audience the opportunity to ask
questions throughout.

If you have a one-hour time frame, you bring 30 to 35 minutes of information.
Again, this alows you the opportunity to answer questions throughout. Of course,
if you're using a good set of notes in which you are sticking to the concept of “one
note, oneidea’, you'll know exactly how much information constitutes 30 to 35
minutes.

Expanding Your Notes Outline

In your notes presentation, you developed three sub-points to support your main
theme. Then you added three ideas to support each sub-point. To expand your
outline for up to 15 minutes of information, you would still keep to three sub-points,
but you increase the amount of information under each sub-point. Y ou may, for
example, have six ideas under the sub-point (three groups of two ideas) that directly
relate to the sub-point. Alternatively, you could have nine ideas (three groups of
three ideas) under each of the sub-points to get to nearly 15 minutes of information.

Figure 6 on page 41 provides an example of how this could be done. Thefirst
section of our “barking dog” presentation has been expanded. Instead of having
three ideas to support the sub-point, you' Il notice there are six. However, you
should aso notice that the six ideas are grouped into three sub-sub-points with two
ideas each. In other words, we are still following the “rule of thirds” ina
presentation. We have three sub-points relating to our main theme and three sub-
sub-points relating to each sub-point. This helps us adhere to the principle of lessis
more while ensuring our presentation is still an unbroken chain of information from
start to finish.
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Figure 6
Expanding The Notes
“Barking Dog” Presentation

Sub-point #1
*  Number barking dog complaintsincreasing rapidly recent years.

°  Received lessthan 20 complaints/ year 1993 dogs barking
11 pm-7 am.

°  Thiswasfirst year ever kept records.

° First timeissue hit city’s “radar” — became aware really
was issue.

°  Thisyear received 20 complaints/ month.
°  Morethan ten-fold increase seven years.
° Issuegoing from small blip to large one.

°  No question growing problem / growing awareness of
problem.

°  People not only looking at issue themselves/ talking to
neighbors & friends about it.

°  Complaintsisolated to specific neighborhoods but growing
— both # per neighborhood and # of neighborhoods.

You'll notice that Figure 6 dightly expands the amount of information provided,
when compared to the original notes outline (three- to five-minute version) of your
presentation. By the time you complete the introduction and conclusion of the
presentation, there will be about 10 to 15 minutes of information. Beyond this
threshold, you should consider going to a second method of expanding your
information.
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Expanding The Basic Presentation Framewor k

The second method of expanding your content begins with the initial six-box
“Basic Presentation Framework” you completed at the start of the process of
developing your content. Starting there, expanding the framework involves a
number of distinct steps.

First, you transfer the information in the first five boxes of the framework to the
introduction of your presentation. Next, each of the three sub-pointsin your content
are taken to the top of their own six-box format and six to eight sentences are
developed for each sub-point, and notes are made for each sub-point. Finaly, the
conclusion is completed using the last box asits starting point; the information
delivered during the presentation is recapped and the call to action isrestated. This
isgraphicaly illustrated in Figure 7.

At this point, you still must resist the urge to go into great detail within each section.
Keep thinking in fairly broad strokes. Thiswill help ensure that all information is
interconnected, will prevent you from getting bogged down in detail, and will help
you adhere to the vital principle of lessismore. Also, itiscritica that each piece of
information in your presentation be connected to what precedes and followsit. The
audience will be listening to your information and, as we' Il point out later when we
discuss effective delivery, people can think or they can listen, but they can’t do both
together. To keep them from drifting or becoming confused, your information must
be extremely logical and easy to follow. If participants spend too much time trying
to “connect the dots” in your presentation, they will have trouble listening to what
you're saying. They will giveup. You will losethem. And your business and
communication results will suffer.

Theinitia framework for our software presentation is presented as Figure 8 on page
44. Aninitial introduction is expanded in Figure 9 on pages 46 and 47. The sub-
points are each taken to the top of their own six-box format in Figures 10, 11 and 12
on pages 49, 50 and 51. From there, the six boxes for the first sub-point are
expanded into notes for that section of the presentation in Figure 14 on page 53.
The basic framework of the conclusion is mapped out in Figure 15 on pages 54 and
55.
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Figure7
Expanding The Overall Framework
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Figure8
The Basic Presentation Model — Applied
“ Softwar e’ Presentation

The single, most important message to be contained in your presentation.
I’d like to talk to you about the information we' |l need from each of your
areas in the next two weeks to customize our new E/Z Serve application to
your specific needs.

The call to action (what you want the audience to do)

By the end of my presentation, | hope you will understand the type of
information we need from you and the importance of getting your feedback to
us on time so we can keep this project on track.

Sub-point #1
We need you to get from your people information on the waysin which they
believe anew software package could help them serve their customers.

Sub-point #2
We have developed afew ssimple toolsto help you gather thisinformation.

Sub-point #3
We need this information back to us in a usable form within two weeks if
we're going to keep to our tight development schedule.

Conclusion

If you can get good information from your people ... and if you can use the
tools we' ve developed to format thisinformation ... and if you get this
information back to us on time ... we can ensure that the software will meet
your needs and that we' Il be able to stick to our tight development schedule.
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Thelntroduction

The introduction sets the tone for the entire presentation. 1t should help people feel
comfortable, yet get to the point quickly. The introduction should aso state the call
to action. Thisisthe value you provide and the “ask” for the next logical step in
the sales process.

Theintroduction in Figure 9 on pages 46 and 47 was developed for our software
presentation. It quickly getsto the point. It usesthefirst five boxesto outline the
main theme, states the call to action (what the audience should do or not do with the
information), and identifies in short sentences the overall topicsto be covered. It
also points out that questions will be taken throughout the presentation. Aswe'll
discusslater, alowing questions throughout your presentation, whenever and
wherever possible, isan important component of communicating effectively with
participants, and making your presentations two-way, participative and interactive.

Some may call our sample introduction afairly “dry” lead into the presentation.

Y et it captures audience attention, establishes common ground between the speaker
and the audience, and leads into the main body of the presentation. And it doesall
of those things while getting to the point quickly.

Potentially, there are a number of creative introductions that might be used to spice
up the start of your presentations, such as the use of suspense, asking rhetorical
questions, telling astory or creating contrast. These are covered later in the
“Completing Y our Content” section of this chapter. However, we know going in to
this software presentation that there will be tight time constraints. So we have opted
for this standard introduction as a means of getting to the point quickly and making
the best possible use of everyone' stime.

And that brings us to an important point. People often wonder if they should tell a
joke at the start of their presentation. The best answer is*“possibly, but probably
not”. If you're comfortable telling jokes (and relatively good at it), and if it's
appropriate, you may start that way. However, the joke must relate directly to the
main theme of your presentation. Otherwise, you run the risk of people
remembering your joke the next day, but being unable to remember much else of
what you said during the presentation. And remember, if the joke fallsflat, you will
have trouble recovering your composure. If you don’t recover your composure,
thereisahigh likelihood that your business and communication results will suffer.
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Y ou can capture attention, establish common ground and lead into the main body of
the presentation by ssimply stating right up front the main ideayou’'ll cover and what
you want the audience to do or not do at the end of your presentation — similar to
what appears below. In every presentation you conduct, bring your call to action to
the starting line. Let them know what you want them to do with the information
you're presenting. That way, they’ll be more inclined to listen, follow your line of
logic and figure out — for themselves — why they should do or not do what you're
suggesting.

Figure9
The Introduction Expanded

» Good afternoon.
* Asl think most of you know, my nameis Jane Smith.

° 1I’'m the project leader for the new E/Z Serve software package we're
developing to help improve the ways you folks serve your customers.

* I'd like to talk to you about the information we' [l need from each of your
areas in the next two weeks to customize the E/Z Serve application to your
specific needs.

* By the end of my presentation, | hope you will understand the type of
information we need and the importance of getting your feedback to us on
time so we can keep this project on track.

* | plan to cover three broad topics during my presentation.
° Firgt, I'll talk abit about the type of information we need from your people
on how they serve their customers and how they feel a software package

could help them.

° Second, I'll talk about the ssmple tools we' ve devel oped to help you gather
the right information.
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° Third, I’ll discuss how we need this information back to usin ausable form
within two weeks if we're going to keep to our tight devel opment schedule.

* At the end of my presentation, I’ll answer any final questions and wrap up.

° But | don’t want you to wait until the end of the presentation to ask
guestions. Infact, | hope you' Il ask questions throughoui.

° Arethere any questions so far?

* No? Then let’s get to the first section of my presentation ...

Filling In The Main Body

Now that we' ve expanded the introduction while getting right to the point, the next
step isto expand the three sub-points. To do this, you “lift” each sub-point from
theinitial framework and put it to the top of its own six-box format, and develop six
to eight sentences for each sub-point in the presentation.

The call to action for each sub-point isfor the audience to learn, understand and/or
apply the information contained each section. After dl, if you don’t want them to
learn about or apply the information, why are you presenting it?

Once you put the sentence from each sub-point to the top of its own six boxes, you
develop three sub-sub-points that support the sentence at the top. If you follow this
guideline, you will adhere to the “rule of thirds’. People tend to think in thirds:
yesterday, today, tomorrow; top, middle, bottom; left, centre, right. Structuring your
presentation in this fashion will enable you to cascade your informationin alogical
approach. 1t will aso help you adhere to the vital principle of lessismorein
developing your content.

The three sub-points of our software presentation arefilled in as Figures 10, 11 and
12 on pages 48, 49 and 50. Y ou'll notice that each sub-point is duplicated in the
first box on each of the next three pages. And notice that the sub-point doesn't
change when put to the top of its own six boxes. It stays the same. Once the sub-
points are at the top of their own six boxes, each section of the presentation isthen
sketched out.
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Figure 10
Sub-point #1 Expanded
Softwar e Presentation

The single, most important message to be contained in this portion of the
presentation (as drawn from sub-point one on page 44).

We need you to get from your people information on the waysin which
they believe a new software package could help them serve their customers.

The call to action (what you want the audience to do with the information
fromthis portion of the presentation).

By the end of this section, | hop you' |l recognize the importance of having
your people provide sound input into the design of the software package.

Sub-sub-point #1

Y our people are closest to our customers.

Sub-sub-point #2

They have valuable insights into how their interaction with customers could
be improved.

Sub-sub-point #3

To ensure this software will help them, we need their collective input.

Conclusion

Because they are closest to the customer ... because they have vauable
insights ... and because their collective input will improve the software
design ... we need their input and we hope you'll help us get it.
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Figure 11
Sub-point #2 Expanded
Softwar e Presentation

The single, most important message to be contained in this portion of the
presentation (as drawn from sub-point two on page 44).

We have developed afew simple toolsto help you gather their input.

The call to action (what you want the audience to do with the information
fromthis portion of the presentation).

By the end of this section, | hope you' l| understand the value of having your
people use dl their tools we have provided.

Sub-sub-point #1

We have three specific tools to help gather the information we need.

Sub-sub-point #2

It'snot vital that every employee use every tool; dividing them into groups
will be more efficient.

Sub-sub-point #3

We will aso give everyone the opportunity to provide additional input
beyond that of their specific group.

Conclusion

Because the tools are available ... because dividing employeesinto groupsis
mogt efficient ... and because everyone will have the opportunity to provide
input as they seefit ... we hope you' || encourage your people to usethe
tools at their disposal.
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Figure 12
Sub-point #3 Expanded

The single, most important message to be contained in this portion of the
presentation (as drawn from sub-point three on page 44).

We need thisinformation back to usin usable form and within two weeks if
we're going to keep to our tight development schedule.

The call to action (what you want the audience to do with the information
from this portion of the presentation).

By the end of this section, | hope you’ll commit to ensuring that your
people take the time to do agood job of helping us gather information and
get that information back to uswithin the time frame indicated.

Sub-sub-point #1

We will complete theinitial framework of the software package while your
people are gathering information.

Sub-sub-point #2

Wewill take about three weeks to incorporate their input once we receiveit.

Sub-sub-point #3

We will have a prototype available about two weeks after that, which will
keep us on schedule.

Conclusion

If we get the framework completed on time ... if we can incorporate their
input three weeks after that ... and if we can get the prototype completed two
weeks later ... we should stay on schedule.
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You'll notice that each of the sub-pointsis still only appears as a skeletal
framework. There are still only six to eight sentences for each sub-point. Thisis
important, because it will help ensure that your presentation doesn’t get bogged
downindetail. It will aso help ensure that the information you select for the
presentation is focused on exactly what the client needsto hear, whichis not
necessarily only what you feel compelled to tell them or what you’ ve gotten into the
habit of telling others. And, if you follow this process, you will be much more likely
to adhere to the important principle of lessis more, which we'll discuss at greater
length during the “Present Y our Message & Personality” section of this booklet.

The next step is to turn each sub-point into notes. As discussed previously, you
should aways deliver your presentations from notes (even your introduction and
conclusion, which have been shown here as sentences for demonstration purposes).

This has been done for sub-point number one on the following pages. Figure 13 on
page 52 isadirect duplication of sub-point #1 from page 48. Figure 14 on the
facing page is a short notes presentation for this section of the presentation.

The information on page 53 has been transferred directly from the six boxes on
page 52. Theinformation isturned into notes— i.e. no complete sentences
anywhere on page 53 — but has otherwise not been dtered. Transferring the
information directly and keeping the flow is important to ensuring that al pieces of
your presentation fit together properly.
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Figure 13
Sub-point #1
Softwar e Presentation

The single, most important message to be contained in this portion of the
presentation (repeated from page 48).

We need you to get from your people information on the waysin which
they believe a new software package could help them serve their customers.

The call to action (what you want the audience to do with the information
fromthis portion of the presentation).

By the end of this section, | hop you' |l recognize the importance of having
your people provide sound input into the design of the software package.

Sub-sub-point #1

Y our people are closest to our customers.

Sub-sub-point #2

They have valuable insights into how their interaction with customers could
be improved.

Sub-sub-point #3

To ensure this software will help them, we need their collective input.

Conclusion

Because they are closest to the customer ... because they have vauable
insights ... and because their collective input will improve the software
design ... we need their input and we hope you'll help us get it.
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Figure 14
Sub-point #1 Notes
Softwar e Presentation

This section presentation talk about how need get info on ways your people fedl
new s'w package help them serve customers.

By end this section, hope you recognize importance having your people have
input into software design.

Cover three things this section:
° Your people closest to customers.
° Your people have valuable insights — interaction with customers
improved.
°  Toensurewe help, need collective input.

Y our people closest to customers.
°  Dea with customers daily / constantly — sometimes many years.
°  Have gathered large knowledge base how interact customers — vice versa.
° Goad istap into insight — customize program better help their needs.

Y our people have valuable insights — interaction with customers improved.
° Suchinsights only help software development process.
° More gather up front / less reworking of software after prototype released.
°  Ensurethat entire process runs smoothly / minimize problems down road.

To ensure we help, need collective input.
° Don't want situation someone not provide input / not use software.
°  Want to ensureinput comes al sections/ al areas of staff.
°  Want do best try ensure software package meets needs wide range
customer service challenges.

Because your people closest our customers...
Because have valuable insghts.
Because wide range input important ...

°  Weneedtheir input ...

°  Wehopeyou'll help us get.

Copyright © 2001 Eric Bergman All Rights Reserved
Page 53



The Conclusion
The conclusion isthe “tell them what you told them portion” of your presentation.
It provides you with one last opportunity to tie everything together. It iswhere you

recap your main points and restate your call to action — what you want the audience
to do or not do with the information you present.

Like all aspects of successful presentations, concluding with impact means
maintaining proper balance and perspective. If you conclude too abruptly, the
audience will be startled. Conversely, you must not ramble aimlesdsly.

An effective conclusion begins at the very start of your presentation, where you told
the audience what you wanted them to do — or not do — at the end of the journey.
Once you're at the destination, you need to restate your intent. Tell them, in clear
and smple terms, and with all the professionalism at your disposal, what you want
them to do with the information you’' ve provided. Figure 15 provides a conclusion
for our software presentation. It recaps the information provided and restates the
cal to action fairly quickly. It also provides an opportunity to answer any final
guestions.

Figure 15
The Conclusion
Softwar e Presentation

* Inconclusion, I'd liketo recap what we covered during our presentation.

* Because getting input from your people isvital to the success of this
package ...

» Because we have devel oped tools the simplify the process of gathering
information ...

* Because we need this information back in usable form and within two
weeks ...

* | hopel our team can count on your support to help ensure this software
package will meet your needs and that we can stay on schedule.
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* Arethereany final questions before we wrap up?

<<PAUSE>>

» Thank you for allowing me the opportunity to present our ideas to you at
today’ s management meeting.

* If you have any questions over the next few weeks, please call or e-mail
me at any time.

* Thank you.

Completing Your Presentation Content

Once you' ve expanded your notes outline or your framework, the final stepisto
find information to complete your presentation. Y our job at thispoint isto find
statistics, analogies, stories and anecdotes to help bring your presentation to life and
make it relevant to participants. Thisiswhere you also begin to develop any visua
aidsyou need. And you'll notice that we recommend that visua aids come last, not
first, in an effective presentation.

Even if your organization has a“stock” presentation to serve a specific purpose,
thereislittle chance that you'll be able to pull out one of these presentations from
your marketing or public relations department, remove avisua aid or two, and be
ready to present the information to the audience. When the stock presentation was
developed, whoever developed it was saying “this information was perfect when it
left our hands’.

But how it left their hands has nothing to do with you or your audience. Your jobis
to ensure that the information in your presentation istailored to the needs, wants and
desires of each specific audience you're addressing. The only thing that countsis
whether the audience receives the information in your presentation and acts on it
when they do.

The true value of these off-the-shelf presentationsis the wealth of information they
contain. Infact, they amost aways contain too much information. Chances are,
you're going to have to take out agreat deal of information anyway, which
underscores the value of the approach presented in this booklet. Once you have
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your outline in place and your basic framework completed, you go to your stock
presentation and find the information to fill in the outline.

This means going to the stock presentation to find the “gems” of information that
will help bring your information aive in the minds of participants. These gems
include facts, statistics, anecdotes, stories, examples and, lastly, visual aids.

Develop the information in your presentation first. Visua aids should comelast. In
fact, whenever you have asituation in which you try to fit the visual aid to the
presentation, be cautious. Chances are, it won't work. It's better to develop agood
set of notes, and then develop visual aids to support the information contained in
your notes. When in doubt, |eave the visuals out and smply talk to your audience.

Creative Introductions

Effective introductions capture audience attention. They establish common ground
between the speaker and the audience. They lead into the main body of the
presentation. And they do al of those things while getting to the point as quickly as
possible.

The introduction sets the tone for the presentation. And, in your introduction,
briefer is better. The audience appreciates an interesting or creative opening. But
their patience runsthin if you don’t answer some very important questions right up
front: Why should they listen? What will they get out of it if they do? What,
precisely, you want them to do — or not do — as aresult of your presentation?

There are anumber of types of “creative’ introductions that can be effectively used
to gain audience attention, find common ground and lead into a presentation. In
developing an introduction, however, it'simportant to keep in mind that the creative
element should never overshadow the main message of the presentation. An
audience often appreciates creativity, but not at the expense of brevity. Y ou must
state your main theme and your call to action up front.

When in doubt, you can achieve these ends by simply stating — right up front —
what you want the audience to do or not do at the end of your presentation. Bring
your call to action to the starting line and let the audience know immediately what
you want them to do. That way, they’ [l be more inclined to listen, follow your line
of logic and figure out — for themselves — why.
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The following are some suggestions of different types of introductions:

Question

A question — or a series of questions— can help focus audience attention on the
issue you wish to discuss. Questions involve the audience immediately, particularly
if the questions are relevant to their frame of reference or need for information.

For example, if you were delivering a presentation on energy savingsin the home,
you might ask everyone in the audience to raise their right hand. From there, you
could ask a series of questions and, as those questions are answered, ask members
of the audience to lower their hands.

“Did you turn your thermostat up,” you might ask them, “when you got up this
morning (assuming the presentation is given in winter)? If not, lower your hand.
Did you take a shower using an energy-efficient shower head? If not, lower your
hand.

“Did you turn off the tap while brushing your teeth? If not, lower your hand. Did
you turn off the lights as you moved from one part of your home to another? If not,
lower your hand.

“Congratulations! Those people with their hands still up are starting their day with
energy efficiency in mind.

“What I’d like to do now is show you how easy it isto have energy efficiency asa
goa. And how aseries of little steps, taken on adaily basis, can save you money ...
and make you feel good about doing your part for our environment.”

Sory

Telling astory can be very effective. There are, however, afew conditions. The
story must summarize and capture the main message of the presentation. It must
gain audience attention and quickly lead into the main body of the presentation.
And, aboveadl, it must be short.

Stories are most often appropriate in longer presentations. But if they are succinct
and to the point — and if they add to the message — they can aso be applied to
presentations of less than 10 minutes.
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The following introduction comes from a* canned” 20-minute presentation
developed by the International Association of Business Communicators (IABC):

“Being here today reminds me of the story of Mert and Bert, two
Americanswho liketo hunt. On this particular occasion, they headed
to the far reaches of northern Canadato hunt moose. And after aweek
of hunting, both bagged a moose.

“When their pilot came to fly them out, he told them, ‘1 can’t fly both
of you, all your gear and these two big moose.’

““Why not? Mert asked. ‘Because the load will be too heavy and
wewon'’t be able to take off,” the pilot replied.

“They argued for afew minutes, then Bert said, ‘1 don’t understand.
Last year, each of us had a moose and the pilot loaded everything.’
‘Well,” said the pilot, ‘if last year’s pilot could doit, | guess| can
too.’

“So they loaded the plane. It Slowly and reluctantly lifted off and
headed toward the distant mountains. Unfortunately, the plane was too
heavy and it crashed into a mountainside.

“No onewas hurt. Asthey surveyed the wreckage, Mert asked,
‘Where arewe? Bert scanned the scene and answered, ‘ Oh, about a
mile farther than we were last year’.

“What I'd like to talk to you about today is benchmarking your
communication results. By the end of my presentation, | hope you'll
recogni ze that benchmarking can keep you from being like Bert &
Mert ... stubbornly doing the same thing over and over with very little
improvement each time out.”

Quote

A quote from arecognizable or famous personality can occasionally be used to
introduce atopic. The advantage of the quoteisit illustrates that someone else has
concisely expressed the message you are trying to relate. But, aswith al
introductions, the quote must relate to and enhance the main message.
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Quotes should be chosen from peopl e the audience knows. If you' re uncertain
about whether they know the person, make sure you explain the quote' srelevance
— both to the topic and to the audience.

For example, if you were discussing the importance of teamwork, it might be
appropriate to use the following quote from someone who pioneered the concept:

“ *Coming together is abeginning. Working together is success.’
“Who said those words? Henry Ford.

“What I’d like to do today is borrow from Mr. Ford’swisdom. Two
organi zations came together as aresult of a merger 12 months ago.
That was our beginning.

“Now it’stime to turn our focusto success. 1’d like to share my
thoughts on how we can work together effectively. And by the end of
my presentation, | hope to give you some tools and insights you can
useto help al of uswork together effectively, and build on our
success.”

uspense

The use of suspense can be an effective method of introducing a presentation,
particularly if it gets an audience to listen to a subject to which they might not
ordinarily listen. For example, the following introduction might be used to
introduce atopic that many people might not believe affects them directly:

“It costs more than $3 billion per year. It causes the loss of more jobs
than even our most severerecession. It kills thousands of Canadians
each and every year.

“The problem isnot war. It'salcoholism. And it affects each and
every one of usto varying degrees.

“What 1’d like to do today is give you some insight into recognizing
alcoholism among your family, friend and co-workers. By the end of
my presentation, | hope you'll be able to recognize aproblem if there
isone, and how to get help if it's warranted and, most of all, wanted.”
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Compliment

Most of us like to be complimented, and when a presenter does compliment the
audience at the beginning, it tends to make them feel important. While thisform of
introduction tends to be overdone by politicians, if used sparingly it can bea
powerful tool for encouraging the audience to feel good about the speaker and the
message he or sheis presenting.

For example:

“Thank you for the opportunity to be here this morning, and to
participate in this discussion on ‘ Funding Cutbacks: Doing more with
lessin the public sector.’

“Before launching into my perspective, I'd like to take a moment to
compliment your organization for having the courage to tackle thisissue
head-on. Particularly at atime when most others are hiding their heads
in the sand and hoping it will go away.

“1 know the deficit won't disappear by itself. You know it, too. And
that’swhy | am delighted to be here ... participating in aforum that will
hopefully charge the ‘idea bank’ ... and help us cope more effectively
with the challenge of deficit reduction in the future.

“I"d like to talk to you about how | believe we can do more with less.
And by the end of my presentation, | hope to give you some toals,
techniques and insights you can take back and apply to the challenges
you face on adaily basis.”

Provocative statement

The drawing power of the provocative statement istheway it usesan illustration to
create contrast. And, through this contrast, the audience is encouraged to view an
issuein anew light or from anew perspective.

For example, the following introduction was delivered by amunicipa politician
seeking re-election for a second term:

“Good evening ladies and gentlemen.
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“1I"d like to do something this evening that very few candidates for
re-election will do. 1I'd like to talk about the campaign promises |
made three years ago.

“For those of you who don’t remember my promises, | madetenin
1989. Of thoseten, | kept nine ... apretty good record.

“But I'd like to do something else a bit different thisevening. I'm
going to ignore the promises | did keep. And talk about the one
promise | didn’t keep.

“By talking about the one promise | didn’t keep, | hope to convince
you to vote for me so | can once again serve as your representative
on city council.”

Promise

Finaly, thereisan introduction that deliversapromise. To be effective, the promise
must be immediate, it must be redlistic and attainable, and there must be atangible
follow-through and benefit for the audience.

For example:

“During my presentation today, | promise to get you thinking a bit
differently about the socia programs and safety nets that we — as
Canadians— hold dear.

“1 personally believe that we cannot continue to be all thingsto al
people ... in the pension plans we offer ... in the health care systems
we operate ... in the welfare programs we support. During the next
20 minutes, I’ m going to demonstrate why | believe that ... and how |
believe our systems must evolve to take us to anew way of doing
things.

“By the end of my presentation, | hope you'll agree with me that by
dightly lowering our overall expectations—not much but alittle —
we can maintain our high standard of living indefinitely.”
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Concluding With Impact
There are two major goals of the conclusion:

1. Recap the main points of your presentation in away that reminds the
audience of what you said.

2. Restate your call to action.

Like all aspects of effective presentations, concluding with impact means
maintaining proper balance and perspective. If you end too abruptly, the audience
will be startled. Conversaly, you must not ramble aimlessly.

Concluding with impact begins at the very start of your presentation, when you tell
the audience what you want them to do — or not do — at the end of the journey.
Onceyou're a that destination, you should restate your call to action. Eveninan
informative speech, you must tell the audience, in clear and smple terms, what you
want them to do or not do with the information they’ ve received; how they could use
the information to improve their lives or what action they need to take in the future.

Thefollowing are afew examples of types of conclusions:

Summary of Main Points

A summary of the main pointsis adirect and straightforward way to end your
presentation. By listing what was covered — simply recapping your main points
and restating your call to action — you can once again briefly explain how each
point supports the main message.

In some cases, it may be possible to weave an additional messageinto the
conclusion when you're listing these points. There are, however, two qualifiers.
First, this additional message must, once again, support your main theme. And
second, it must be alogica extension of the information aready presented; the
audience must immediately say to themselves:

“Of course, why didn’t | think of that?” Or, “yes, that makes sense”.
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Tell a Sory
Aswith the introduction, a story told in the conclusion should be ssmple, short and
to the point. It should highlight the message, but do so with brevity.

The power of the story isthat it “hangs’ the message in the minds of the audience.
By recalling the story a day, week, month or longer after the event, they will
probably retain the main message and may even retain your supporting points as
well. Thismay help make the information contained in your presentation a part of
who they are as people.

Strive for Emotional Impact

Nothing drives home important points more effectively than emotional impact. Y et
concluding with such impact can be difficult because it requires a careful balance of
emotion and event. If that balance is achieved, however, the emotional close can be

very, very powerful.

For example, the following conclusion wrapped up Douglas MacArthur’ s farewell
address:

“But | still remember the refrain of one of the most popular barrack
ballads of that day, which proclaimed most proudly that:

“*Old soldiers never die; they just fade away.’
“And like the old soldier of that ballad, | now close my military
career and just fade away — an old soldier who tried to do his duty

as God gave him the light to see that duty done.

“Good bye.”
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Entertaining Presentations & /Or The Use Of Humour

Even a presentation that entertains, to a certain extent must also inform. But
presentations that are designed primarily to entertain are the most difficult to
prepare, especiadly for those people (and they are in the mgority) who have atough
timetelling ajoke.

To succeed in this venue, don't try to string together joke after joke. Instead, let
persona anecdotes, examples and stories do the entertaining. The best humour is
that which comes naturally; it arises out of the subject, audience, occasion or
situation. And, most often, this can be found in the stories you tell.

With humour, you always run the risk of offending someone, no matter how careful
you are. And when you alienate certain portions of your audience, chances are they
won'’t hear much else of what you say. They’ll be too busy thinking about what
you've already said.

Asa“golden rule” in the general use of humour, it must always add to your main
message. Every story you tell, every anecdote you use and every joke you relate
must directly support your main message. If it doesn’t, discard it.

The best (and safest) humour is a story or anecdote from your personal experience.
If handled properly, humour of this type presents minimal risk. Self-deprecating
anecdotes also work well.

Asafina note, humour must always be effectively paced. The audience needstime
to digest what was just said — the setup — and jump forward to the punch line.
Pausing is essential.
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Presenting Your Message & Personality

Y ou’ ve developed effective communication skillsin dealing with colleagues, clients
and others one-on-one. “But,” you may ask, “don’t | need to develop new skills
when | stand up in front of a group?’

The answer, in aword, isno. Granted, presenting your ideasto agroup is abit
different from presenting to clients one-on-one, or to small groups of colleagues.
But there are a great many similarities — perhaps more than you might imagine at
first. Our goal in this section of the program isto help you understand the skills
you’ ve devel oped one-on-one, and provide you with aframework for applying those
skills to the challenge of delivering your ideas to groups.

« Convey your message.

» Convey your personality.

Every time you stand up in front of agroup to deliver a presentation, you must
achieve two basic goals. First, you need to convey amessage. Indeed, if you don’'t
have a message to contribute — no value to offer the audience — why stand up in
thefirst place? Second, you need to convey your personality — who you are as an
individual and aprofessional. If “the medium isthe message”, your personality is
the window through which the message must travel to be received, understood and
acted upon by the audience.

In many ways, the second goal of conveying your personality isjust asimportant as
thefirst. If the medium isthe message, your success in conveying your message, to
alarge extent, depends on whether you successfully convey your persondlity. If
people don’t fedl you' re sincere, you won’'t convince them of much, whether one-
on-one or in a presentation.

Relaxed Conversation The Key

Y ou convey your message and your personality every day of your lifein relaxed
conversation. It doesn’t matter whether you' re talking to afriend, afamily member,
aclient, acolleague, or aprospect. When you talk to someone el se one-on-one, the
other person gets a sense of your message and of the person delivering it — you!
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The same appliesto groups. The people at your presentations have cometo hear a
message. |n listening to that message, they must also get a sense of your
personality. Thisiswho you are as an individual and a professional. If you try to
act or behave like someone other than who you are, the audience will senseit. If
they do, they will be reluctant to take the action you suggest later, and you will lose
the opportunity to build a mutually-beneficial relationship with them.

If you convey your message and your personality in relaxed conversation every day
of your life, it'snot alarge leap to also accept that relaxed conversation is, therefore,
your best possible communication style in presenting your ideas to groups. 1ndeed,
as the Presenting At Ease! workshop demonstrated, the more successful you are at
conveying your personality in arelaxed, natura style, onethat is as close as possible
to your conversational style, the more successful you will be at conveying your

message.

To understand relaxed conversation, it’s helpful to break the conversation process
into 10 fundamental principles. By understanding these principles, and how they
support effective face-to-face communication, you can sharpen your one-on-one
communication skills and effectively transfer those skills to the challenge of
delivering group presentations.

1. Your best styleisrelaxed conversation.

2. Beyourself.

3. Relaxed conversation istwo-way.

4. Relaxed conversation is receiver-driven.

5. Lessismore.

6. People can listen or they can think, but they
can’t do both together.

7. Peoplewon’t remember what you say, they will
remember what they thought about what you
said.

8. Beconversationa inyour delivery.

Think before you speak.
10. Silenceisvitd.
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Principle #1
Your best style isrelaxed conversation

Every day of your life, you have conveyed your messages and your personality
while engaged in conversation. Think of what happens in a conversation when one
friend is enthusiastically explaining a concept to another.

Thefirst person is doing most of thetalking. He or sheis enthusiastic, so the words
come tumbling out; the rate of word delivery israpid.

But there are many pauses. The person talking watches the receiver carefully,
looking for nods and *uh-huhs’ that signal the listener has gotten one piece of
information and is looking for the next. Sometimes, pauses occur right in the
middle of aphrase. They may last four or five seconds. If the receiver looks
puzzled at any point, the sender will probably backtrack, sidetrack or stop. He or
she may ask if there are any questions. Once the question or a series of questionsis
answered and a“milestone of mutual understanding” is created, the sender gets
back on track and moves the message forward.

These milestones of mutual understanding occur frequently in agood conversation.
They should become just as frequent in your presentations.

To do that, you must emulate conversation in your presentations. Y ou're not there
to “download” information. Y ou are there to create understanding that is based on
atwo-way exchange, and to facilitate an environment in which people can apply what
you tell them to their personal or professiona life.

If you see a puzzled expression, don’'t wait for the person to ask aquestion. Handle
it the same way you would in a conversation. Ask him or her if they have a question
or there is something you can explain more effectively.

And, wherever possible, allow questions throughout your presentations. But be
brief with your answers. Questions are an opportunity to create “ milestones of
mutual understanding”. But remember, you pass milestones. Y ou don’'t camp at
them.
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Principle #2
Be yourself

You are unique. Y ou have your own way of speaking and your own mannerisms —
how you talk, how you stand, how you hold your hands. To convey your
personality to a group, you must express yourself in amanner similar to theway in
which you express yourself one-on-one. If you are expressive with your hands
one-on-one, it's OK to be expressive with your hands when talking to agroup. In
fact, it' sessential. Conversdly, if you don’t use your hands much in conversation,
don’'t suddenly adopt animated gestures when you stand in front of agroup. You
will come across as plastic, contrived or phony — which will make it difficult for the
audience to trust you.

When delivering a presentation, you know it’s important to be on your best
behavior. You know there are certain standards you must meet. Y ou must dress
appropriately. Y ou must be attentive when someone asks a question. 'Y ou must
answer the question. But worry less about how you “present” yourself than how
you communicate with the members of the group.

Y our body language must be natural. And what is natural for you is probably not
natural for someone else, or vice-versa, which iswhy we hesitate in setting rules for
gestures you should attempt to emulate or the body language you should try to
convey.

To understand this, think of the gestures you make when you are enthusiastically
explaining a concept to afriend over the telephone. Who are these gestures for?
The person on the other end? How do they benefit from those gestures when they
can’'t seethem? Understand that those gestures are part of who you are asan
individual and are an inherent component of how you communicate. Bring them to
your presentations, and let them happen naturaly.

Professor David McNeill of the University of Chicago has been studying non-
verbal communication (body language) since 1980. Heisinterested in the gestures
people make when they communicate with others face-to-face.

In his studies, he has concluded that people communicate best when they create
unconscious and spontaneous gestures. They key words here are “ unconscious’
and “ spontaneous’. If you clasp your hands rigidly behind your back because you
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don’'t know what to do with them, you are neither “unconscious’ nor
“gpontaneous’. Y ou are not being yourself. If you're not being yourself, you are
not communicating your personality. And if you haven't conveyed your
personality, you will be inconsistent in conveying your message.

Be on your best behavior during your presentations. Y ou want to create a good
impression. Be open and attentive to the needs of the audience. But, most of al, be
yourself.

Principle #3
Relaxed conversation is two-way

To be effective, relaxed conversation must be two-way. Indeed, by definition, all
communication must be two-way. AsFigure 16 illustrates, in the basic
communication model, a sender encodes a message and sends it along a medium,
whereit is decoded by the receiver.

But communication does not occur until something comes back. Even if one person
does most of the talking in a conversation, he or sheislooking for the nods,
listening for the “uh-huhs’, and stopping to answer questions. The sender quickly
recognizes that a blank look meansthe receiver is not listening. He or she will
respond by pausing to let the listener catch up or asking if there is aquestion.

Y our presentations, like your conversations, must be two-way. If you treat people
with respect, and create atwo-way process in which their questions are answered
clearly and concisely, you stand a better chance of having them apply or act on your
message than if you stand in front of them and dump information on them.

Figure 16
Two-Way Communication

Sender Medium Receiver
<+ <
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Principle #4
Relaxed conversation is receiver-driven

In arelaxed conversation, the speed at which information goes from sender to
receiver isdriven by the receiver’ s needs, not the sender’s. If the receiver doesn't
signal that he or she understands — with a“nod” or by saying “uh-huh” —the
sender probably stops before moving on. If the sender doesn’t do this, one of two
things happens. The receiver keeps thinking about the previous idea and misses the
new idea, or the receiver stops thinking about the old idea (thereby virtually
forgetting it) and tries to keep up.

If you' re sitting one-on-one with your boss or explaining a marketing ideato a
colleague or team member, you will send information at arate that is based on that
person’s needs, not yours. If you don’t, the person will quickly lose interest and
the communication between the two of you will break down.

The same applies to your presentations. If you talk nonstop, you will quickly lose
your audience. Y ou will resemble the person at a party who has cornered someone
and talks their ear off. Of course, the more that person talks, the less the other
person actualy listens. And, the less he or she listens, the more the first person
talks.

In your presentations, make sure the information you' re sending is driven by the
audience’ s needs, not yours. If they are obvioudly thinking about the idea you’ ve
just conveyed, stop talking until they absorb it. And if you throw out an ideathat
creates puzzled expressions, it’s probably a good time to stop and ask: “Arethere
any questions?’.

Principle #5
Lessismore

Thelessyou say, the more your audience remembers. Thisisthe paradox of face-
to-face communication.

If you try to cram too much information into your presentations, you will not create
atwo-way exchange. And you certainly won't be recelver-driven. How can you be?
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The speed at which information travels from you to the audience is not driven by
their need for understanding, but your need to get through it all in time.

If you have one hour allotted for your presentation, bring no more than 30 to 35
minutes of information. This allows you to answer questions along the way and,
provided your answers are brief, get through your information in the allotted time.

Principle #6
People can listen or they can think,
But they can’t do both together

As human beings, we can listen or we can think. But virtually none of us can listen
and think at the same time. By definition, this means that you must pause when
delivering your presentations. And those pauses must be as full and as frequent in
your presentations as they are in your conversations.

Y ou want your presentations to be thought-provoking. However, don’t disturb
those thoughts when you provoke them. 'Y ou want people to think about what
you're saying and apply it to their personal or professional situation. But while
they’re thinking, if you're talking, they won't hear aword you say.

If your content is thought-provoking, members of the audience will find thingsto
think about. But if you talk non-stop, they will miss large portions of what you say.
They’ll rush to catch-up once or twice. After that, they’ Il giveup. And, if they give
up, your communication effectiveness decreases proportionately as they find
something else to think about during your presentation.

Principle #7
People won’'t remember what you say

People at your presentations will not remember your exact words. Instead, they will
remember what they thought about what you said — how they took your
information and applied it to their frame of reference. It isthis processthat truly
makes face-to-face communication effective
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But this process can only occur in silence, whether you give them that silence, or
they takeit for themselves. And remember, if they take that silence to think about a
previous ideawhile you' re talking about the next, chances are they can’t hear aword

you say.

If your paceis effective, and you allow the audience the time they need to take what
you say and compare it to who they are asindividuals, they will remember your
message over the long term. Thisiswhere communication really works, whether
one-on-one or to groups. And it isthis approach that will improve your
communication effectiveness during group and one-on-one presentations.

Principle #8
Be conversational in your delivery

If you' ve ever read the transcript of an interview or conversation, you' ve probably
noticed that people rarely talk in complete sentences. And if you participated in the
conversation from which the transcript was drawn, you were probably shocked at
what you saw written down. 1t makes much less sense when you read it than when
you heard it.

Thereisabasic pattern in relaxed conversation, asillustrated by Figure 17. Inthe
first step, which we refer to asthe first pause, the sender thinks about what he or she
isgoing to say (I think). Oncetheideaisformed, the sender expressesit (I talk). If
the sender is enthusiastic, the words come tumbling out at arapid rate of word
delivery.

Aseach ideais delivered, the sender stops talking and allows the listener to think
about what was just said (you think) — to absorb the ideaand relateit to a
meaningful frame of reference. During this second pause, the sender watches and
listens for the receiver’ s reaction (I watch/listen). Once thereisanod or “uh-huh”,
the sender forms the next idea (I think). And so on.

If you start watching people around you, you'll discover that this cycle occursless
than 20 words at atime during relaxed conversations. A similar pattern should
occur in your presentations. This, however, can be very difficult, particularly if
adrenaline isdriving the process. In that situation, it’s possible for pauses to be two,
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Figure 17
Pattern Of Relaxed Conver sation

/ LM\
| Watch/ I
11 sten Ialk

three, ten or even twenty minutes apart, especialy if the speaker doesn’t adhere to
the principle of “lessis more” and comes with too much information to begin with.
When this happens, the information becomes a non-stop stream to which it can be
extremely difficult for the audience to listen to and retain.

Remember that the audiences at your presentations are used to hearing conversation.
Each of usreceivesinformation that way every singleday. We need pauses to
absorb the information. If someone prepares a speech and readsiit to us, or talks
nonstop off the top of his or her head, we tend to tune out. On the speech side, as
soon as we hear perfect sentence structure, we know we' re being read at, not
communicated with. On the nonstop talking side, we know that the person really
doesn’t careif we think about the information, so we don’t bother.

Thisis one of the reasons why we recommend that you use notes, especially at first
in your development as a speaker. Use your notes to give yourself an ideato think
about before you speak. After you' ve formed the thought, expressit. And get the

words out quickly when you do.

After you' ve expressed the thought (a maximum of 20 words at atime), look at your
audience. Establish eye contact. Thisisthe second pause. In that pause, constantly

Copyright © 2001 Eric Bergman All Rights Reserved
Page 73



ask yourself: Arethey following what I’'m saying? If you see quizzical

expressions, ask if there are any questions, even if you'rein the middle of a
sentence. Y ou would do thisin aconversation or a one-on-one presentation. Do the
same thing in your group presentations.

Principle #9
Think before you speak

In a conversation, you take time to form each thought before you say it. You should
attempt to do the same thing at your presentations, although that can be much more
difficult because of the impact of adrenaline.

Adrenalineisreleased into your system as a physiological response to stress— the
stress of standing in front of the group. And adrenaline will have two effectson
your ability to deliver information at your presentations.

Firgt, it changes your time clock. It makes one second seem like eternity. Thetime
you' re taking to think through your ideas will seem like forever. Asaresult, you
will start talking before you're really ready. But don’'t panic. Stop talking. Use
your notes. Think through your next thought. Then start talking again. The pause
aways seemsinfinitely longer to you than it ever doesto them.

Unfortunately, however, the second effect of adrenalineisthat it inhibits your ability
tothink. Inastressful Situation, adrenaline creates the fight or flight response, and
there isn’t much thinking involved in either option. Thisis another reason why we
recommend using a good set of notes wherever possible.

It is aso why we recommend that, wherever possible, you allow questions
throughout your presentations. Questions are the best way to reduce nervousness,
and the stress and adrenaline it creates. As soon as the audience starts asking
guestions, the emphasis is taken off the formal presentation and moved toward
having amore relaxed two-way conversation — safer ground for someone who's
Nervous.

Resist the pull of adrenaline. Stop talking. Think through each thought. Start
talking again. Use good notes. Focus on delivering oneideaat atime. This gets
you off to astrong start.
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Asfor nervousness, by encouraging questions, you take the emphasis off a
presentation and switch it to an extended conversation. Never forget that the greatest
reducer of nervousness in public speaking is a question or two that you can answer
clearly, concisaly, and confidently.

Principle #10
Slenceisvital

There are two types of silence. Thefirst isfor you to think (the first pause). The
second is for them to think (the second pause). Before you say somethingin a
conversation, you think before speaking. And you amost always do so before you
answer aqguestion in aconversation. We call this silence the first pause.

In a conversation, after you express each idea, you ook to seeif the other person
has “gotten it”. Again, you do so while pausing. We call this the second pause.

During your presentations, remember that you' re not there to prove that you can talk
non-stop. You're there to provide information that people can think about and apply
to their personal circumstances. But remember, they can only think in silence —
whether you provide that silence or they take it for themselves.

If you lose your place or your audience, pause. If it’syou who'slogt, the pause
allows you to think about where you are, where you' re going, and what you need to
say to get there. If they’relogt, the pause will help them find their way back so they
can listen to your ideas again, and relate those ideas to their persona frame of
reference.

When You're Asked To “ Say a few words...”

In the vast mgjority of cases, you know when you’ re going to be asked to say afew
words. It's extremely rare when someone calls you up to the podium or the stage
completely out of the blue. Y ou will almost always get some notice, even if it'sonly
5 or 10 minutes.

If you' re the most senior executive at a company function paying tribute to
customers, for example, you know you will likely get asked to speak. Find out in
advance if that’ sthe case. If so, come fully prepared to with notes and a message to
convey (that adheres to the principle of lessismore), even if it'sarelatively informal
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event. If you're uncertain about your delivery, rehearse your remarks as you
normally would. And remember to bring your notes. Y ou may not need them much
if you'refully prepared. But if you do need them, they’ll be right there with you.

If you're actually at the event when you’ re asked to say afew words, you may only
have afew minutes. Our advice isto take the timeto develop afew notesto guide
the “conversation” you' re going to have with the audience. Analyze the audience
and event quickly. Think about what brought them all there in thefirst place, and tie
your remarks into that reason.

Find out of there are specific people you are supposed to thank or to whom you are
to pay tribute. Jot down their names (envel opes and napkins have been known to
serve this purpose!). Then think through the basic content model. Jot down one
idea (anote of only two or three words) that summarizes why you're al there and
another brief ideafor what you hope people will take away with them. Then jot
down afew words for three small sub-ideas that support this message and conclude
by thanking the audience, the people organizing the event and others, if appropriate.
In other words, your actual “presentation” should be no more than five or six
extremely short bullet points.

When you're delivering your notes, focus on oneideaat atime. Think, then speak,
and use both pauses. Thefirst pauseisfor you to think; the second pauseisfor
them to think. Berecelver-driven. Use the second pause to look for signs that your
audienceis “getting it.”

Try not to succumb to adrenaline. Measure your pace and be conversational in your
delivery. If you get into trouble, stop and gather your thoughts. Stop talking if you
start to lose your audience. Talking more quickly with even fewer pauses will not
bring them back. Silence will.

Use smple language. And, above al, remember that you’ re not being asked to
speak because you have areputation for talking non-stop. Y ou're being asked to
speak because you have something to say. Think about it. Say it. Then sit down.
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Using Visual Aids

In most business presentations today, the common practice isto insert ideasinto a
software package, project them directly onto a screen in front of the audience with
the right hardware — or print them out as a“deck” of overheads or a series of
handouts which the audience has in front of them — and assume that the end resullt
has a good chance of being successful.

But isthis as effective as some people assume?

Canadian media guru Marshal McLuhan, of the University of Toronto, coined the
phrase “the medium is the message.” If we accept Professor McLuhan’s views on
the subject, how does this concept apply to presentations? What is the “medium”?
And how does the message travel through that medium to be received, understood
and acted upon by the audience?

Visuals & Relaxed Conversation

Before turning to group presentations, let’slook at asimilar situation — a one-on-
one sales presentation. Suppose someone is delivering a message to one or two
prospects. The salesperson has a brochure that summarizes the features and
benefits of the product. It’'s colorful, dynamic, filled with pictures and charts, and
highly readable. Does the salesperson hand out the brochure while talking?

Probably not. Experienced salespeople know that if they do hand out the brochure,
the color draws the prospects' attention and the content keepsit there. Even if the
prospects struggle to listen, chances are the salesperson has lost them. Like all of
us, the prospects across the desk can’t read and listen at the same time.

Effective salespeople know, by either instinct or experience, that keeping the
prospects’ attention means communicating effectively when they have the chance,
and giving handouts at the end of the sales presentation. During the presentation
itself, the salesperson will make the exchange atwo-way process; he or she knows
that the speed at which information is presented should be determined by prospects
needs, not the salesperson’s need to get through it al in time.
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Compare thisto a“modern” presentation. Thistime, as a presenter to a group of
15 or 20 prospects (two of whom were the original couple and al of whom are
similar in age or other demographic characteristics), the salesperson has a software
package in which the colors, charts and words from the brochure can be copied,
pasted and projected onto a screen. The technology is marvelous. The presenter
simply clicksamouse, and thereitis.

Does the presenter use the technology if it'savailable? Probably. And oncethe
presenter starts developing visuals for this modern presentation, it’s tough to stop.
First there were only afew pictures. Then there were charts. By the time the
presenter is done, even his or her notes are projected onto the screen.

During the actual presentation, what does the audience do? Well, at the risk of
sounding repetitive, the color draws their attention. The content keepsit. And even
if they struggle valiantly to listen to the presenter, chances are he or she haslost
them.

If you've ever sat through a presentation and thought to yourself “they could have
printed out the visuas, sent me on my way, and | would have gotten as much out of
this presentation”, you know that the communication process can quickly break
down if visual aids are overused.

Must Achieve Two Goals

Earlier in this booklet, we discussed that you must achieve two goals every time you
deliver apresentation. Y ou must convey your message, and to do that, you must
also convey your personality. It'syour personality — not the software package on
your computer — that the message must travel through to be received, understood
and acted upon by the audience.

Visualsareaspice. And, like any spice, they can add flavour. But, used in excess,
they can ruin the meal.

In your presentations, learn to apply the skills you’ ve developed one-on-one to the
challenge of communicating with agroup. Relax. Be natural. Make the process
two-way and interactive (even if you' re doing most of thetalking). Don't let it
become a one-way transmission of information. And use your visuals as an aid, not
acrutch.
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Thereisno doubt that visua aids, if appropriate to the message and used properly,
can assist the communication process. Conversaly, thereis also no doubt that if
visuals are overused, are inappropriate to the message or are used improperly, they
can hinder the movement of the message from sender to receiver and back again.

One of the goals of Presenting With Ease! isto provide you with clear guidelines
for using visual aids effectively. The medium isthe message, and the medium is
you — whether you' re talking to one person or many.

The following pages recap the principles that apply for the use of visual aids and
some guidelines for using visua aids, whether you' re using aflip chart, overheads,
dides or computer-generated graphics. We have also applied our “visual
milestone” philosophy to the use of computer-generated graphics to our barking
dog presentation to illustrate how this process can be effectively used.

Principles For Using Visual Aids

» People can read or they can listen, but they can’t do both at the
sametime.

» If people have a choice between absorbing information through
their eyesor their ears, they will choose ther eyes.

* You put avisua up; peoplelook at it, read it, analyze it and think
about it.

* Whilethey’re doing that, they will have difficulty listening to
what you say.
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Guidelinesfor using visual aids

* Visuad aidsare an excellent way of helping the audience remember key points
— but only if used correctly.

o)

Every time you put avisual aid up while you' re talking, you run the risk of
losing the audience because they can’t read, think at listen at the same time.

°  With charts, graphs and pictures, try to let people know what they’ re going
to see before you show the visua, and then allow them to examineitin
slence.

°  Don't make your visuals the main focal point of your presentation.

» Before developing your visuas, develop your notesfirst.

°  When you've assembled your ideas, determine the points at which visuals
would enhance, or add value to, the message.

° Don't project your notes onto the screen; use “blank slides” or
“milestone” of one or two words between charts, graphs and pictures.

°  Thereisno middle ground with visuals. They either add to or take away
from the overall impact of your presentation.

° Limit what you put up on the screen. Lessismore.
* Visua ads should supplement your notes, not the other way around.
° Using your visuas as notes — regardless of whether 35 mm dlides,

overhead transparencies or computer-generated graphics — isless effective
than simply devel oping your notes and delivering them conversationally.
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When you use visuals, ensure that they are concise, clear and consistent.

° Focusonasingle point. Remove all nonessential information (duplicated
Spreadsheets, for example, should be converted to one usable picture).

°  When it comesto charts, graphs and pictures, tell people in advance what
they’re going to see. This makes the process of discovering your
information as efficient as possible for the audience.

Give the audience time to absorb the visual aid.

°  Theamount of time provided should be directly proportional to the
complexity of thevisual. If you watch the audience, you'll see when they’re
donelooking &t it.

Remember that using visual aids, like all aspects of face-to-face communication,
should be receiver-driven.

°  When the audience has had time to absorb, ask if there are any questions or
explain an element of the visual, if necessary, to help build understanding.

Keep your visuals simple and clear.

° Usealarge, readable typeface.

°  Try to use adark background colour with light type. And be careful. Some
background and font combinations ook great on a PC, but are unreadable

when projected onto a screen.

If you're using slides or computer-generated graphics, try to use neutral, non-
distracting images between the visuals.

° When you're finished with avisual, introduce this non-distracting image
screen (i.e. blank dlide) onto the screen and go on with your seminar.

°  With overheads, take the visua off the screen and/or turn off the projector
when the visual aid is no longer needed.
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If you don’t feel comfortable projecting a blank dide or turning off the
overhead projector, and feel you must use “word” dides, keep the number of
words to an absolute minimum.

°  What isin front of the audience should be visua “milestones’.

°  Theaudience should pass these milestones of one or two words in asplit
second, and not have to set up camp at them to get the meaning.

° Useoneword for each milestone wherever possible.
* Remember that one of your two primary goalsis to convey your personality.

° If visuals get in the way of that process, discard them.

°  When in doubt, leave them out ... and simply talk to your audience.
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Computer-Generated Graphics

There are very few absolutes when it comesto using visual aids. There are
principles and there are guidelines. Underlying all of theseisaneed to
communicate effectively.

However, there is one absolute. If put your notesin front of the audience, you will
be less effective than if you develop notes and use them in the way described in this
bookl et.

When using computer-generated graphics, you should use them as milestones. The
purpose of thisisto have aminimum of distracting information in front of the
audience.

The following outlines how a set of computer-generated graphics could be generated
for the barking dog presentation we devel oped earlier:

The Need For A
“Barking Dog” Bylaw

Presented by:

Jane Charles
Bylaw Enforcement Officer
January 24, 2001

« ComplaintsIncreasing

» Recommended Changes

» Neighborhood Peace
& Harmony
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= Complaints Increasing

Complaints Per Month
1993 - 2001

= Complaints Increasing

< Recommended Changes

<Neighborhood Peace
& Harmony

Recommended Action

Strike a subcommittee to review
options and draft new bylaw
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Answering Questions:
Making T he Process Two-Way

Some people believe that questions should be held to the end of a presentation, and
dealt with during afinal question and answer (Q&A) session. Our advice, however,
IS to encourage questions throughout your presentations wherever possible. Itisthe
best possible way to ensure that the presentation is a two-way exchange of
information and idess.

Whileit isimportant to answer questions from the audience asthey arise, itis
equally important to keep your answers short. This simple tactic will enhance the
communication effectiveness of your presentation. It will aso help you stay on
track and finish on time.

The Q& A process is the audience’ s opportunity to participate in your presentation.
Y ou've had your chance, now give them theirs. Thisiswherethey can best relate
your information to their specific needs.

L ooking For One Thing

Whenever someone asks a question, they are looking for onething: An answer.
They’ re not looking for another speech or presentation, or for dazzling footwork
that avoidsthe answer. If the answer is“yes’, they’ll want to hear it. And the
same applies if the answer is*“no”, “possibly”, “absolutely”, “eventually”,

“unlikely”, or “only under specific conditions”.

In your daily life, if someone asks“What timeisit?’, you don’t describe how the
watch works, that it is driven by a quartz mechanism, that the introduction of the
guartz mechanism led to the death of the Swiss watchmaking industry, or that Swiss
society has adapted so effectively that its unemployment rateis now aslow asit was
when nearly 45,000 Swiss workers were directly employed in making watches and
other timepieces. Instead, you probably look at your watch and tell them.

In your presentations, answer questions directly. And once you answer each one as
it'sasked, stop talking. Evenif it'sa“tough” question (i.e. one that challenges
you directly or touches on a sensitive areato your or your organization), you must
still answer it. If you ignore the question, if you evadeit or waffle in any way, the
audience will spot it and your credibility will be affected.
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The act of answering questions, by its very nature, implies participation. Thisis
where the audience can best relate your information to their specific needs. Let them
audience drive the process. And once you answer each question, stop talking.

Using The “First Pause’

Alwaystry to think before you respond to a question. Whenever you're asked a
guestion in a presentation (or even one-on-one), try to pause before answering.
Applying thefirst pause before answering a question has a number of distinct
advantages.

* Youlook confident.
* You can use the pause to examine the question before answering.
* You cantakethe time to think, and prepare the shortest possible answer.

* You compliment the questioner: “The gquestion was good enough that | had
to think before answering.”

* You establish a pattern in which difficult questions do not stand out.
* You maintain control of your emotions and the pace of the questions.

* You become a better listener, because you condition yourself to wait until the
end of the question before formulating an answer (i.e. you' re not thinking of
the answer while they’re talking).

Be careful with loaded questions (i.e. “ Given that you’ ve said this software will
never be ready on time, how critical isit that we get you the information by next
Friday?’) You must take out the loaded portion before answering. (Possible reply:
“1 didn’t say the software won't be ready on time. | did say we're currently behind
schedule. Having thisinformation to us by Friday will help put us back on
schedule.”)

Keep your answers short. And, after you' ve answered the question, stop talking.
Thisisthe hardest challenge of face-to-face communication — whether one-on-one
or with groups. If the audience wants more, they’ Il ask, especialy if you' ve created
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atwo-way interactive format in which they feel comfortable asking questions
because they know they will get the answer.

Logisticaly, if your answers are short, you can potentially handle more questions
than if your answersarelong. If you have atotal of 10 minutesin which to answer
guestions, 60-second answers means you'll only get four or five questions
(someone had to ask before you could answer); 20-second answers allow room for
20 or more questions; 10-second answers alow even more. When more questions
are asked, the session isreceiver-driven. This adds tremendous value to the
communication process.

When in doubt, opt for honesty over clevernessin the Q& A. And aways pick
reason over emotion. Even during tough moments, if you stick to reasonable
positions and prove your honesty, you will gain respect from the mgjority of
participants at the presentation.

Repeating a question when the audience has difficulty hearing is polite. However,
repeating aquestion to buy yoursdlf time doesn’t work. Y ou can, however, clarify
what someone is answering if you're not sure. Check with them or rephrase the
guestion and ask: “Was that what you were asking?’ Then make sure you pause
to form an appropriate answer.

Try to end the final Q& A session with aquick and (very) brief summary. Thisis
where you quickly recap the main points and bring closure to the process. Make it
obvious to everyone that the event is now over.

Figure 18
Three Acceptable Answers

There are three acceptable answers to every question you can be asked,
whether you' re asked that question one-on-one, or in agroup presentation:

* Yes, | havethe answer and hereit is.
* No, | don’'t have the answer but 1’1l get it for you.

* Yes, | do havethe answer but | cannot provide it to you.
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There are very specific cases in which you would use the third response — for
example, if providing the answer would divulge sensitive competitive information or
break client confidentiality, In every other case, the first two answers apply. Either
you have the answer and you'll provideit, or you don’'t have it and you'll get it.

Handling Potential Hostility

Hostility arises as aresult of issues. And an issueis*“an unresolved problem that
has the potentia of escalating into adispute”. Itis, quite simply, afight looking for
aplace to happen.

When someone “takes issue” with you or your organization, they are mapping out
theterritory in which that dispute islikely to be fought. Battle lines are drawn.
People line up according to the values, beliefs and/or opinions they hold.

Theoreticaly, every issue could potentially be mapped along a spectrum, going from
openly hostile at one end to openly supportive at the other. Those people with “no
opinion” are found somewhere in the middle. Thisisillustrated by The
Polarization Model in Figure 19.

Figure 19

The Polarization Model©

No Opinion

Openly Hostile Openly Supportive

If someone takes issue with you during a presentation, it feels asif they aretrying to
drag you out to the openly hostile end of the spectrum. Y our natural instinct isto
resist their pull with equal force, and to try to drag them out to your side of the
issue.
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You must resst thisingtinct. Thisiswherethefirst pauseis absolutely vital. You
will have the time to carefully examine the question and think through the best
possible answer. Y ou gain control by pausing, and you keep control by only
answering questions (not responding to statements or challenges) and providing the
shortest possible answers.

To be most effective, your answers should be positioned near the centre of the
spectrum. Thisisillustrated by Figure 20.

Figure 20

Positioning Your Response

Na Opinion
) This is whers .
Openly Hostile YoUr Fesponses Openly Supportive
should be
positionsd.
- -
Asg long as there B emotion This is the group with Try ko avoid positioning your
attached, you wil not changs which you can have the reporses at this end of the
these hostik opinions greabest impact by Spechum
taking the middle course |
Ermotion Logic “Gogic Ermotion

If you can occupy the middle position, the “high ground” asit is often called, the
hostile situation can be used to sway opinion in your direction.

With any issue, as opinions get further from the centre, the way that people respond
to the issue goes from alogical, rational framework to an emotiona one. What does
this mean to you? If you react to emotional hostility with open emotional support,
you might have an entertaining presentation, but thereislittle chance that anything
will be ultimately resolved by the exchange. While watching this dispute unfold in
front of them, all those who started out on the right-hand side of the spectrum —
supporting your perspective— will end up there. Conversely, al those who started
on the left-hand side of the spectrum — opposed to your viewpoint — will finish
there. Nothing gets resolved.
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If, however, you can construct messages that are logical, but supportive (and if you
can keep your cool during the situation, regardless of how tense it gets), you
accomplish agreat deal more. First, by conveying messages that supports their
previously-held beliefs, you reinforce all opinionsthat originally supported yours,
whether based in logic or emotion.

On the other side of the spectrum, as long as someone has an emotional attachment
to a perspective contrary to yours, you will never change their opinion, no matter
how hard you try. Sowhy try? It is appropriate, however, to acknowledge that they
have the right to feel the way they do, but don’t try to change their opinion through
the use of direct force.

Instead, your messages (the answers to the questions posed by the hostile
individual) should be based in logic, fact and reason. By staking out this ground, al
those with alogical opinion, even though it is opposed to your perspective, are the
people with whom you can have the greatest impact. For this group, two forces will
be at work.

First, if you present a case based on logic, they can compare your logic to theirsand
make areasonable, rationa decision. And second, they may not fee comfortable
associating with those whose opinion is based in emotion, even if those people are
on “their side” of theissue. By offering areasonable, rational alternative, you may
attract them to your perspective as a means of disassociating themselves from the
dissidents and zedlots at the outer fringe.
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Managing L ogistics

The purpose of this portion of the booklet isto help you understand the logistics
surrounding the process of actually conducting your presentation. By
understanding these logistics and preparing for them effectively, you lay the
foundation for ensuring that the entire event, from start to finish, isfocused on
hel ping you communicate effectively.

There are aways a number of details surrounding your presentation to which you
should pay close attention. For example:

*  What will bethe format of the presentation?

* How large (or small) agroup can you work with?

* How should you arrange the room?

* How do you help people fedd comfortable when they arrive at your
presentation?

» What isagood length of time for your presentation?

* How do you establish credibility at the start of the presentation?

*  What handouts should you include at the end?

Format Of The Presentation

There are two basic formats with which you should be familiar. In the first, you
conduct the presentation alone from start to finish. In the second, you partner with
others— such as colleagues, coworkers or other professionals — and take ateam
approach to conducting the presentation.

When you partner with others, either at a presentation you organize or one they
organize, try to play aleadership and consulting role with your partners. Encourage
them to take the same approach as you in defining the need, creating value,
understanding the audience, establishing objectives and devel oping messages that
meet audience needs. Give them encouragement and constructive feedback on their
ability to actually get up and deliver those messages.

If you are organizing the presentation, make sure that your partners have an
understanding of what you' re trying to accomplish. (Conversaly, if they invite you
to join them, understand what it is they’ re trying to accomplish. Astheir partner,
contribute as much as you can to the success of their presentation.) And, asearly as
possiblein the process, determine who isto do what. One person should act as
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host, or MC. This person welcomes the audience, introduces the partners and sets
the stage. Will the MC introduce each speaker? Or will one speaker introduce
another? How much time does each person (or each section) have in the
presentation as awhole? How should questions be handled? Should they be
allowed throughout (yes!)? How much additional time should be alowed for
guestions at the end? These are only some of the issues that, as ateam, you need to
answer well in advance of your presentation.

On your own, or when partnering with others, make sure you develop an entire plan,
from start to finish, of what will be discussed. Be aware that when you partner with
others, you can't control how long they talk, and this may create time pressure. |If
your partners do not adhere to the principle of “lessis more”’, some questions from
participants may be left unanswered. And, if the presentation finishes | ate, there will
be little or no time for networking or discussion after the presentation. Work out
signalsin advance with your partnersin the event they need to be more brief in their
responses.

In al formats, make sure all messages are focused on the needs of the audience.
And stress to your partners the importance of “lessis more” in delivering their
information.

Size Of The Group

In theory, if you are being conversationa in your delivery, the size of the group
shouldn’t matter. Y our message, and how it's delivered, should be similar whether
you're talking to two people or 1,002.

But redligtically, with less than 75 participants, you should be answering questions
throughout your presentations. Beyond that, it can be difficult to create atwo-way,
interactive format. People may fedl intimidated asking questions. 1t may also be
difficult for everyone to hear the questions asked.

One value of a presentation is that people can ask questions, and then assess your
ability to answer them. With larger groups, some people may never ask the
guestions that come to mind. And that’s a shame, because it doesn’t give you the
opportunity to demonstrate your ability to answer the question, and your
professonaismin handling it. They may walk away with questions unanswered.
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Room Arrangement

The arrangement of the room is almost always dictated by the physical space

available. Inall cases, work with the limitations or opportunities available. When
you have a choice, there are anumber of potentia waysin which the room can be
arranged. Figures 21-24 illustrate a number of these.

The bottom line, however, isthat you must learn to work with whatever you're
provided. Try to keep the physical distance between you and the audience to a
minimum. Make sure that everyone can see the flip chart and make sure that

everyone in the room can read whatever information you project onto a screen.
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Figure 24
Theatre Setup
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Y our primary goal in arranging the room isto create an interactive environment. Try
to keep the physical space between you and the audience to aminimum. Try not to
be so close that you're “in their face”, but if you have a choice between four meters
and two, choose two.

If you're using overheads or computer-generated graphics, you should dim the
lights nearest the screen, but the room should be light enough so you can establish
eye contact with the audience. If you can’t see participants, you can't tell if they
agree with what you say or if they have aquestion, or even if they are still awake!
When in doubt, leave the AV out, and smply talk to your audience.

The most important consideration with room arrangement is to be flexible and
adaptable. If aroom contains alarge boardroom table, you must adapt your
presentation to the space available. Work with what you’'ve got. The room
arrangements should not get in the way of interactivity. Make people fedl
comfortable. Help them relax the same way you would if you were meeting them at
their office or yours. And, above al, communicate effectively with them.
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M ake People Feel Comfortable

Wherever possible, arrive early (up to one hour) and be ready to go at least 30
minutes prior to the start of your presentation. Thiswill alow you to check the
room, set up, and make changes if necessary. Then you can relax and greet people
asthey arrive.

At your presentation, be agood host. Introduce yourself to participants as they walk
through the door. Shake hands. Find out their names if possible. Y our goal should
be to make the entire experience, from start to finish, as comfortable and welcoming
aspossible.

Offer refreshmentsif they’re available. Then gently encourage people to find a seat.
Once everyone is seated, start your presentation. And awaystry to start as close to
the advertised time as possible. If stragglerswalk in, don’t put them on the spot or
embarrassthem. Smile at them and invite them to find aseat. Let them get their
bearings and find a seat as you continue with your presentation.

Establishing Your Credibility

Establishing your credibility means providing a short synopsis of what enables you
to stand up in front of this group to deliver information to them. This outline should
be asummary of who you are. It should be no more than 100 words. And you
should attempt to tailor your background to the nuggets of information you
discovered during your analysis of the audience.

If someone introduces you, provide that person with a short written introduction that
outlines your background, your experience, and what you' re there to talk to them
about. Thisintroduction should not be along litany of accomplishments. It should
give people an overview and provide just enough information to help them
understand you are capable, willing and able to help them achieve their godls.

By the same token, if you' reintroducing partners at your presentation, include
enough information to provide aflavour of why they’re attending as an expert. But
don’'t go into great detail. Each introduction should not exceed 30 seconds.
Participants need to know that they’re listening to a qualified professional, but they
don’t need to know the intimate details of how that person got there. More details
can aways be provided in a handout.
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Finish On Time

It'simportant to finish your presentations on time. And being on time usualy
means finishing abit early. Thisallows an opportunity to network. And networking
with participants before, during and after the presentation isimportant to building
mutually-beneficial business relationships. If you finish late, plan on having people

disappear quickly.

Finishing early will aso give people time to provide you with the feedback you seek
as you work toward evaluating your business and communication success. Thisisa
good time for you to hand out your feedback forms. Encourage people to complete
the evaluations and |eave them at the back of the room. If they have thetime, the
chances of them doing so increases dramatically.

Handouts

Y ou should provide people with any handouts at the end of your presentation, not
during it. And any booklets, brochures, flyers or other materia produced by you or
your organization that support your presentation messages should be included in the
handout. Be focused with the information you provide. Distribute your handouts at
the end of the presentation, unless you' re prepared to have participants reading the
handouts during your seminar — and not listening to what you say.
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Evaluating Y our Success

Evaluating your success means determining whether or not you’ ve achieved your
business and communication objectives. It isaso where you ask yourself one
important question: “What can | do to be even more successful in the future?’

Asyou look back on your presentation, you can evaluate your success on the basis
of two factors, the communication effectiveness you achieved and the business
results you achieved.

When it comes to communication effectiveness, there are anumber of signsthat can
help define your success. If you get lots of questions during the presentation, that’s
agood sign — especidly if people are taking what you say and asking questions
around their personal circumstances. Thisindicatesthat people are applying what
you say to who they are asindividuals. You will also probably be more successful

if you felt like you were too short with your answers. This means you probably
kept your answers short, which probably led to more questions and created more
interactivity.

If, on the other hand, you keep thinking to yourself that participants are asking
guestions on topics you just covered (and you' re wondering why they weren't
listening), something’ s not right. Ask yourself whether thisistheir fault, or yours.
Chances are, you need to pause more frequently and focus on creating a two-way
exchange. Thissimple tactic will give people time to absorb what you' ve said
before you move on to the next idea. 1t helps them listen more effectively.

Another method of determining your communication success, which has already
been discussed, is to ask participants to complete a short survey, or feedback sheet,
at the conclusion of your presentation. The purpose of getting thisinformation isto
help make the process of absorbing your information even more effective for
participants in the future.

But keep this feedback separate from your response cards. 'Y ou want direct, honest
feedback that will help improve how you communicate in the future. And you want
that feedback from everyone, not just those who may provide you with positive
feedback. Reading the negative feedback and using it as an opportunity to improve
in the future is an important element of continuous improvement.
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On the business side, carefully evaluate your business results. Were you planning
to have city council strike a subcommittee? If so, did they? If not, why not? If you
wanted people to provide you with strong input into the development of a software
package, was their input what you hoped it would be? If not, could you have done
anything different to improve the input you received? To find out, follow up with
people at your presentation and get their input. Y ou must measure your business
results so that you can make small improvements from each and every presentation
you conduct.

Thisiswhere your communication objectives, established at the beginning of the
process, pay huge dividends. If you didn’t achieve the business results you were
seeking, avariety of factors may have contributed. Was your message appropriate
to the needs, wants and desires of the audience? Did you meet their expectations?
Did you answer questions clearly and concisely? Did you keep your answers
short? How does your perception of these factors compare to what you received on
the feedback sheets?

Whatever the reason, it’simportant that you identify it and determine whether or not
you can take steps to enhance your business and communication effectivenessin the
future.
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Conclusion

The god of Presenting With Ease! has been to provide you with a series of practical
tools that you can apply to enhance the business results you generate as a result of
the presentations you deliver. But there is no substitute for practice. Conduct some
presentations and, as you do, keep anumber of factorsin the back of your mind.

First, understand the strategy should comefirst. Many presentations ssmply miss
the mark because people begin developing their content as the first step in the
process. They feel that they know what they want to tell the audience, but they
forget that it’sjust asimportant (if not more important) to understand what the
audience needs to hear.

Second, set objectives for your presentations. Make sure there' s areason for every
one. Thereasons can vary and, by extension, so will the objectives. But if you're
going to put something into the process, you must get something out of it.

Third, stick to the models for devel oping your content. Know what your time frame
is and use the appropriate process for developing your information. These models
will help ensure that your information is clear, concise and focused, and keep you to
the important principle of lessismore. Develop good notes. Usethem. And
remember that visual aids come last in the process, not first.

Fourth, try to relax when you're delivering your presentations. Breathe deeply
before you go up. Develop strong notes and take them with you; preparation isvita
to managing nervousness. And encourage questions throughout your presentation.
As soon as you start answering questions, the nervousness will decrease
sgnificantly. You'reno longer delivering a presentation. You're having a
conversation.

Findly, evaluate your effectiveness and use the evaluation to improve in the future.
People often talk about continuous improvement. Developing the skill of delivering
effective presentations is continuous improvement at its highest possible form.
Nobody can be successful al the time, especially at first. Use your successes and
your failluresto improve in the future. They are learning experiences. If you can do
that, you can increase the number of successes and decrease the number of failures
over time.
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Always L ooking For Feedback

Thank you for attending Presenting With Ease! By now, you have received a
framework by which you can design, plan, implement and eval uate presentations that
are focused on achieving specific communication and business objectives.

If you have success stories, or any ideas you have that will help improve the
program or the booklet that accompaniesit, I’d be delighted to hear about them.
Please fed free to contact me any time by phone at (416) 410-EASE, by fax at (416)
410-3273 or by e-mail at At_Ease@compuserve. com.

Good luck!

Y ours Sincerely,

Eric Bergman, ABC, APR
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