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FOREWORD

Ninety-eight years ago, William Jennings Bryan wrote:

The age of oratory has not passed; nor will it pass....As long
as there are human rights to be defended; as long as there are great
interests to be guarded; as long as the welfare of nations is a
matter for discussion, so long will public speaking have its place.!

It is irrefutable that public speaking shall always have its place.
However, it is indisputable that in the ensuing century since William
Jennings Bryan wrote those words, the “age of oratory” has experi-
enced significant change. Bryan also wrote, “The press, instead of
displacing the orator, has given him a larger audience and enabled
him to do a more extended work.” Yet, it is precisely because “the
press” has changed that oratory has changed as well. The press that
Bryan referred to was solely a print medium; in 1906, radio was still in
its infancy and television would not arrive for another four decades.

As radio, television, and other media evolved, so did oratory.
Today’s orators, who frequently depend on the media of electronic
mass communication, must speak differently than orators of a cen-
tury ago. Today’s orators must be more concise. Though clarity was,
and still is, a primary communication goal, today’s orators must in-
clude an added dimension: brevity. As author Roger Ailes wrote, “To-
day we’re all tuned to receive information much more quickly, and we
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get bored in a hurry if things slow down. The video age has sped up
our cognitive powers.”

Unquestionably, today’s audiences listen differently. Therefore,
today’s oral communicators must speak differently. In the pages that
follow, Dr. Brad McRae and David Brooks have written a definitive
guide for 21st-century speakers. This book will serve as an invaluable
reference for those who wish to understand the techniques, methods,
and strategies that enable today’s orators to be effective when speak-
ing to today’s increasingly impatient listeners.

As an Irishman, I come from a land steeped in a history of elo-
quence. As a Toastmaster, I respect those who speak with precision
and purpose. Consequently, I revere those whose finely framed words
delight the ears, challenge the intellect, and stir the soul. With The
Seven Strategies of Master Presenters you will learn what Mark Twain
meant when he wrote, “Lord, what an organ is human speech when it
is played by a Master.”

Ted Corcoran
President, Toastmasters International 2003-2004



PREFACE

More than $6 billion dollars is spent on training and presentations
in North America every year—and this figure does not include the
indirect costs of paying employees while they attend training and
presentations. This is an enormous investment of time and resources.
Sadly, many of these presentations are poorly designed, poorly delivered,
and poorly received. However, when a presentation is exquisitely de-
signed and masterfully delivered, the audience members are moved to
see the world differently than they ever saw it before and is inspired
to achieve more than they ever thought possible.

If we spend this much time either giving or attending presenta-
tions, why is the return on investment (ROI) so low? The answer is
that most of us have had very little formal training in how to improve
our presentation skills. The good news is that there are dozens of
excellent courses available to improve presentation skills. At the same
time, there are many excellent books to help us learn to develop and
enhance our presentation skills. However, there is an area that has
not been fully addressed by any of these books. None of them address
the skills and strategies necessary to be a Master Presenter. That is
the focus of this book: how to develop the strategies used so effec-
tively by Master Presenters.

The emphasis of this book is on development and practical appli-
cation of presentation skills and strategies. These skills and strategies
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can help you become a more effective presenter, regardless of whether
you are giving a one-on-one presentation, a presentation to a small
group, or a presentation to an audience of a thousand or more. This
book is designed to be highly interactive. It contains many exercises,
each one carefully constructed to help you develop and enhance your
content, delivery, and presentation style. You will learn how to make
your presentations more memorable, actionable, and transferable to
the workplace so that they have both an immediate and a lasting
impact. You will also learn how to obtain salient feedback so you
absolutely know what is working and what needs to be improved. By
actively involving yourself in these exercises, you can watch yourself
improve and grow as a presenter.

—Dr. Brad McRae and David Brooks



INTRODUCTION

People are the common denominators of progress. ..
10 mprovement is possible with unimproved people.

—John Kenneth Galbraith, The Affluent Society'

Why are presentation skills so important to the progress of orga-
nizations and to the careers of individuals who give them? The follow-
ing examples answer this question especially well.

Rudolph Giuliani became the face of despair and the symbol of
determination after the tragic events of September 11, 2001. In fact,
he spoke so well that he became known as America’s mayor. In his
book, Leadership, Giuliani’s presents strategies for making and deliv-
ering a dynamic presentation. Five of those points follow.

“Develop and communicate strong beliefs”

Mayor Giuliani communicated his beliefs about reducing crime,
welfare reform, improving education and police protection every
chance he got. As a result, everyone knew what he stood for and what
he stood against.
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“Don’t save your best argument for last”

Giuliani states that the first five minutes are the optimal opportu-
nity to get the audience’s attention. He advises us to not save the “...best
argument for last, when maybe only a third of them are listening.”

“Use facts to build your case”

There are many instances when presenters need to use facts and
objective criteria to make their case. During his tenure as mayor,
Giuliani wanted New Yorkers to know that progress was being made
and that more progress would be forthcoming. Among the facts that
he used to demonstrate that progress was being made were that crime
fell by 57 percent, shootings fell by 75 percent, the murder rate fell by
two-thirds, funding for the New York school system increased by
$4 billion, and the economy created more than 485,000 new private-
sector jobs.

By reading Giuliani’s book Leadership, you will see that the mayor
used facts, statistics, and objective criteria every chance he got to
build his case for what New York needed and for what New York had
accomplished. Building a strong case and building a strong presenta-
tion are both based on facts.

“Be able to explain and simplify”

Mayor Giuliani is a master at explaining and simplifying. He com-
bined this skill with his ability to develop and communicate strong
beliefs in economic prosperity for the City of New York and in the
welfare of its citizens.?

“Challenge the audience and challenge yourself”

Mayor Giuliani believes that the purpose of the annual State of
the City address “...wasn’t simply to report whether the city was in
good or bad shape [but] to produce a blueprint for what I hoped to
achieve[—]...the idea behind the speeches was to set a direction for
the city.” His goal was to challenge the people who worked for the
city, the citizens of New York, and, most of all, himself.*

The second example that illustrates how important presentation
skills are is seen in Lee lacocca. Through his superb presentation
skills, Iacocca saved the Chrysler Corporation. lacocca became the
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pitchman on television for Chrysler, telling all who would listen: “If
you can find a better car than Chrysler, buy it.” He made presenta-
tion after presentation to the dealership network convincing them to
stay with a Chrysler. Likewise, he negotiated wage concessions with
the unions and negotiated loan guarantees with the United States Con-
gress to keep Chrysler afloat. The loan guarantees were repaid seven
years ahead of schedule. Iacocca was being paid only one dollar a year
in salary with stock options as an incentive. He used his presentation
skills to turn around a failing company. In the process, he turned
himself into a multi-millionaire.

In his book, Youve Got to Be Believed to Be Heard,” Bert Decker
compares Lee Iacocca and Lawrence Rawl. Lawrence Rawl was the
president and CEO of the Exxon Corporation during the Exxon Valdez
environmental disaster. In 1989, that ship ran aground and spilled
more than 11 million gallons of Alaskan oil in the straits of Prince
William Sound. In countless media interviews, Rawl steadfastly re-
fused to acknowledge the seriousness of the problem, either for the
people of Prince William Sound or for Exxon’s business. The oil spill
blackened more than 1,300 miles of pristine Alaskan shoreline.

When asked about the cost of the clean up, Rawl said that the
impact on Exxon’s bottom line would be minimal. By the fall of 1992,
the company had spent $2.1 billion on cleanup efforts. The $5 billion
it had to pay out in punitive damages was the largest ever awarded in
a pollution case!® After the Exxon Valdez spill, thousands of Exxon
customers mailed their Exxon credit cards back to Rawl. Ten years
after the Exxon Valdez, consumers still had a negative view of Exxon
based on how poorly the crisis was handled at the highest level in the
company.

In his book, Decker asks a most interesting question: “What do
we think would have happened if Lee Iacocca were president of Exxon
and Lawrence Rawl were president of Chrysler during the time of
their respective crises.” Decker’s question makes an exceptional point.
These men probably had similar 1Qs. However, their EQ (emotional
intelligence), which includes their ability to communicate and present
during a crisis, were as different as night and day.

This example illustrates that how we present ourselves and our
messages can have a powerful impact on how well we are perceived
and how well we perform. Whether speaking to one person, to two or
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three in a meeting, to hundreds in an auditorium, or to tens of thou-
sands through mass media, presentation skills matter. The ability to
present clearly, credibly, and confidently is important to us individu-
ally, and to our organizations and communities.

This book is devoted to understanding and mastering the Seven
Strategies of Master Presenters and it will show you how to take your
presentation skills to the highest level possible.

The Seven Strategies were developed by carefully reading the lit-
erature on effective presentation skills, by interviewing 26 of the top
presenters in North America, and by interviewing some of the top
speech coaches.” It was further developed in the classroom, by teach-
ing these strategies and skills to people from all walks of life who
attended our courses on the Seven Strategies of Master Presenters.
Through instruction and testing, people in our classes improved dra-
matically, progressing from average to good and from good to great.

In this book, we look at the critical differences between Master
Presenters and their less successful counterparts. We explore the
importance of gaining an audience’s trust and establishing credibility
as a presenter in the first few minutes of any presentation. We then
examine the power of the “slight edge technique” and illustrate incre-
mental improvements that will make it easier to develop these most
important skills. We also look at why most people fail to develop this
critically important skill set, leaving their more presentation-savvy
counterparts’ careers to soar while theirs do not. Lastly, we provide a
means for you to survey your current presentation skills and deter-
mine your developmental needs.

Determining What Matters Most
About a Presenter

Most courses that teach High Impact Presentation Skills ask the
participants to do an exercise in which they list the qualities of the
best and worst presenters they have ever seen. This is a good exercise
and one that we have used ourselves. Recently, however, we learned
how to ask a much more powerful question that goes to the founda-
tion of successful presentations. That question involves looking at
some of the presenters who have had the most impact on us and de-
termining what accounted for that impact.
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Just as astronomers look closely at the light from distant stars to
try to figure out historically how the universe was formed, Master
Presenters look to the past, in particular at their favorite and/or most
influential elementary school, junior high, high school, or university
teacher in order to determine why those teachers were so influential.

For example, when one of our seminar participants thought back,
he realized that one name stood out from all of the rest: Mrs. Goltz.
His description of Mrs. Goltz follows.

I have spoken to as many of my old high school friends as 1 could find.
One of the most amazing things about these reunions is that affer everyone
catches up on what has happened to all of their friends, frequently the conver-
sation turns to one particular teacher—onr junior-year English teacher—
Mrs. Goltz. She tanght with a passion and intensity that is bard to describe
in words. And it wasn't just about English literature. 1t was much deeper
than that. In addition to reading some of the best English literature, her
classes were a voyage of discovery.

Somebow we all ended np with literary nicknames in Mrs. Goltgs class.
Sometimes she chose the name; sometimes other classmates gave us the namse. I
became so taken with Steinbeck that one of my classmates started calling me
Steinbeck. After reading The Grapes of Wrath, I became interested in
social justice, and Mrs. Goltz gave me a biography of Gandhi to read. An-
other student, who eventually became a psychologist, was called Frend. If you
have seen the movie Dead Poet’s Society, that’s the type of influence Mrs.
Goltz had on her students and that is the type of culture we had in onr
classroom.

In the exercise that follows, we ask you to think of such a teacher
from your past. Yes, we know it is out of the ordinary to jump right
into an exercise while still in the Introduction, and we expect that
many of you will be tempted to skip it. However, it would be a mistake
to do so. This exercise will help you to determine the teachers whom
you found most influential and, more importantly, why you found
them so effective and memorable. You will find that the teachers you
list were memorable or influential for a specific reason. That reason
was important at that time in your life and that reason may still be
important now. That reason may be a message from the past—a vital
suggestion as to how you should change or enhance your current pre-
sentation style.
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Note: For all the exercises presented in this book, please use a
separate notebook.

S AERARSALE.
EXERCISE
INTRO-1

Think about your favorite, most memorable, and most in-
fluential teacher from elementary school, junior high or
middle school, high school, and college or university. What

were the characteristics that made that teacher so out-
/ standing? Why do you remember that teacher more clearly,

more fondly, and more intensely than all of the others?
Write down your recollections for each of the following
headings. You do not have to fill in all of the categories, only the ones that
stir intense and fond memories.

+ Recollections of my most memorable/influential
elementary school teacher(s).

+ Recollections of my most memorable/influential junior
high or middle school teacher(s).

¢ Recollections of my most memorable/influential high
school teacher(s).

¢ Recollections of my most memorable/influential college/
university professors/teachers.

HHHHHHHHE
EXERCISE Which aspects of your favorite or most influential teach-

INTRO-2 ers do you most wish to emulate, and how will you do it?

/

Through analyzing our students’ examples, our own observations
of expert presenters, and from reviewing the literature, we found that
five factors were consistently used to describe these Master Present-
ers. The five factors were:

1. Credible
2. Competent
3. Compatible
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4. Caring
5. Dynamic

One way to help remember this is to think of 4 Cs and a D, or 4 CDs.

1. Credible

Keynote presentations are at the pinnacle that is the very top of the presentation
business. Very few get there, and even fewer survive. They are paid large sums of
money for usnally very short presentations. Master Presenters know that they have a
very short period of time to establish their ABCY, which stands for Authenticity,
Believability, and Credibility.

—Warren Evans, Certified Speaking Professional

Likewise, Edward R. Murrow said:

To be persuasive, we must be believable.
To be believable, we must be credible.
To be credible, we must be truthful.

Among the factors that contribute to credibility as a presenter are
honesty, authenticity, and accurately telling the audience what you
will cover and sticking to it.

Being honest as a presenter means that we have to present the
most accurate, up-to-date material possible. If a question is asked,
and we don’t know the answer, we should say we don’t know the an-
swer, and will do our best to find out.

We must be authentic in that we must practice what we preach. In
talking to meeting and event planners about their war/horror stories,
one factor that audiences will absolutely not forgive is an inauthentic
presenter. High on the list of inauthentic presenters are the egotisti-
cal know-it-alls, who not only think they know everything, but who
also let audiences know how lucky they are that these speakers have
taken the time to speak to a group of lesser beings. A second, but
equally unforgivable, authenticity sin is when a presenter gets caught
not practicing what is being presented, such as the stress management
expert who becomes inordinately stressed because something isn’t
working in the session, the detail management expert who does not
end the session on time, the technical expert whose information is
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blatantly out of date or just plain wrong, or the high-tech presentation
expert whose equipment won’t work.

We must be absolutely clear as to what we will and will not cover.
In training and workshop situations, most presenters rightfully ask for
the participants’ expectations. The presenter can very effectively use
this information to align his or her presentation with the audience’s
expectations. It also affords the presenter the opportunity to negotiate
what can and cannot be effectively covered. For example, in Brad’s
negotiation course, he does not specifically cover union/management
negotiations, because the purpose of the course is using negotiating and
influencing as personal and interpersonal effectiveness tools. He does,
however, cover strategies and skills that can help in the effectiveness of
all negotiations. If the participant is specifically interested in union/
management negotiations, other courses and books are recommended.

It is equally important to encourage people to pass if their expec-
tations have already been covered. If you, as the presenter, are re-
spectful of the participants’ time, you increase the likelihood that they
will be respectful of your and each other’s time.

2. Competent

As a presenter you have two minutes to demonstrate that you are
competent. If you don’t demonstrate it within the first two minutes,
you can still do so, but it will require much more time and effort.
Master Presenters establish their competence in numerous ways:

¢ Based on their experience.
+ Based on their research.
¢ Based on synthesizing the research of others.

¢ Based on their dedicated study and in-depth
understanding of their material.

One of Brad’s techniques is to use the participants’ expectations
of what they want to learn in the session to explain some of the most
interesting research on the negotiation process. This is effective for
two reasons. First, it is unexpected and we have never heard other
presenters present some of their in-depth material during the time
that they are gathering the participants’ expectations. Second, the re-
search that he presents is so well thought out and so powerful, it gives
him instant credibility. For example, when Brad teaches The Seven
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Strategies of Master Negotiators course, invariably, one participant will
mention that he would like to be more confident in his ability to nego-
tiate. At this point, he presents research on the “Eight competencies
that differentiate effective senior managers from their average coun-
terparts.” Because one of the competencies is self-confidence, he dem-
onstrates how Master Negotiators developed their self-confidence by
developing the other seven competencies. Brad also gives the partici-
pants a newsletter that summarizes the scientific research on the eight
competencies so that participants can concentrate on the material
rather than try to take copious notes.

The act of presenting the material and then supplying a copy of
the material in the form of one of his Negotiation Newsletters enhances
Brad’s credibility. A third way Brad establishes his credibility is by
handing out a copy of his annotated bibliography that lists more than
125 books and films.® Likewise, if you have written an article or a
book, this is the time to have it on hand.

FERTOEEIOO L
EXERCISE
INTRO-3

Part 1: Master Presenters establish their competency as

early as possible in the presentation. The material that is

presented must be incredibly clear, powerful, and purpose-

§§ ful. In your notebook, please list any techniques and/or

/ tools that you have seen Master Presenters use that es-
tablished their competency early in their presentation.

Part 2: List one or two tools or techniques that you will
use to establish your competency at the earliest point possible in your next
presentation.

3. Compatible

I think when you are “up on stage” you are not delivering a message. Rather, you are
establishing a contact between soul and soul. The listeners want to know who you are,
and what you are life, before they will hear, really hear, anything you have to say.
They want to know what you have in common with them, and what you have that is
unique to you, from which they may learn. Both strands are important. “Who are
you?” is the foremost question that every listener brings to your presentation.
Therefore, if you think in your head that there is some role you should play, some
other presenter that you shonld “be like,” some style of another that you should
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emnlate, then you are ducking the foremost question on their mind. The key style of
your presentation should be that you are just yourself.

—Richard Bolles

One of the most efficient ways to learn is to learn from the expe-
rience of others. This process is called modeling. We watch how “the
model” does something and we incorporate that behavior into our
own repertoire. Psychological research on modeling demonstrates that
we feel more comfortable with and are more likely to model behavior
of people who we feel are more similar to us. Therefore, you need to
establish your compatibility with your audience within the first two
minutes.

Master Presenters do everything within their power to be, or at
least appear to be, compatible with the audience members. One way
Brad does this, after being introduced as the author of several books
on negotiating and influencing skills, and having studied negotiating
skills at the Harvard Program on Negotiation, is by remarking, “You
would think that someone with all that training could get his kids to
clean up their rooms.” First, it is true. Second, it makes him human,
and third, it demonstrates that all of us have some negotiations that
are more difficult than others. As this example demonstrates, one of
the best ways to demonstrate compatibility is with self-depreciating
humor. Likewise, David is often introduced with the following: “David
has spoken in all 50 U.S. states, every Canadian province, and 12 coun-
tries.” Then, in his opening remarks he says, “I need to clarify one
point you heard in my introduction. It’s true that I have spoken in 50
states, 8 Canadian provinces, and 12 countries, but I have to be hon-
est with you. In eight of those 12 countries, it was just to ask for
directions.”

In the same vein, Master Presenter Harold Taylor establishes his
compatibility with his audiences by explaining that he had to develop
time-management skills because his business was failing, his marriage
was failing, and he had bleeding ulcers. Harold’s droll and dry sense
of humor makes it easy for anyone to identify with him. Contrast this
with a well-known presenter whose introduction makes him or her
sound like a superman or a superwoman: the person who overcame
everything and, in addition to raising six children, has adopted 28 oth-
ers, is on the board of every charity, and is an Olympic athlete. Unlike
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the superman or superwoman presenter, people in the audience can
identify with Harold.’

Master Presenters make sure that they are seen as being compat-
ible with the members of the audience. This is especially true if we are
from different ethnic and/or professional cultures. Our intuition, when
it is on, can help us form a bond of compatibility with our audience.
For example, Brad had the privilege of presenting The Seven Strategies
of Master Negotiators to a Native Band Council. During the session
Brad told the story of an eye accident that happened to his daughter
along with his efforts to reduce the likelihood of this type of accident
happening to other children. For this session, Brad told this story
much earlier than usual. Because most North American aboriginal
cultures are so strongly child-centered, his story helped him form an
early bond of compatibility with the course participants. However,
when our intuition is off, it can have the opposite effect.

4. Caring

I think that the very first thing that a Master Presenter does is that be or she doesn’t
think about teaching or presenting, but about learning and connecting. And so that
the very first thing that they do is focus on the individnals in their andience rather
than_focusing on themselves. They do not seek to tell, they think to influence. They do
not seek to communicate, they seek to connect. They don't believe it is something you do
to an andience, but something you do with an andience. They understand that their
purpose is not to speak, but to serve.

—Nido Qubein, Certified Speaking Professional

Nido is talking about the old maxim that, “People don’t care how
much you know until they know how much you care.” Although pre-
senters may be able to fool their audiences in the short run, they can
never fool their audiences in the long run. It is also true that excellent
presenters, who did care at one point in their career, can become so
enamored and burdened by their success, that the caring has been
worn out of them. One way to find out how caring you appear to your
audience is to ask several people who have seen you present to rate
you from one to 10 on how caring you appear to be. You can also ask
someone who has seen you present in the past if you come across as
more or less caring in a current presentation. Lastly, you can also ask
this question in a more formal way by including it on a presentation
evaluation form.
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5. Dynamic

In an economy of more—more ads, more e-mail, more meetings—the only scarce
commodity is attention. If you want to get people’s attention, whether during a formal
presentation, a casual conversation, or a chance meeting on an airplane, you have to

offer a compelling performance.

—Curtis Sittenfeld, Fast Company, September 1999

Aundiences want to see a presenter at his or ber best. That means, were you to
momentarily think of yourself as a log, they want to see you when you are burning
most brightly, and when your energy lights up your whole being. That ahwvays comes

Sfrom one thing, and one thing only: and that is, from speaking on a subject that you
care passionately about. A presenter willing to speak on “any subject”—say, one that

a commiittee assigns to them—inbether or not they feel passionate about it, is a

presenter who is willing to appear at their worst. “Best” comes from energy, and
energy comes from passion that lights up your whole being. There is no way aronnd
that fundamental truth.

—Richard Bolles

Master Presenters bring hope, motivation, and energy to audi-
ence members. The people they are presenting to can feel the energy
level in the room increase. They also find it difficult not to pay atten-
tion. If you want to hear some of these Master Presenters in action,
you can order copies of their audio and videotapes from Convention
Cassettes Unlimited." Several of the tapes that we highly recommend
are Motivational PEG Session by Mark Victor Hanson (co-author of
Chicken Soup for the Soul) NSA National Meeting, July 2001; Presen-
tation Magic by the Motivator by Les Brown; and Crafting Magical
Moments by Jeanne Robertson, NSA National Meeting, August 2000.
The amazing thing is, you can feel how powerful these speakers are by
listening to their tapes.

Part of being dynamic is being forward-looking. It is extremely
unlikely, no matter how good a presenter you may be, that you will
deliver a real barn burner by asking the participants in your audience
to maintain the status quo. Master Presenters, on the other hand, give
their audiences both the hope and the means to move themselves and
their organizations up the performance escalator to the next level.

Now that we have established that Master Presenters are cred-
ible, competent, compatible, caring, and dynamic, we have to find out
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how they got to be that way. One of the secrets to becoming a Master
Presenter is the “Slight Edge Technique.”

The Slight Edge Technique

One of Brad’s favorite sayings is, “Real change, like aging, takes
place slowly.” Using the Slight Edge Technique helps ensure that we
make the changes we want to make, and reinforces the power of in-
cremental improvements.

The slight edge is a matter of presence of mind—rknowing what you
are doing at the moment you are doing it.""

—Kenneth Wydro, anthor

The Slight Edge Technique involves both developing a particular
skill and being able to use it intentionally. In other words, the Slight
Edge Technique means being a student of the game, and gaining enough
experience to know exactly what to do and when to do it. Studies of
elite athletes, musicians, and actors demonstrate intentionality in ac-
tion. Master Presenters have attained that same high degree of inten-
tionality and mastery. There are many speakers who have trained just
as hard at giving presentations, but lack the degree of intentionality
and mastery to make them runaway successes.

Among the factors that contribute to intentionality are willing-
ness to:

+ Work.

¢ Invest in your career.

¢ Give up on other interests to focus on professional
speaking.

¢+ Set SMART (specific, measurable, attainable, realistic,

and time-limited) goals.

Get to know your audience each and every time.

Read and keep current in your area of expertise.

Solicit salient feedback.

Be outside of your comfort zone.

Find the best coach to help you move to the next level.

* 6 & o o
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The Power of Incremental Improvements

In major league baseball, a batter who gets two hits ont of every 10 times at bat is
called a .200 hitter. A .200 hitter [won't last long in the major leagnes.] But a
hitter who gets three hits out of every 10 times at bat is a .300 bitter and considered
a great success. In the current market, 300 bitters are often paid with millions of
dollars.”

—Kenneth Wydro

Small incremental improvements yield drastically better results
because the power of incremental improvements is about growing inch-
by-inch. Jan Carlzon, former president and CEO of Scandinavian Air-
lines Systems, recognized this when he said, “It is easier to do 1000
things 1-percent better than to try to do one thing 1000-percent better.”

Master Presenters Develop
Reciprocal Rapport

Most, if not all, of these skills are dependent on one’s ability to
develop a message and deliver that message effectively. Master Pre-
senters do everything in their power to build a strong, powerful recip-
rocal rapport with their audience—and they do it within two minutes
of beginning of their presentation. Master Presenters can do more in
two minutes and have a stronger rapport with their audience than
other presenters are able to achieve in an hour, two hours, a full day,
or even a week. This begs the question as to how Master Presenters
are able to achieve such a high degree of rapport.

Master Presenters achieve this by applying the following four
methods, and/or combinations of methods:

1. Increase the audience’s level of expectations/
aspirations and deliver over and above what the
audience expects.

2. Continually demonstrate their level of expertise and
mastery ofthe subject.

3. Demonstrate that their methods of delivery are at an
“Oscar level” of performance.

4. Prove to the audience members, beyond a shadow of a
doubt, how they will benefit from the presentation.
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How Master Presenters do this will be examined in The Seven
Strategies of Master Presenters. Each of the following seven strategies
will be fully explored in the subsequent chapters of this book:

Strategy 1: Know Thy Audience

Strategy 2: Prepare Outstanding Content
Strategy 3: Use Superior Organization
Strategy 4: Develop Dynamic Delivery

Strategy 5: Make It Memorable, Actionable and
Transferable

Strategy 6: Manage Yourself, Difficult Participants, and
Difficult Situations

Strategy 7: Total Quality Improvement

Conclusion: The Power of Lifelong Learning

Interviews with Master Presenters from across North America
will be used to illustrate each of the strategies and bring them to life.
Lastly, exercises have been developed to help you identify your
strengths and weaknesses, and to develop an individually tailored pro-
gram to enhance your strengths and overcome areas of weakness.

How to Use This Book
and Put Your Good Intentions to Work

One Sunday as President Lincoln was leaving church, he was
approached by an aide who asked him if he enjoyed the sermon.
“It was well crafted and delivered.” he replied.

His aide pursued the matter, asking, “So you liked the ser-
mon?” Irritated, Lincoln replied, “No son, I did not!” “It was
well crafted and delivered, but the preacher failed in one thing. He
didn’t challenge us to do anything great with what he shared—in
that he failed.”"

Just like the preacher in this story, we will have failed unless we
challenge you to do something specific and concrete with what you
learn. Therefore, at appropriate points in this book, you will be given
exercises that are designed to make sure your good intentions are
translated into concrete action steps, starting with the Presentation
Skills Survey that follows. The survey was designed to help you think
about yourself as a presenter.
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PRESENTATION SKILLS SURVEY

Completing this survey will help you to do a differential diagnosis of where
your presentation skills are working for you and to better identify those
skills you want to improve. You should also have a better appreciation of
just how important these skills are, whether you are making a presenta-
tion to one person or a thousand.

1. Approximately how many presentations do you give in a year?
2. Approximately how many presentations do you attend in a year?

3. The best compliment you have ever received from one of your
presentations was:

4. How comfortable are you, in general, in giving presentations in front of
a group?

Not at all Very comfortable
comfortable
1 2 3 4 5 6 7

5. In terms of preparing for your presentations, how well prepared are you
usually?

Not as well prepared Very well
as I should be prepared
1 2 3 4 5 6 7

6. In terms of delivery, how dynamic are you?

Not at all dynamic Very dynamic

1 2 3 4 5 6 7

7. How effectively do you use a variety of presentation tools (props,
flip charts, stories)?

Not at all effectively Very effectively

1 2 3 4 5 6 7
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8. How effective are you in obtaining direct and clear feedback from your
presentations?

I receive very little I systematically seek out

feedback from my feedback using a variety of

presentations assessment techniques
1 2 3 4 5 6 7

9. How long lasting an impact do your presentations have on the audience?

Not at all memorable Lasting memory
5 years or more

1 2 3 4 5 6 7

10. How much of an impact do your presentations have on your audience?

Not at all impactful Participants are absolutely
committed to making
improvements

1 2 3 4 5 6 7

11. How important is the development of presentations skills and
strategies for you and your career?

Not at all important Becoming a better
presenter is one of
my top priorities

1 2 3 4 5 6 7

12. The one thing you most need to change or improve to help you be a
more effective presenter is:

LA 2 4

The ability to present with confidence and poise is critical to your
career. Yet Master Presenters are not born, they are developed. In
the next seven chapters, we will guide you step-by-step through the
development process. Armed with this knowledge, a little time, and a
lot of practice, you, too, can learn to speak like the masters.



STRATEGY

Know
Thy Audience

1t was a great presentation. Unfortunately, it was the wrong andience!
—Brad McRae

We have all attended great presentations; the only problem was
that they were for the wrong audience. There are two possible rea-
sons for this. First, the presenter did not adequately research the au-
dience and what it needed. Second, the speaker’s presentation was
not appropriately aligned with the audience’s demographics and/or
psychographics. The following example illustrates what can happen.

Jack Welch was chairman of General Electric for 20 years. Dur-
ing that time, GE grew from $26.8 billion in revenue to more than
$130 billion. Welch also became one of the most celebrated business
leaders in U.S. history. In his biography, Jack: Straight from the Gut,'
Welch talks about one of his first speeches as chairman of GE to Wall
Street analysts:

I had been in the job for eight months when I went to New
York City on December 8th, 1981, to deliver my big message on
the “New GE.” I had worked on the speech, rewriting it, rehears-
ing it, and desperately wanting it to be a smash hit.
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It was, after all, my first public statement on where I wanted
to take GE....

My first time in front of Wall Street’s analysts as chairman was
a bomb.

...the analysts arrived that day expecting to hear the financial
results and the successes achieved by the company during the year.
They expected a detailed breakdown of the financial numbers....
Over a 20-minute speech, I gave them little of what they wanted
and quickly launched into a qualitative discussion around my vi-
sion for the company...

I pressed on, not letting their blank stares discourage me....

What happened to Jack Welch can happen to any presenter who
does not take the time to truly know his or her audience. In the Intro-
duction you learned that your presentations must be credible and rel-
evant. The following eight techniques are designed to make your
presentations as credible and relevant as possible.

8 Techniques to “Know Thy Audience”

We have all heard the maxim “know thyself.” In order to give
high-impact presentations, it is not only necessary to “know thyself,”
you also have to “know thy audience.” And just because you have
worked in the same organization for many years, don’t make the un-
warranted assumption that you know your audience. The following
eight techniques are guaranteed to help you “know thy audience”
whether speaking to your staff, peers, senior management, or giving a
keynote address to the board of directors and shareholders at your
organization’s annual general meeting.

The eight techniques are:

Pre-session surveys.

Face-to-face interviews.

Telephone interviews.

Case studies.

Worksite visits.

Job shadowing.

Annual and/or other published reports.
Websites and Internet research.

P NN E L
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Pre-Session Surveys

There are two main types of pre-session surveys. The first type is
a generalized survey that is used to assess the demographics of the
audience. This basic survey is designed to tell you how many people
will attend, the ratio of male to female participants, the participants’
educational levels, and how homogeneous or heterogeneous the audi-
ence is.

The second type of pre-presentation survey yields more detailed
information, by asking specific questions to assess the participants’
specific learning and/or developmental needs. An example of this type
of survey (Figure 1-1) was developed by a pharmaceutical to help
Brad identify the needs for a course on presentation skills to be given
to representatives who call on physicians and hospitals. This survey
would help Brad customize the presentation to be more relevant to
the participants’ specific needs. While the following example was de-
signed as a pre-presentation survey for Brad and David’s presenta-
tions seminars, with only minor adjustments you can adapt this example
to work for any presentation.

F1GURE 1-1: PRE-SESSION SURVEY
The Seven Strategies of Master Presenters
Do you know: (yes/no)
The strategies used by Master Presenters? -

Your preferred presentation style and when to use it?

Your audience’s needs, expectations, and level of
knowledge of the subject matter?

How to organize your presentations for impact?
How to give a dynamic delivery that has in-depth content?

How to create a presentation that is memorable,
actionable, and transferable?

How to get genuine commitment by setting mutually
beneficial goals? In other words, how to increase the return
on investment from the presentation.

(Please write in your answer)
Have you taken a presentation course before?
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If so, what did you learn?

What are your expectations for this course?

What would you like the facilitator to focus on?

Are you comfortable giving presentations to your customers or clients in
both small and large groups?

What skills, knowledge, or strategies would make it easier for you to ob-
tain a greater return on your investment?

What three challenges do you anticipate in the next three months where
well-developed presentations skills would be an asset?

1.
2.
3.

Please feel free to include any additional comments that will help in your
learning process.
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2. Face-to-Face Interviews

Face-to-face pre-seminar interviews can be incredibly insightful.
If you ask the right type of questions, in the right way, and at the right
time, you can achieve deeper levels of communication with the audi-
ence members with whom you will be speaking.

For example, if your audience consists mostly of IT specialists, you
probably want to interview IT specialists to determine their profession-
specific issues. Audiences appreciate speakers who show interest in,
and knowledge of, their specific issues and concerns. If, however,
your audience is very heterogeneous, you may find it desirable to in-
terview a wide variety of individuals at different levels within that
organization.

In summary, pre-seminar interviews will not only provide you with
relevant information, they also cut down on preparation time, be-
cause you will have a much clearer focus on what you need to prepare
for. Additionally, you will be much less likely to prepare information
that your audience does not need to hear.

There are several advantages of having a written interview protocol:
You will have had to think of the questions ahead of time, the ques-
tions can often be improved upon after a suitable time of reflection,
and you are much less likely to forget to ask an important question
during the interview. In addition, if there is an uncomfortable pause
in the interview, you know exactly what question to ask next. Lastly,
you have the opportunity to test the questionnaire in advance and
incorporate any suggestions or corrections. At the same time, you
should be flexible enough to add relevant information that the inter-
viewee wants to tell you, and to modify the interview protocol accord-
ingly where it makes sense to do so.

3. Telephone Interviews

Because face-to-face interviews can be time-consuming, the sub-
ject may be reluctant to consent to a sit-down interview. When this
occurs, consider using telephone interviews. Telephone interviews
offer two main advantages: convenience and a perception of anonym-
ity. Of course the concept of anonymity is merely a perception, but
the fact is, some people are more “open” in a telephone interview
than in a face-to-face interview.



Know Thy Audience | 33

When using telephone interviews, you must concentrate on three
things. First, you have to guarantee confidentiality when it is appro-
priate and/or when the interviewee requests it. This understanding
must be considered sacrosanct. If you ever violate a source’s trust,
your source may never speak with you again. Second, you must be a
superb interviewer. Third, you must have the ability to ask “high-
yield questions.” High-yield questions” result in high-yield answers.
Several such high-yield questions are:

¢ What was the high point in your team and/or organization
during the past year? What was the low point?

¢ What challenges is your organization facing this year
that you didn’t have to face last year?

¢+ What are the issues or concerns regarding work that
keep you up at night?

¢ If you could solve one issue, problem, or challenge at
work within the next six months, what would it be?

¢ What is the biggest missed opportunity that is crying
out for a creative solution in your team, department,
and/or organization at the present time?

¢+ What is one issue that no one in your organization is
allowed to talk about that should be talked about?

Of course, you need to develop questions that work for you and
are germane to the content area of your presentation. If you formu-
late and ask great questions, you will be amazed at the depth and
quality of the information that you will receive. By doing even three
or four telephone interviews, you can tailor your presentation so that
it is much more likely to hit the mark.

Three is the absolute minimum number of people you should in-
terview. However, by the time you talk to three people, you should
have a much better idea of the issues people are facing in their organi-
zation. One interview is risky because that one person could either be
the most contented or the most unhappy; the most knowledgeable or
the least informed of all the employees within that organization. One
word of caution: Don’t let the attitudes or opinions of one person
lead you to an inaccurate perception of the greater audience’s needs.

We have found that on rare occasions when we have not taken the
time to do this, our presentations can miss the mark. Although this
has happened to Brad on only two occasions, those two occasions
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were two too many. One occasion involved an organization to which
Brad frequently presents. Brad assumed that what worked well in two
locations of the organization would work in the third, so he did not do
any pre-interviews. Unfortunately, this was a false assumption and
the presentation did not work very well. Remember, despite the simi-
larities you may think two audiences have, each is composed of unique
individuals with unique needs.

4. Case Studies

Case studies also work incredibly well for workshops, skills train-
ing sessions, or sessions where your goal is to help your audience
solve problems more efficiently and creatively. For example, Brad
recently gave a two-day workshop on the Seven Strategies of Master
Negotiators for the IT department at the head office of a large inter-
national organization. Prior to doing the workshop, the participants
were told by the head of the training department that submitting a
case study was a requirement for attending the training session. The
instructions to the participants appear in Figure 1-2.

FiGURE 1-2: PARTICIPANT INSTRUCTIONS FOR THE
DEVELOPMENT OF CASE STUDIES

Guidelines of Effective Case Development
(For The Seven Strategies of Master Negotiators Course)

Please write a one- or two-paragraph description about a challenging
person and/or situation that you have had to deal with or are currently
dealing with at work. The case studies can be anonymous and/or dis-
guised as they will be used during the course to make the course more
interesting and applicable to the type of work you and your colleagues do.

Effective cases are inherently interesting ones in which all parties
stand to gain or lose depending on the outcome of the case. Effective cases
are also ones in which the apparent solutions are not obvious but require
collaboration and creative thinking so that optimal rather than sub-
optimal solutions are found.

If you have not found a suitable solution, please submit your case
anyway. Previous participants have found that their colleagues have con-
tributed many excellent ideas that have led to very good solutions. Other
times, the group has decided that Mother Teresa or Gandhi could not have
done a better job, and the person who submitted the case could rest easier
knowing that some of life’s problems do not have ready solutions.
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Brad found that reviewing the participants’ case studies gave him
an in-depth sense of the type of problems that needed to be negoti-
ated. Because the case studies were relevant to everyone in the room,
he also gained a great deal of credibility. First, the case studies were
real issues and problems that the participants had to face in their
everyday work life. Second, the participants learned how to apply the
course materials to actual real-life examples that they had to face,
which thereby increased the transfer of training. Third, they could
also determine if the problem in the case study was a problem in indi-
vidual skill development or where or to what degree the problem was
a systems problem, that is to say, how much of the problem had its
origins in the organization’s procedures, organizational structure, or
climate and culture.

As a trainer, facilitator, or presenter, you can sense the energy
level in the room increase when the participants’ case studies are intro-
duced. Having the case studies submitted in advance helps the trainer
better determine which ones would be most appropriate to use and also
where in the program or course would be the best place to use them in
terms of the theory and/or course content that is being presented.

If you are not giving a workshop or a training session, you still
might want to ask the participants to submit brief case studies (a para-
graph or less) because they will still give you insight into the issues or
dynamics of the organization, and this too will give you an opportunity
to make sure that your speech or presentation hits the mark.

5. Worksite Visits

Worksite visits can also give you a feeling for the participants’
work environment. Brad has gone 3,000 feet underground to prepare
for an address to a group of miners. He also had the opportunity to
speak to a group of participants who worked on an oil rig. Visiting the
rig was very instructive and allowed Brad to tailor his presentation
much more specifically to that particular audience.

Similarly, David has spoken for Volvo at its headquarters plant in
Gothenburg, Sweden. Because it was in a country and a culture dif-
ferent from those he had experienced previously, he found that a tour
of the facility proved helpful in relating his message to his audience. It
provided him with a glimpse of the audience’s work environment and
he was able to include a few “local” references in his talk.
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6. Job Shadowing

Job shadowing means that you go to the worksite to observe indi-
viduals as they work. As a result, the presenter can gain a good idea of
what the employees do, and how they go about it. When securing
permission to observe, you may also want to obtain permission to
interview individuals as they do their work or as soon as possible after
they have completed their work. For example, Brad prepared a pre-
sentation for the City of Halifax Police Department by getting per-
mission to go on an evening patrol with one of the officers. Although
he had seen many high-speed chases on TV, he wasn’t prepared for
what it felt like. Nor was he prepared for what it would be like to drive
through one of the “worst” parts of the city being seen as a police of-
ficer. This experience helped prepare Brad for his presentation better
than any face-to-face interview with even the most articulate police
officer ever could have.

7. Annual and/or Other Published Reports

Annual and other published reports are another way to get valu-
able information about the company or organization you will be work-
ing with in advance of your presentation. There may be an issue that
the company or organization has raised that you could contribute to
through your presentation. Likewise, there may be something in the
vision, mission statement, and strategic goals and challenges that could
add a great deal of value to the presentation.

8. Websites and Internet Research

Having an accurate, informative, and up-to-date Website is a ne-
cessity in today’s competitive business environment. Therefore, the
prospective speaker can get some very good information, both di-
rectly and indirectly, about an organization. This information can also
help in planning an organizational survey or face-to-face or telephone
interview more precisely because you will have a better idea of what
to ask. In other words, sometimes a combination of methods can bring
about the best results.

If you do not have the internet skills to help you get the informa-
tion you need, you can learn them easily by using various search en-
gines such as Google. You could also consider paying someone
(perhaps one of your children or a high school or university stu-
dent) to do research on the internet. Lastly, don’t overlook your local
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library—Ilibrarians are professionals trained in information retrieval
and search strategies. We can’t begin to tell you how helpful they
have been to us and can be to you.

Knowing your audience is just the start. You will also need to
align what you know about your audience with six critical variables
that can affect how receptive that audience will be to your message.

Alignment

If you don’t check_your alignment, you may be in for a rongh ride.
—Brad McRae

Most of us have had the experience of being in a car with tires
badly out of alignment. As a result the ride was rough, unpleasant,
and distracting. This analogy holds true for presentations as well. If
the presenter is not aligned with the audience, the presenter will be in
for a rough ride and the attendees will find the presentation unpleas-
ant and will quickly become distracted. Therefore, knowing your au-
dience is not enough; you also must make sure that your goals and the
goals of the organization and of the audience are all in alignment.

Six critical factors can help align a presentation with the audience’s
and organization’s needs and expectations. They are:

1. The fit between the topic you are presenting and the
other presentations that will be offered.

2. The experience level of the audience.

3. The heterogeneous/homogeneous nature of the
audience.

4. The fatigue level of the audience.
5. The mood of the audience.
6. The attendees’ learning styles.

1. The Fit Between the Topic You Are Presenting
and the Other Presentations That Will Be Offered

Find out all you can about the program, plus its theme and sched-
ule before you agree to do your presentation. In the late 1980s, Brad
was scheduled to do a presentation on stress management. He felt con-
fident that he could do a good job. He had developed an excellent dy-
namic interactive presentation and had successfully given the
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presentation on numerous occasions. Brad was following the luncheon
speaker who was Sharon Woods. Sharon is the first North American
woman to have climbed Mt. Everest.

When Sharon first started her program, she didn’t appear to be
that dynamic. However, when she put the first slide on the overhead
projector, it had the name of her expedition, “Everest Light” and
Sharon became superwoman. She then played some videotape, which
so graphically illustrated her climb that the audience could feel and
hear the howling winds. It was as if Sharon took the audience on the
climb with her up to the top of the world’s highest mountain. Her
presentation was magnificent. Unfortunately, after the break, Brad
was slated to make his presentation on stress management. At this
point, no one cared about stress management. As a friend of Brad’s
said, only half jokingly, “Sharon took us up the mountain, and you
brought us back down!” Ouch.

Brad learned a lot about alignment from that disaster. If he could
have done his presentation on “Peak Performers” it would have fit
much better with the tone that Sharon had set. Since that day, he
always asks to see a copy of the conference schedule before he agrees
to present. If they don’t have a complete schedule, he asks to see what
they do have. If they don’t have a schedule at all, he asks for as much
clarification as he can get on the theme of that particular conference.

David learned a similar lesson at the end of a four-day conference.

David: I was the closing keynote speaker, set to go on at 10:30 a.m.
as the final speaker of the day. After three solid days, the
attendees were tired and ready to head home. All that stood
between them and “freedom” was me. Unfortunately, there
was a 30-minute break between the first speaker and me. If
the first speaker had been dynamic or entertaining, his
momentum could carry over through the long break. How-
ever, the speaker was neither dynamic nor entertaining,
and in just 45 minutes, he proceeded to put the audience
into a stupor. Break time came and the audience departed
in droves. When it was my turn, less than half the audience
remained. The frustrating part of it is that I could do abso-
lutely nothing to prevent it. Thereafter, I always make a point
of asking, “Who and what are scheduled on either side of
my presentation?” so I can prepare accordingly.
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2. The Experience Level of the Audience

Two unforgivable presentation sins are talking down to your audi-
ence and talking over their heads. Therefore, you must do everything
in your power to find out the experience level of your potential audi-
ence. At times you will be given an audience that has inherently mixed
levels of experience and you must develop materials that can be help-
ful to and enjoyed by participants at various levels. This means that
the materials are so well prepared that participants at very junior levels
and at very senior levels can benefit at the same time. Another strategy
is to divide the group into subgroups and have them work on a project
with people at the same level of experience. One of our favorite tech-
niques is to have people at the same level in an organization work on a
shared problem. For example, participants from engineering would work
on the problem from an engineering perspective, while sales would work
on it from a sales perspective, and manufacturing would work on it
from a manufacturing perspective. They can then look at the problem
and possible solutions based on each group’s perspective.

3. The Heterogeneous/Homogeneous
Nature of the Audience

The following example illustrates the importance of how hetero-
geneous or homogeneous your audience is.

Brad was once asked to give a presentation on time management
at an exclusive resort. The group was the Young Presidents Organiza-
tion and from the presentation description, Brad knew that this would
be a difficult presentation to deliver. First, the audience consisted of
children ages 9 and older plus their parents. He sensed that if he spoke
to the parents, he would lose the children, or if he spoke to the chil-
dren he would lose their parents.

The second factor that made the presentation difficult was that it
was a murder mystery weekend. Now, if you were going to give a
“serious” (or even “not so serious”) presentation on time manage-
ment, when would you least want the “murder” to occur: during the
presentation or just before you present? As luck would have it, the
“murder” took place just before Brad’s presentation. It was very realis-
tic. An ambulance came to take the body away and the Royal Canadian
Mounted Police (RCMP) came to investigate the crime. Unfortunately,
there were several 5-year-olds who thought it was a bit too realistic
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and promptly became hysterical. The presentation had to be post-
poned until the 5-year-olds could be taken to a hotel room where they
could see that the actress was indeed alive and the blood from the
bullet wound was indeed ketchup. After the half-hour delay, they were
ready to begin the presentation on time management.

At that point in time, how many people in the room were inter-
ested in a presentation on time management? We would venture to
guess that no one was really interested. But Brad had a secret weapon.
A humorous film titled The Unorganized Manager by John Cleese.?
The film portrays a manager named Mr. Lewis who is completely
unorganized at work and at home. About halfway through the film,
Mr. Lewis has a heart attack, dies, and goes to heaven. At the pearly
gates, Mr. Lewis rings the doorbell, which plays the “Halleluiah Cho-
rus.” St. Peter says that there is no Mr. Lewis due in heaven that day
and he must be due at the other place. Mr. Lewis protests that he has
always been a good man and has tried to do right. St. Peter shows Mr.
Lewis that although he had good intentions, he was so disorganized
and managed his time so poorly, both at work and at home, that he
could not let Mr. Lewis in. Mr. Lewis begs for a second chance. St.
Peter then coaches Mr. Lewis on how to better manage his time.

This well-made and humorous film got the audience’s attention. The
audience was thinking about time management and not, at least for the
time being, about the murder mystery. Brad knew that he was now at a
crucial point in his presentation. If he talked to the parents first, he would
likely not get the children to participate. So he asked the children to rate
from, A to F, Mr. Lewis’s ability to manage time. There was a resounding
chorus of Fs raising from their sweet voices. One of the boys seemed to
be particularly vocal, so Brad asked him to rate his father on time man-
agement at home, thinking that he would say A, A-, or B+. Instead he
said, “C-.” You could have heard a pin drop in the room.

His father, like all the members in the Young Presidents Organi-
zation had to have started or become president of his or her own
companies before the age of 39. Members also had to employ 50 em-
ployees and gross $5 million annually. In front of his peers, this young
man had just called his father a ‘C-’ father. Brad learned an important
lesson. Never ask a question in public that could potentially embar-
rass a member of your audience.

After the presentation, Brad walked up to the father to apologize
and to state that it was not his intention to embarrass him. The father
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said that it was all right. He looked Brad in the eye and said that he
had just received some very painful but important feedback. He said,
“My son is 9 years old and he could easily leave our home by the time

he is 18 or 19, and I did not want my son leaving home thinking that he
had a ‘C-’ father.”

This is an example of salient feedback. Salient feedback is feed-
back that is so personally meaningful that we actually change our behav-
ior. We live in a feedback-rich world. Master Presenters systematically
harvest that feedback, both at home and at work. Subsequent chap-
ters cover techniques to get salient feedback on what we do well and
on ways we can improve our ability to present to both homogeneous
and heterogeneous audiences. It also points out the crucial impor-
tance of knowing how homogeneous or heterogeneous your audience
will be and planning your presentation accordingly.

4. The Fatigue Level of the Audience

Always try to anticipate the fatigue level of your audience. Take
this into account when you are planning your presentation. Brad had
more than a couple of hurdles to leap when he was scheduled to speak
in front of a potentially fatigued audience in a 4:30 p.m. time slot on a
perfect summer day. Worse, he was up against an international buskers
(street performers) festival being held in the same city at the same
time. Not a pretty picture. Luckily, as one participant said, “The pre-
sentation was interactive, humorous, and dynamic. The topic was en-
gaging enough that he won us over.”

Suffice to say, you have to take the fatigue level of your audience
into account when planning your presentation. Other instances when
you are likely to have a fatigued audience is an after-dinner speech—
especially if alcohol is served—and the first session in the morning
after an evening’s partying or banquet. Also, the first slot right after a
large lunch can be tough.

5. The Mood of the Audience

The mood of the audience has a major effect on your presenta-
tion. Sometimes you will know that there are extenuating circum-
stances that are beyond your control and you will have to adapt your
presentation accordingly. Other times, you will receive no warning as
illustrated in the following example.
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One of the presenters we interviewed reported having to face par-
ticipants who were in one of the ugliest moods he had ever encoun-
tered in 20 years of training.

I was asked to do a workshop on Resiliency and Change
Management for a campus of a community college. It turned out
that that particular campus was going to be closed and the news
had been leaked to the participants the day before the workshop
was to take place. Some of the programs were to move to an-
other campus, some of the programs would be closed down
because they were available at other community colleges in other
parts of the state.

The participants were furious not only with the decision, but
how it was made. They had not been consulted and they felt strongly
that the programs that were scheduled to be closed were both
viable and vital for their community. And I can tell you categori-
cally, they were in no mood for a workshop on Resiliency and
Change Management.

The only thing to do was to scrap the workshop. I might lose
credibility with the college that hired me and I might not get paid,
but I valued my life above both of these things. As the main issue
was that they felt that they had not been consulted, I spent the
morning working as a facilitator and they decided that the best
thing to do was to write a letter to the president of the college
expressing their wishes for a more participatory process and de-
veloping options on what they could do to prevent these pro-
grams from closing. I went from being a villain to a hero and 1
even got paid for the workshop, because we used resiliency and
change management techniques to help the participants gain more
control in a situation where they felt they had none.

From that experience and similar ones, we have learned to ask
ahead of time whether there is anything going on in the organization
that we should be aware of. Often people will clue you in, sometimes
they won’t, and sometimes there is a last-minute change in circum-
stances that takes place and you simply have to roll with the punches.

6. The Attendees’ Learning Style

It is especially important to know the learning style of those who
are attending your presentation. Knowing the predominant style of
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the group and how to communicate with attendees whose style is the
same as and different from your own is one of the key characteristics
of Master Presenters. One of the best ways to determine learning
style is the TRAP model, which was developed by Peter Honey and
Alan Mumford.> According to the TRAP model, there are four pri-
mary learning styles: theorists, reflectors, activists, and pragmatists.
The authors summarize each of these styles:

Theorists. Theorists adapt and integrate their observations into
complex but logically sound theories. They think problems through
in a vertical, step-by-step logical way. They assimilate disparate facts
into coherent theories. They tend to be perfectionists who won't
rest until things are tidy. .. They like to analyze and synthesize...

[Theorists] are keen on basic assumptions, principles, theoties, mod-
els and systems thinking. Questions they frequently ask are: “Does
it make sense?” “How does this fit with that?” They tend to be
detached, analytical and dedicated to rational objectivity rather than
anything subjective or ambiguous...They prefer to maximize cer-
tainty and feel uncomfortable with the subjective...

Reflectors. Reflectors like to stand back to ponder experience and
observe it from many different perspectives. They collect data, both
first hand and from others, and prefer to [consider] it thoroughly
before coming to any conclusions. .. Their philosophy is to be cau-
tious, to leave no stone unturned. [To] “look before they leap™...

[Reflectors| prefer to take a back seat in meetings and discussions.
They [observe and listen] to others [and]...get the drift of the dis-
cussion before making their own points. They tend to adopt a low
profile and have a slightly distant, tolerant, unruffled air about them.
When they act it is as part of a wide picture [that] includes the past,
as well as the present and others’ observations as well as their own.

Activists. Activists involve themselves fully...They enjoy the here
and now and are happy to be dominated by immediate experiences.
They are open-minded... and enthusiastic...Their philosophy is
“I’ll try anything once...” Their days are filled with activity [and
they love]...short-term crisis fire fighting.

[Activists tend to] tackle problems by brainstorming, As soon as
the excitement from one activity has died down they are looking
for the next. They tend to thrive on challenge and new experiences
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but are bored with implementation and longer-term consolida-
tion... [They tend to be]...the life and soul of the party and seek
to be the center of attention.

Pragmatists. Pragmatists are keen on trying out ideas, theories,
and techniques to see if they work in practice... [They]...search
out new ideas and take the first opportunity to experiment with
applications. They...return from courses brimming with new ideas
that they want to try out in practice.

[Pragmatists| like to get on with things and act quickly and confi-
dently on ideas that attract them. They don’t like “beating around
the bush” and tend to be impatient with ruminating and open-
ended discussions. They are practical, down to earth people who
like making practical decisions and solving problems. They re-
spond to problems [as opportunities|. Their philosophy is: “There
is always a better way” and “If it works, it’s good.”

How to use the TRAP model to improve the effectiveness of your
own training will be demonstrated in the following example.

Some groups will be made up almost entirely of action-oriented
pragmatists. If you do not know how to tailor your presentation to
this group you may encounter problems similar to Brad’s experience
in the following situation.

Brad has taught The Seven Strategies of Master Negotiators course
to many groups of truck tire sales staff. If the information being pre-
sented was not directly related to how they could sell more tires, he
would lose his audience because they could make better use of their
time selling “in the real world.” For the most part, they had little, if any
tolerance for theory, and did not like to reflect. They were action- and
results-oriented and if the workshop/seminar did not relate to their
needs, they communicated their dissatisfaction in no uncertain terms.

As a result, Brad reduced the theory to almost nil and focused on
action-oriented/results-oriented activities. The part of the workshop
that they appreciated the most was how to deal with killer clients—
those tough clients that you just can’t seem to get very far with no
matter what you do—and Brad asked them to submit these as case
studies. The best case had to do with a potential client who was
totally uninterested in trying one workshop participant’s truck tires.
The participant thought that this was because the potential client
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was receiving a personal kickback from the competition’s sales staff,
although he had no direct proof.

The whole class brainstormed creative options for the workshop
participant to try. Eventually they came up with two options that had
a very good chance of working. Solution 1: One of the other work-
shop participants knew the owner and would put a bug in his ear.
Solution 2: This participant’s company bought their gasoline from the
potential client’s owner’s gas stations, and they would make their con-
tinued purchase of gasoline dependent on reciprocal purchase of truck
tires. In other words, working on real-life case studies appealed to
this group’s strong preference for an action-oriented practical learn-
ing style. It also perfectly illustrates the need to match one’s presen-
tation style to each particular group’s learning style. When your
presentation style is congruent with the group’s learning style, you
will have gone a long way toward becoming a Master Presenter.

HHHHHHHHNM
EXERCISE

Please give a brief example of how you would modify an
existing presentation to appeal to each of the four TRAP

types:
1. Theorists.
/ 2. Reflectors.
3. Activists.
4. Pragmatists.

An even bigger challenge is satisfying all four TRAP types in one
presentation. If you conscientiously think about satisfying all four
types, you will generally give a much better presentation unless you
have a preponderance of one or two of the types in your audience. If
that is the case, you will have to modify your presentation. Of course,
it is much easier if you obtain this type of information beforehand. If
not, you will have to modify on the spot as Brad did the first time he
worked with the truck tire sales staff.

The best way to satisfy all four types is to have some generic
template-type exercises that you know will work with each type. Keep
the exercises short. That way, you will be more likely to have an exer-
cise for each type. In Exercise 1-2, you’ll learn how to use TRAP to
plan for your next presentation or to redo an existing presentation.
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TEETeeeerite

Make sure that your presentation covers all of the ele-
"EXERCISE ments to satisfy all four of the TRAP types. A second use-
1-2 ful technique is to ask a friend or colleague to “TRAP proof”
or verify that your presentation relates to all four types.
/ Solicit feedback from your participants to see if they are
satisfied that you adequately cover all four of the TRAP
learning styles: Theorists, Reflectors, Activists, and Prag-
matists. Remember, most of us are much better at reach-
ing some of the types than others. In addition, just because you are good at
one or more of the types, ask for feedback on how you can improve your
skills and abilities to reach the other types as well. Lastly, you can mind-
map your presentation on a piece of paper or flip chart. Then using four
different colors, color everything in red that would appeal to Theorists, blue
that would appeal to Reflectors, green for Activists, and black for Pragma-
tists. This way, if any one group is over-represented or under-represented,
it will stand out.

In this chapter we covered the importance of knowing your audi-
ence and then aligning your presentation to that audience’s needs and
expectations. Not knowing your audience and aligning your presenta-
tion to that audience’s needs and expectation will not only waste your
time and theirs, it can also lead to embarrassment at best and to career-
limiting moves at worst, as the following example from a famous radio
and television personality, who requested anonymity, illustrates:

I was asked to emcee a charity event for the Muscular Dys-
trophy Association, and at the last minute they asked if I would
also be the auctioneer. While I don’t do that for a living, I occa-
sionally serve in that capacity. When the auction started, I rushed
up onto the stage. The first item was a package of dinner includ-
ing a limo ride to and from an exclusive restaurant—for eight
people. The bids were pushing a thousand bucks...and I blurt out:
“Hey, this is the vintage restaurant, folks, not some Burger King!”
A hush fell over the crowd. Who turned out to be sponsoring the
event? Yep. Burger King,

Now that you know the importance of and how to know your au-
dience and align your presentation to their expectations and needs,
we turn our attention to how Master Presenters prepare outstanding
content.



STRATEGY

Prepare
Outstanding Content

It usnally takes me more than three weeks to prepare a good impromptu speech.
—Mark Twain

Some presenters are high in energy but low in content. Other pre-
senters have excellent content but their style of delivery puts you to
sleep. Twain’s lesson is clear: Great speakers prepare great content.
Great speeches are the result of great preparation. Our definition of a
great presentation is one that has the intellectual power to move lis-
teners to new ways of thinking and the emotional power to move them
to new ways of behaving.

Preparation of content, organizational structure, and delivery of-
ten go hand in hand. When all goes well, it can be a rewarding and
creatively stimulating process. However, when you get stuck, it can
be like “hitting the wall” in a marathon. Although content, organiza-
tion, and delivery must work together, we will look at them separately
in this and the next two chapters. One advantage of looking at these
facets separately is if you get stuck in one area, you can turn to an-
other. However, to be a Master Presenter, all three processes must
eventually be integrated into one seamless whole.
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No delivery skills can save a presentation that has poor content.
Therefore, Master Presenters develop masterful content. This chap-
ter examines how you can develop masterful content:

¢ Speak from a strong point of view.

¢ Craft titles that the audience would crawl over glass to
hear.

¢ Create impactful beginnings and endings.
¢ Find the perfect quote.

¢ Develop the perfect illustrative story.

¢ Use the Three “S” Advantage.

¢ Write “the zero draft.”

¢ Create your content advisory board.

Speak From a Strong Point of View

Your content will be more powerful if you introduce it with a
strong and unique point of view. Brad describes how this works with
one of the best presentations he has ever seen.

Brad: Master Presenter, author, and past president of the Ameri-
can Psychological Association, Martin Seligman, started his
presentation by saying that he was once interviewed by CNN
about the current state of psychology in the world. Martin
was only given one word to state his answer, to which he
responded by saying, “Good.” Because this was not much of
a sound bite, the reporter said he could have two words, and
Martin said, “Not good.” The CNN reporter wasn’t happy
with this sound bite either, so he said he could have three
words, and Martin answered, “Not good enough.”

Martin then went on to state his point of view more explic-
itly by stating that psychology has done a good job in re-
searching mental illness and is making strides in helping
people get better. However, psychology has done a very poor
job in researching happiness and helping people do a better
job of attaining it.

Martin then went on to do a brilliant job of explaining the
characteristics of people who lead A Pleasant Life, A Good
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Life, and A Meaningful Life. A Pleasant Life consists of having
pleasant experiences such as sharing an excellent meal with a
good friend. A Good Life consists of using one’s signature
strengths. A Meaningful Life consists of using one’s “signa-
ture strengths and virtues in the service of something much
larger than you are.”! He then told the participants, who were
sitting on the edge of their seats, that we can have a Full Life,
which consists of a pleasant, good and meaningful life.

I don’t know if I have ever seen a presentation with more
breadth and depth and at the same time content that was
truly universal and deeply personal.

You can get a sense of Martin’s ability to convey information from
this strong and unique point of view, and take a test to determine and
develop your own signature strengths, in his book Authentic Happi-
ness or by visiting his Website www.authentichappiness.org.

You can also make your content powerful by asking a thought-
provoking, rhetorical question that gets the participants thinking right
at the outset of your presentation. For example David Ropeik, Direc-
tor of Risk Communications at the Harvard Center for Risk Analy-
sis, starts his presentation by asking the participants to make a series
of choices about the perceived risk associated with various activities
by taking the risk quiz in Figure 2-1.

A risk quiz. ...

Bioterrorism is a serious threat to public
health.

Pesticides are a serious threat to public
health.

Cell phones and driving are a serious threat
to public health.

Figure 2-1
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Most of the people who responded to the quiz thought that the
chances of risk were higher from the external factors, when in fact
they were higher from the respondents’ own actions. In other words,
the risk that any one person will have an accident or die while using
his or her cell phone while driving is significantly higher than the risk
associated with bioterrorism or pesticides. David used the quiz to get
the audience thinking about how they assessed risk and benefits of
activities more objectively and how to take appropriate corrective
action.

Stephen Lewis has held the offices of the Canadian Ambassador
to the United Nations, special adviser to the U.N. Secretary General
of Africa, Assistant Secretary General with UNICEF, and is the Sec-
retary General’s Special Envoy for HIV/AIDS in Africa. Mr. Lewis is
a world-renowned orator who presents using words of eloquence on
behalf of making the world, especially Africa, a better place.

Mr. Lewis presented the closing keynote address to the Congress
of Canadian Student Associations. This association is for university
and college student leaders from across Canada. The speech took
place on a Sunday evening; the keynote was scheduled to take place
after the closing dinner at which point there would be an open bar and
a dance. To make matters even more challenging, many of the student
leaders had partied as only college and university students can on the
Saturday night before. Yet when Stephen Lewis spoke, he captured
their total attention for the entire length of his keynote address. His
passion for his cause is nothing short of remarkable.

As a presenter, Stephen Lewis is also nothing short of a provoca-
teur. After telling us of his first-hand experience in seeing the ravages
of HIV/AIDS on the African continent, he pointed out that only a
fraction of the money that was spent on arms or the 2003 Iraqi war
could completely eradicate the HIV/AIDS pandemic in Africa.

He then stunned the audience by saying that gender inequality
may be an even bigger worldwide problem than HIV/AIDS. Stephen
spoke eloquently about women who are refused education just be-
cause they were born female; about baby girls killed in China just
because they were born female; and women who, against their will,
were raped and subsequently stoned because “they committed adul-
tery” in Central America.
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It is almost impossible to hear this impassioned, eloquent man
speak and not want to help make the world a better place. Stephen
always speaks from a strong point of view and earns the utmost re-
spect of those who agree with him as well as those who don’t.

In sum, Martin Seligman, David Ropeik, and Stephen Lewis all
have mastered the craft of developing dynamic content by speaking
from a strong and compelling point of view.

' 'n'n'n/n' nn
EXERCISE Please write down three specific things you could do to
2.1 develop your own strong and compelling point of view.

/

Craig Valentine, the 1999 World Champion of Public Speaking
says:

“You have to know your message and where it is going. Many speak-
ers don’t know their message strongly, clearly and concisely enough
and that is the main reason why the audience can’t follow it.”

One sure-fire way to make sure you do know your message strongly,
clearly, and concisely enough is to use the business card test. The
business card test evaluates if you are able to write the central thesis
of your presentation on the back of a business card. If you can do
this, you’ll go a long way towards developing a strong point of view,
and you will be off to a great beginning.

My point of view is
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Craft Titles That the Audience Would
Crawl Over Glass to Hear

The title of your presentation is a hook. It sets up an expectation
that the presentation will be worth the time and effort that the attend-
ees have made to be there. Also, if competing presentations are of-
fered at the same time, your compelling title will ensure that you have
a full room. Therefore, you need to develop titles that an audience
will find so compelling that they would sacrifice their last moment of
free time to hear your presentation.

Examples of some of the best titles we have heard are as follows:

¢ The Alfred Hitchcock Effect: How to Build Suspense into
Every Presentation.

¢ Difficult People: How to Manage Them Without
Becoming One of Them.

¢ The Internet Game Show: Maximizing the Internet’s
Potential in Your Organization.

¢ Danger! There Be Dragons: Implementing a Competency
Based Succession System in Your Organization.

e What Color is Your Parachute?

¢ “No” Is a Complete Sentence (for a seminar on sexual
harassment).

All of these titles have four common characteristics. First, they are
fresh and original. Even the order of the words is different from what
we have come to expect. Second, they exude energy. The speed at which
we read the title accelerates because we can’t wait to see what it means.
Third, they entice with bold promises and/or rewards that you will re-
ceive by attending the presentation. Fourth, they contain a hook that
entices the potential participants to want to be there because the presen-
tation promises to help the attendees develop a critical skill in order to
accomplish more and/or to improve their lives in some significant way.

Try comparing the previous “live” titles with the following “life-
less” ones:

* [Internet Marketing for Beginners.
¢ How to Borrow Money, Make More Money, and Manage It.



Prepare Outstanding Content | 53

¢ Time Management for Today’s Manager.
¢ Getting Comfortable Outside Your Comfort Zone.
¢ Self-Directed Training: Is it Right for Your Organization?

All of the “lifeless” titles have the following characteristics: We
have heard the same title or something very similar to it many times
before. The title is perfectly predictable, not at all unusual or surpris-
ing. The title has little or no energy—even in reading the title, our eye
movements slow down to a crawl because it is so boring, or we skim
over it as quickly as possible to avoid being bored.

What is the difference between the enticing titles and ones that
sound like the presentation will bore the socks off you? There has to
be an element of surprise, novelty, originality, magic, excitement, or
enticement. A great title does not guarantee a great presentation, but
it does prove to the audience that the presenter went to considerable
trouble to develop it, and that is a good first sign.

A
EXERCISE Please write down three of the best and three of the worst
9.9 titles that you have heard.

/

Here are several suggestions for creating dynamic titles: Take a
common phrase and bring it to life with a twist by doing something
unusual or unexpected. Think of the title as a “teaser”—something to
arouse your audience’s curiosity and make them want to hear the rest
of the story. Make it short enough and unique enough to be remem-
bered. Do not be afraid to ask for help. Ask friends and colleagues to
brainstorm creative suggestions. Get feedback from other people re-
garding the title’s uniqueness and memorability. Think of your title as
a billboard—it has to have stopping power even when passing it by at
freeway speeds.
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Powerful Beginnings and Endings

Memory research tells us that the material that is most easily re-
membered and has the most impact are the beginnings and endings.
Therefore, Master Presenters pay particular attention to the develop-
ment and the delivery of their introductions and conclusions.

Master Presenters may not know these “laws” by name, but they
instinctively structure their messages to utilize the law of primacy and
the law of recency. These “laws” prove the audience is most likely to
remember what they hear first (primacy) and what they hear last
(recency).” That’s why so many Master Presenters insist: Open strong,
close strong.

Twenty-five percent of the impact of any presentation is a power-
ful beginning and ending. We live in a world of instant messaging, fast
food, microwave meals, and 30-second sound bites; your audience
members are accustomed to a fast start. Therefore, you have no more
than 90 seconds to get their attention. If you don’t get it then, you can
still get it, but it will take a great deal of work and effort on your part.

Some Master Presenters suggest listeners begin forming their opin-
ions of the speaker even faster. Roger Ailes, author of You Are the
Message, says, “Research shows that we start to make up our minds
about other people within seven seconds of first meeting them.”

This may seem like an unusually short time in which to form an
opinion, so David puts it to the test. In his presentations, he asks
participants to pair up, with one person serving as active observer.
Then he tells them he wants them to merely look at the other person
until David says to stop. At the end of seven seconds, he picks several
observers and asks: “What opinions can you draw from what you saw?”
It is amazing how much some people say they perceived. Comments
range from, “He looks intense, knowledgeable, and scholarly,” to,
“She looks like a kind, thoughtful, caring person.” All of these in-
sights and opinions were formed in only seven short seconds. This
exercise illustrates the power of the first impression.

Chris Clark-Epstein, Master Presenter and author, knows the
importance of hooking your audience and demonstrating your com-
petency as early as possible in the session. She says: “I am very, very
cognizant of what I say first. I am a fairly extemporaneous speaker.
However, I am very disciplined about my opening. The opening must
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be absolutely tailored to that group of people based on the research I
have done on the audience. You could say that I am pathological about
what that opening is about.”

Brad: Memory expert Bob Gray is one of the most novel and
unique presenters I have ever seen. Bob starts his presenta-
tion by demonstrating his ability to speak backwards and
write upside down, backwards, and inverted with both his
hands and feet while blindfolded. Bob then asks three vol-
unteers from the audience to select the name of any coun-
try. Bob then lists the capital, population, and square miles
of each country, which are then verified by another vol-
unteer. Lastly, he asks for two volunteers to state the date,
month, and year of their birthday, provided they know
what day of the week on which they were born. Bob then
tells them the day of the week and they verify his answers.
Bob then challenges the audience by telling them that he
doesn’t have a photographic memory, but rather a trained
memory, and offers to teach them his memory techniques.
Now, did his powerful beginning get the audience’s full
attention? You bet. You can see Bob perform these feats
at www.memoryedge.com.

David: Mark Brown, the 1995 World Champion of Public Speaking
says, “You must have your opening (one to four minutes)
down cold. Have it so firmly rehearsed you could say it in
your sleep.” Why? Because as you take the stage you must
take charge. And you can’t take charge if you are unsure of
your material.

Have you ever heard a speaker start slowly...and then stay
slow? It is agonizing. On the other hand, have you ever heard
a speaker open briskly and powerfully with a compelling state-
ment that just makes you want to hear more? These are the
speakers we perk up to hear. Here is an example of a compel-
ling 30-second opening from a speech by Frank Morris:

“At this very minute around the world, parents are antici-
pating their child’s second birthday...and with it comes the
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onset of the “terrible two’s”...that special moment in which
their precious little toddler becomes a diabolical demon of
destruction. Now, you may laugh, but ladies and gentlemen,
young and old, I suggest to you that the terrible two’s are
not restricted just to children...”

At this point, Frank has set the stage with his pace, rhythm,
alliteration, and added an element of intrigue. The listener
wants to know, “What does he mean by that?” That is a lot
to accomplish in his first 61 words.

It is also true that 25 percent of the impact of any presentation is
a powerful ending. Paradoxically, if you start with the end in mind,
you will be much more focused when you start working on the body of
your presentation or the beginning. Having a well-defined ending,
focus, and a central theme for your presentation will make it easier to
develop, easier to organize, and easier for the participants to follow
and remember.

You may choose to end your presentation with a review of the
materials covered, a terrific quotation, a story, or an anecdote. Because
impactful beginnings and endings are so important, this topic will be
explored further in Strategy 4 of this book.

Use the Perfect Quote

Master Presenters know that finding the perfect quote often
jumpstarts their creativity. The quote illustrates exactly what you need
to write about and/or talk about, or the quote gives you another way
to organize the content. No wonder so many books, speeches, and
presentations, or different sections within a presentation, start with
just the right quote. The right quote sets just the right tone, evokes
just the right feeling, and simplifies our understanding. This helps us
grasp the deeper meaning and, at the same time, makes the presenta-
tion more memorable. The perfect quote can also be used as a unify-
ing device to tie everything together at the right point within the
presentation and at its conclusion.

Quotations are tremendous tools. They can help build your confi-
dence in your presentation, boost your credibility, give you direction,
and help you focus your presentation—but only if you remember where
you saw it or heard it. Has the following ever happened to you: “I know
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of a great quote that would tie everything together perfectly, but I just
can’t quite remember the exact words”? Or, “I remember the words,
but I forget who said it”? When this happens, you either scrap the
quote or embark on a time-consuming search that often turns up empty
handed.

In the past, Master Presenters had books and books of excellent
quotes such as Bartlett’s Familiar Quotations. While these books still
serve us well, today’s Master Presenters have computer programs that
can help them find just the right quote by subject matter or by author,
and allow them to enter their own favorite quotes so they can be easily
retrieved.

For example, Brad developed a program on effective communica-
tion for the Association of Health Organizations. They had seven
people who could deliver the program. They were very happy with the
program and he was extremely pleased with the quality of the people
who would be delivering it. When they were all satisfied that the pro-
gram would meet their needs and the trainers were prepared, the di-
rector asked if there were a few good quotes that could help them
better market their new training module.

Brad had been collecting quotes and had entered them in a folder,
but this was very time consuming. As their numbers grew, it became
increasingly difficult to identify and retrieve the ones he wanted, so
he turned to computer software for help.? The result was a job that
normally would have taken days to complete, took only minutes.

The computer program quickly found 127 quotes on communica-
tions. From those, Brad made the following seven selections:

Abways keep your words soft and sweet, just in case you have to eat them.

—Anonymons

Watch your thoughts; they become words.
Watch your words; they become actions.
Watch your actions; they become habits.
Watch your habits; they become your character.
Watch your character; it becomes your destiny.
—Frank Outlaw, anthor

No one ever lost his job by listening too much.
—Calvin Coolidge, 30th U.S. President
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We must never forget that the most powerful communication isn't what you say,
its what you do. What counts, in the final analysis, is not what people are told
but what they accept. It is this concept of the role of commmunication in indus-
try that characterizes effective leadership.

—VFrank E. Fischer, American Management Association

The most important thing in communication is to hear what isn’t being said.

—Peter F. Drucker, management professor

The two words “information” and “communication” are often used inter-
changeably, but they signify quite different things. Information is giving out;
commnnication is getting through.

—Sydney . Harris, jonrnalist, anthor

Effective communication is 20 percent what you know and 80 percent how yon
feel about what yon know.

—E. James (Jim) Robn, speaker, trainer, anthor

These quotes were perfect for the training program because they
emphasize the need for effective communication. Although this pro-
gram isn’t perfect, it sure beats trying to look up quotes or trying to
locate that perfect quote when you just can’t remember where you
saw it. You can also enter your favorite new quote and you will know
where to find it each and every time. Therefore, if you want to find
the perfect quote, stimulate your thinking, and add focus and direc-
tion to your presentation, you may want to consider a computerized
quotation program.

Other excellent sources for quotes are www.Bartleby.com and
David’s two favorite quotation books: Simpson’s Contemporary Quo-
tations: The Most Notable Quotes Since 1950 by James B. Simpson and
Words of Wisdom: More Good Advice by William Safire and Leonard
Safir.

The Perfect Illustrative Story

Experience is the best teacher, and when learning the aims of an organization, it
typically takes form of critical incidents. These are the stuff of stories and legends.

—Kouzes and Posner’
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Long after the participants have forgotten the topic of the presen-
tation, even after they have forgotten the name of the presenter, they
will remember a story. Therefore, Master Presenters have mastered
the art of story construction and delivery. The perfect story not only
makes the material memorable, but also brings it alive for the audi-
ence. Like the perfect picture, the perfect story captures the essence
of what needs to be learned.

In this section we are going to examine how stories can be used in
the following six ways:

1. Introduction.

2. Icebreaker.

3. Example, explanation, or illustration.
4. Case Study.

5. Metaphor.

6. Conclusion.

1. The Story as Introduction

The perfect story can be a perfect introduction to your topic. For
example, a university professor starts his ethics class with the follow-
ing story:

At Duke University, there were four sophomores taking Or-
ganic Chemistry. They did so well on all the quizzes, midterms,
labs, etc., that each had an A so far for the semester. These four
friends were so confident that the weekend before finals, they
decided to go up to the University of Virginia and party with
some friends there. They had a great time—however, after all the
hard partying, they slept all day Sunday and didn’t make it back to
Duke until early Monday morning;

Rather than taking the final then, they decided to find their
professor after the final and explain to him why they missed it.
They explained that they had gone to the University of Virginia
for the weekend with the plan to come back in time to study, but,
unfortunately, they had a flat tire on the way back, didn’t have a
spare, and couldn’t get help for a long time. As a result, they missed
the final. The professor thought it over and then agreed they could
make up the final the following day. The guys were elated and
relieved. They studied that night and went in the next day at the
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time the professor had told them. He placed them in separate
rooms and handed each of them a test booklet, and told them to
begin. They looked at the first problem, worth five points. It was
something simple about free radical formation. “Cool,” they
thought at the same time, each one in his separate room, “this is
going to be easy.” Hach finished the problem and then turned the
page. On the second page was written: “For 95 points, which
tirer”

The professor then goes on to lead a discussion about under what
circumstances should we tell the truth, tell a partial truth, and not tell
the truth at all. Did the professor get the students’ attention? Was the
story absolutely appropriate for this audience? Was it relevant to the
topic? Of course, the answer to all of these questions is a resounding
yes.

Another example of using a story as an introduction comes from
Brad’s leadership course. The story is used to illustrate that almost
everything a leader does or doesn’t do is a potential act of leadership.
Brad uses an article written by Norman Augustine, CEO of Lockheed
Martin, which chronicles how the U.S. defense industry decreased pro-
curement by more than 60 percent since 1989 as a result of the end of
the Cold War. Consequently, 15 major companies were downsized and
merged into four. In the article, the author describes 12 essential steps
that led Lockheed through this difficult time and on to phenomenal
success. The following illustrates one of the aspects of his leadership:

Pay attention to symbols. For example, when we combined
Lockheed’s and Martin Marietta’s headquarters in a building pre-
viously occupied by Martin Marietta, we moved everyone out
and reassigned offices from scratch to avoid the impression that
anyone had been bumped or that some people were more im-
portant than others. That action was critical from a social stand-
point, and it is for that reason that we at Lockheed Martin try to
treat acquisitions as mergers of equals. The attitude “we bought
you” is a cotporate cancet.’

The question Brad then asks the participants is, “Was it worth the
expense to move everyone out and then to move all the successful
candidates back in again?” After very little discussion, the answer is
always yes. He then asks the class, “Why?” After a short discussion,
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they always say that not only was this action the fairest way to do
things, it also was symbolic of Augustine’s fair approach and set the
expectation that he would be fair in dealing with staff in the future.
This allows Brad to add that in two-thirds of the cases, mergers have
been found not to be cost effective due to the culture wars between
the two organizations that are merging into one. Most organizations
and their leaders do not pay enough attention to the process by which
the merger comes about. This is most shortsighted because the pro-
cess is the foundation upon which the new organization rests. Note
that the Norman Augustine story is made up of only 85 words. It is
not the number of words that gives the story its impact. It is the story
itself. Although these two stories are very different, what they have
in common is that Master Presenters are master storytellers. They
know that well-crafted and well-told stories are one of the best ways
to begin a presentation, because they capture the audience’s atten-
tion and establish credibility.

2. The Story as Icebreaker

Stories can also be used as icebreakers. The difference between
an introduction to a presentation and an icebreaker is that an ice-
breaker is designed to help move the participant’s attention from their
thoughts outside of the session to what is going on inside the session.
A story as an introduction, on the other hand, conveys the underlying
message that the presenter intends to deliver. In this regard, the ice-
breaker is an invitation into the presentation. Icebreakers can be used
at any time during a presentation, such as when the session begins,
following lunch or a break, when the participants have their minds on
a million other things. The icebreaker invites, beguiles, and entices
the participants into the session. The message that an icebreaker gives
is that this session will be either provocative; stimulating and fun; or
insipid, dull, and boring.

For example, Master Presenter Terry Paulson uses the following
story to illustrate the importance of treating people as you would like
to be treated:®

Not long ago I was flying to Los Angeles, where I was sched-
uled to speak at a conference. I was at Kennedy Airport in New
York, standing in line to check my bags, and the guy in front of
me was giving the baggage checker a difficult time. He was being
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terribly, obnoxiously abusive. I didn’t say anything—the man was
not only upset, he was big. After he moved away from the curb, 1
expressed my sympathy to the checker for the verbal bullying he
had taken.

“Do people talk that way to you often?’ I asked him.

“Oh, yeah. You get used to it...”

“Well, I don’t think I'd get used to it.”

“Don’t worry...After all, the customer’s always right.”

“Well, I don’t think he was right in this case,” I said.

“Don’t worry.” The checker repeated. “T’ve already gotten even.”

“What do you mean”...

“He’s on his way to Chicago...but his bags are going to Japan.”

The keys to a good story are that it must be yours and that it must
be mostly true—by mostly true, we mean it can be embellished a bit,
but must be based in fact.

Brad: I once heard a speaker who was obviously in trouble with
his audience. The speech was flat and the audience mem-
bers’ faces reflected the flatness of the presentation. In truth
they looked bored and I think were, like me, deciding if it
would be too impolite to get up and leave. The speaker
seemed to get the feedback from the audience but was not
sure what to do with it. He then went through a litany of all
of the bad things that had happened to him, finishing with
his being kidnapped. The trouble was, the litany had noth-
ing to do with his presentation, and his tale of being kid-
napped rang patently untrue. Object lesson—be as genuine
and congruent as you possibly can; the audience has built-in
truth detectors.

David: There is a speakers’ adage that says: “Don’t let the truth
get in the way of a good story.” This does not mean it’s
okay to lie and represent it as truth. But all good writers
and all good speakers know the value of “artistic interpre-
tation.” That is, telling the story in the most effective way
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for maximum impact. Think of your “real” story as an artist’s
canvas. If the artist wishes to depict the scene exactly as it
appears before him, he could take a photograph instead of
using his brush. Yet, most people will agree that an artist’s
interpretation of a scene is what makes it compelling. Good
speakers do the same: They take the real event and inter-
pret it, enhance it, or edit it for the greatest impact.

Remember, this is not a license to lie. The audience will not
excuse a blatant attempt to deceive. But no one will ever
fault a speaker for taking a real event and telling it in the
most effective way possible. This may mean you have to leave
out a few lines of unnecessary dialogue, leave out a charac-
ter or two, or compress the time frame in which the event
happened. This is creative storytelling, and Master Present-
ers do it well.

Don’t forget the transition or tie in. If there isn’t a natural transi-
tion between your story and your topic, you will have to develop one.
Brad started with the following story in his “Emotional Intelligence”
presentation to a group of project managers. Note how the tie-in at
the end of the story is used as a transition from the story to the sub-
ject of emotional intelligence.

John invited his mother over for dinner. During the meal, his mother
conldn’t help noticing how beantiful John’s roommate was. She had long been
suspicions of a relationship between John and his roommate, and this only
made her more curious. Over the conrse of the evening, while watching the two
interact, she started to wonder if there was more between John and the room-
mate than met the eye. Reading his mom's thoughts, John volunteered, 1 know
what you must be thinking, but I assure you, [ulie and I are just roommates.”
Abont a week later, Julie came to John and said, “Ever since your mother
came to dinner, 've been unable to find the beautiful silver gravy ladle. You
don’t suppose she took it, do you?” John said, “Well, I doubt it, but 1] write
her a letter just to be sure.” So he sat down and wrote a letter: Dear
Mother, I’'m not saying you did take a gravy ladle from my house,
and I'm not saying you did not take a gravy ladle from my house,
but the fact remains that it has been missing ever since you wete
here for dinner.
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Several days later, Jobn received a letter from bis mother that read: Dear
Son, I'm not saying that you do sleep with Julie, and I'm not
saying that you do not, but the fact remains that if she were sleep-
ing in her own bed, she would have found the gravy ladle by now.

Just as John’s mother knew the right technigue to seek information about
Jobn and Julie’s relationship, project managers use emotional intelligence to
bring their projects to fruition—and it is the subject of how a better under-
standing and application of emotional intelligence can help that we now turn
our attention.

Even though the audience may have heard the story before, the
transition is uniquely yours. That takes it from being a stand-alone
joke to being a valuable presentation device.

3. The Story as Example, Explanation, or
Illustration

Master Presenter Bill Gove says, “Public speaking is simply this:
Make a point, tell a story.” That’s the essence of public speaking:
Make a point, tell a story. He said that years after he will have spoken
somewhere, someone will come up to him and say, “Bill, I still re-
member the story you told about....” He said that proves the power
of the story as example. Anchor every point with an example, and
make your examples through your stories.

David: An example I use in a variety of ways is this: “I have a nine-
year-old son named Matthew. When he was 4, he learned
how to spell his name as a result of playing computer games.
As you may know, kids’ games almost always ask the child
to log in. For a long time I logged in for him, but one day I
said, ‘No, it’s time you do that for yourself, so if you want to
play the game, you have to spell your name.” So he learned
to spell his name by hunting and pecking on the keyboard. A
few days later, he was away from the computer and I asked
him to spell his name for me. He said, ‘M-A-T-T-H-E-W-
Enter.”

Without fail, this story always gets a laugh. So if for no other

reason than to lighten the moment, it has great use. But I
use it to illustrate a variety of other points depending on my
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need. For example, if I'm talking about the pervasiveness of
computers in our culture, I use it. Or if I'm making a point
about how we learn, I use it. Or if 'm making a point about
the way people depend on contextual learning, I use it. That’s
the beauty of a good story—it can serve many purposes.

You can use stories to illustrate your most important points.
Darren LaCroix, the 2001 World Champion of Public Speaking, de-
livers a powerful message on the importance of failing. He opens with
the question: “Have you ever fallen flat on your face?” Then, he liter-
ally falls face down on stage. Still down, he delivers the next several
lines of his speech, while audience members strain to see him. He
then gets up and brushes himself off and launches into a powerful,
personal story of a very large personal failure. He tells the story of
how, right out of college, he bought a Subway sandwich franchise, and
how over the next few months, he proceeded to turn his Subway res-
taurant into a “non-profit operation.” It takes courage to stand on
stage and tell of a personal failure. But Darren’s speech is effective
precisely because of his story. Master Presenters know that we can
never be persuasive when we tell someone else’s story. But we can be
remarkably effective when we tell our own. As Mark Brown says,
“Nobody but you can tell your story, and nobody can tell your story
the way you can.”

4. The Story as a Case Study

Start with a story that is a puzzle, an exceedingly difficult prob-
lem, and/or a moral dilemma that will take all of the audience’s wis-
dom and intelligence to solve. One of the best stories that fits this
description is the story of river blindness from the book The Leader-
ship Moment.” A synopsis of that story follows:

RESPONSIBLE TO WHOM

“The banks of the West African rivers...should provide ideal
farmlands in an otherwise water-deprived region between the
Sahara Desert to the north and the rain forests to the south. In-
stead, they are regions of human devastation. Entire communities
have migrated to drier lands, abandoning their ancient villages and
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fertile valleys. River blindness is a scourge not only of human health
but also of economic development.”® Almost all of the people
become completely blind by early adulthood. Thus it is common
that children guide their blind parents.

You ate president and CEO of Merck Pharmaceuticals. Your
company has developed a cure for river blindness. The drug costs
only three dollars per tablet. The only problem is that “The drug
was needed only by people who couldn’t afford it.” Producing
enough medication to eradicate the disease would cost $200 mil-
lion, which does not include the cost of distributing the drug;

The Case for Donating the Drug to Western Africa. Your
company has a history of being socially responsible. Your mission
is both to help people and make a profit. No other company has
developed a cure. This would certainly be a good public relations
move. No other pharmaceutical company has ever made a dona-
tion of this size before. This action would also help all Merck
employees develop pride in their company.

The Case for Not Donating the Drug to Western Africa.
Firstly, $200 million is the amount of money required to bring a
new drug, like Prozac or Viagra onto the market. It would be
irresponsible to Merck’s clients and shareholders not to develop a
drug that would help both people and profits. Secondly, many
organizations hold some of their retirement funds in Merck’s stock.
The company should not be donating a drug to eradicate river
blindness at the expense of the company’s shareholders’ retire-
ment, especially if the shareholders did not vote to spend their
earnings in this manner. Thirdly, the task of distributing the drugis
daunting, The World Health Organization has already declined taking
on the task of helping to distribute the drug;

The participants have 15 minutes, first to work individually, and
then to work in small groups to decide which course of action they are
going to take (that is, to donate or not donate the drug to Western
Africa) and to prepare a speech regarding their decision to stock-
holders at the annual meeting.

After the participants have given their presentations, we compare
their solutions with how the real company president dealt with the
situation in real life. The value of this type of case study is that it
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places the participants in a real leadership situation, asks them what
they would do, and then lets them compare their answers with how
the actual leader in the story led at that critical juncture. An addi-
tional benefit from this exercise is that the participants must present
their solution in a manner that would be appropriate for the president
of a large corporation, which underscores the relationship between
leadership skills and presentations skills.

5. The Story as Metaphor

Mark Brown, the 1995 World Champion of Public Speaking, used
a masterful metaphor in his World Championship speech. He used
the Disney movie Beauty and the Beast as the framework for his mes-
sage about ignorance, intolerance, and indifference. He first illustrated
how these negative attributes were depicted in the animated movie.
Then he smoothly shifted into a real-life parallel. He told a moving
story of a beautiful television reporter who went undercover as an
unkempt homeless person to illustrate how differently she was treated.
He said, “This beauty took on a beastly appearance.” Then as he de-
scribed what the camera saw, he illustrated each of the negative at-
tributes of ignorance, intolerance, and indifference in the reactions of
those who passed by her. The story of the movie was played out in
real life. And because of the power of his metaphor, the real-life story
had so much more impact.

Metaphorical stories capture the theme of the presentation, mak-
ing it real, concrete, and tangible. These stories reach out and grab
your audience’s attention. Harvard’s John Kotter, one of the world’s
foremost experts on leadership and change, artfully uses metaphor in
the following story:’

In 1983, a new CEQO put the company through a major transformation
process that was successful. By 1988, the old procedure mannals were no longer
used, replaced by far fewer rules and a set of customer-first practices that made
more sense in the 1980s. But the CEO realized that the old manuals, while
not on people’s desks, were still very much in the corporate culture. So here is
what he did.

When he took the stage for his keynote address at the annnal manage-
ment meeting, be bad three of his officers stack the old mannals on a table
nexct to the lectern. In his speech be said something like this:
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“These books served us well for many years. They codified wisdom and
experience developed over decades and made that available to all of us. I'm
sure that many thousands of our customers benefited enormonsly because of
these procedures.

“In the past few decades, onr industry has changed in some important
ways. Where there once were only two major competitors, we now have six.
Where a new generation of products used to be delivered once every two de-
cades, the time bas now been cut to nearly five years. Where once customers
were delighted if they could receive help from us in 48 hours, they now expect
service within the conrse of an eight-hour shift.

“In this new context, our wonderful old books began to show their age—
they weren’t serving customers as well. They didn’t help us adapt well to
changing conditions. They slowed ns down...and it began to show up in our
[Jenancials.

“...we decided that we had to do something about this—not only becanse
the economic results were looking poor but even more so becanse we were no
longer doing what we wanted to do and had done so well for so long: serve our
customers’ needs in a truly ontstanding way. We reexcamined their require-
ments and in the last three years have changed dozens of practices to meet those
needs. And in the process, we set these [books] aside.

“Lm taking time to tell you all this today for a number of reasons. 1
know that there are a few of you in this room, each new to the company in the
last couple of years, who think the books over here are a_joke, bureancratic
mindlessness in the extreme. Well, 1 want you to know that they served this
company well for many years. I also know that there are pegple in this room
who hate to see the books go. You might not admit it—the logical case for what
we've done is far too compelling—but at some gut level, you feel that way. 1
want you to join with me today in saying good-bye. The books are like an old
Sriend who's died after living a good life. We need to acknowledge his contribn-
tion to our lives and move on.”

For many of the people who read this story, their first reaction is
to burn the books. The wisdom in this story is that it acknowledges
that past procedures worked, and that we should honor them. It helps
us move away from thinking that today’s technique is good, and
yesterday’s is bad. This becomes a problem because what is new to-
day will be old and hence bad tomorrow, and this lessens or devalues
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the impact of anything that appears to be new. In fact, many employ-
ees then start to view the newest change as “the flavor of the month.”

By eulogizing the books, the speaker in the story acknowledges
both their usefulness at the time they were developed and also that it
is time to lay a good friend to rest and move on. The metaphor of
paying our respect to a good friend who deserves our respect and has
passed on is a perfect way not only to acknowledge the respect that
the employees had for their manuals, but also to acknowledge the
manual’s passing.

6. Stories as Conclusions

Stories can also be used as a powerful way to conclude your pre-
sentation. For example, Albert Mensah, a native of Ghana, delivers a
powerful speech in which he speaks on the theme, “Underneath, we’re
all the same.” He walks on stage wearing a denka, a ceremonial Afri-
can robe. He tells his story of how, as an African immigrant, he was
treated differently when he first arrived in the United States. He speaks
of being treated as an outsider—a troublemaker—because he looked,
spoke, and acted so differently. He proceeds to illustrate how damag-
ing such thinking can be. Then, at the climax of his speech, he rips off
the denka, reveals a beautifully tailored suit and tie and says with a
knockout punch: “Because underneath, we’re all the same.” It’s a
powerful illustration—memorable and moving.

Another outstanding speaker, Sandra Zeigler, tells the story of
Harriett Tubman, a woman who helped U.S. Civil War slaves escape
to freedom. After telling Harriett’s story, Sandra shifts the focus to
the audience for a powerful conclusion. She says:

This morning, if you are standing at a place in your life where
two roads are diverging, you are standing where Harriett Tubman,
a black, disabled, illiterate, penniless woman born in bondage,
once stood. Take the less traveled road of freedom, instead of
the well-worn path to surrender. And when you arrive at your
destination, and you will arrive, go back. Go back to your cities
and your neighborhoods and teach, train, and inspire others to
achieve what you have accomplished. [She pauses.] Don’t stop at
personal success. [She pauses.] As a tribute to Harriett Tubman,
become one of the great ones. The great ones go back.
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Brad often ends his presentation on the Seven Strategies of Mas-
ter Negotiators with the following story from the book Getting to Yes:!’

In 1964 an American father and his twelve-year-old son were
enjoying a beautiful Saturday in Hyde Park, London, playing catch
with a Frisbee. Few in England had seen a Frisbee at that time and
a small group of strollers gathered to watch this strange sport.
Finally, one Homburg-clad Britisher came over to the father: “Sorry
to bother you. Been watching you a quarter of an hour. Who’s
winning?”’

In most instances to ask a negotiator, “Who’s winning?” is as
inappropriate as to ask who’s winning a marriage. If you ask that
question about your marriage, you have already lost the more
important negotiation—the one about what kind of game to play,
about the way you deal with each other and your shared and
differing interests.

Brad then adds the following ending as a call to action:

It is my hope that this presentation is a beginning for all of us,
me included, to negotiate more effectively, in our personal lives, in
our professional lives, in our states/provinces, nationally, and in-
deed, as the events of September 11, 2001, have so aptly pointed
out, internationally. In those efforts, I wish you God’s speed.

This is not only a great story to end the presentation on, it also
emphasizes the fact that the participants will have ample opportunity
to practice the skills that they have just learned in the days ahead, and
it challenges them to do so both in their personal and professional
lives.

How to Find the Best Stories

There are many ways to collect good stories. Books, magazines,
movies, your local library, your organization’s formal or informal ar-
chives, story clubs, book clubs, and stories about one’s children,
friends, and family life can all work well if they are not overdone or
over used.

Many presenters use stories that they have found in issues of popu-
lar publications such as Reader’s Digest and the Chicken Soup for the
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Soul series of books. Although the stories are often cute, funny, and
heart-warming, we must issue a word of warning: you can’t use them
because they are copyrighted. As well, as soon as you start to tell a
story your audience has already heard, your credibility goes out the
window. The listener thinks, “I’'ve heard that from someone else. I
wonder how much of the rest of this presentation is someone else’s.”

David: When I heard Master Presenter Bill Gove explain that pub-
lic speaking was simply a matter of “Make a point, tell a
story,” I thought at the time, That’s good advice if you have
a big story. If you've climbed Everest, well, that’s a story. Or
if you’ve conquered cancer and then gone on to win the Tour
de France, that’s a story. But I had to admit that I had done
nothing that significant enough to use as “my story.” So,
though I understood what Bill Gove said, for the next four
years, I didn’t do it. Then, one morning, I was reading the
newspaper. [ saw in a trivia column written by L. M. Boyd a
small item that jumped off the page at me. It said: “Every
human being alive experiences these six emotions: happi-
ness, sadness, anger, surprise, disgust, and fear.” [ don’t know
why at that moment I thought of Bill Gove’s “Make a point,
tell a story,” but the moment I brought those two thoughts
together is the moment I changed the way I spoke. I thought,
If I have a little story, a little slice-of-life vignette that triggers at
least one of those emotions, that story will connect with any-
one. What a revelation that was, because I stopped waiting
for my big story and started using my little stories. And from
that moment on, I stopped giving “speeches” and started
speaking conversationally as I told my little stories. It has
changed my approach, and it can do the same for you.

Other excellent sources of stories are our families, children, rela-
tives, and friends. However, the story must be pertinent and under no
circumstances should the presenter appear to be bragging, as this is
very likely to alienate you from the audience. Often, a story where
you show yourself to be far from perfect and where the story illus-
trates your point is the most intellectually powerful, fun, and enter-
taining. This is because the audience is more likely to identify with
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you as soon as they know you don’t consider yourself superior. In
other words, a humbling story is more likely to connect with the
audience. For example, in one of Brad’s negotiation presentations,
he uses the following story to illustrate the concept that almost all
negotiations must balance preparation and flexibility, and one way to
improve this is to “Expect the Unexpected”:"

A number of years ago, 1 was working as a regional manager for a
national company. The work was very demanding so 1 booked Thursday
evenings as private time. During this time 1 was taking ice-skating lessons and
had an extremely capable coach. My friend and colleagne, Harold Taylor, a
nationally recognized expert on time management, taught me that firstly, if 1
wanted to protect my private time, 1 had to schedule it into my daily planner
and secondly, that I had to treat it as equally important to other meetings that
I had. He also warned me that I would be tested. However, I didn't exipect to
be tested so soon, so offen, or so severely.

I started my lessons, was making progress in my skating and felt good
abont having a complete break from my work. In other words, I was feeling
very good about taking care of myself. The following Thursday, the President
and CEQO of the national organization was visiting our region.

The president was well known for being able to work very long honrs and
a full day of meetings was scheduled in addition to a business dinner for that
night. I asked if we conld eat early becanse 1 had a meeting Thursday night (I
did—althongh it was with my coach). The next week, the vice president was
in town and once again we had a business dinner scheduled for Thursday night.
Again, 1 asked if we could eat early becanse I had a meeting scheduled for
later that evening—mwith my coach. I was beginning to feel like I had mastered
one of the elements of time management and self-care.

The next Thursday night I was thoroughly tested. My children attended
FEcole Beanfort, a French immersion school in onr neighborbood. Thursday
night was the school’s celebration of La Carnival, which recognizes the coming
of spring. My son Andrew very much wanted the whole family to go to La
Carnival. 1 thought that this was a teachable moment where I could help mry
son learn that parents deserved some private time as well. I carefully prepared
Jor this negotiation. 1 was going to talk abont the fact that I take my son to
hockey and soccer on a regular basis, that we take a father and son trip once
a year, played sports together, etc. However, before I made these points, as a
good negotiator does, I asked nzy son, “W hy is it so important to you that I go
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to La Carnival?” This gorgeous blue-eyed, blond haired 8-year-old looked np
at me and said, “Dad, because I like you a lot.”

I was wiped off the table. Speechless. I thought about it all the next day
and came up with the following interest-based solution. My main interest was
taking the lesson and for one night conld easily miss the warm up and cool
down. So 1 approached Andrew and asked him if it would be all right if we
as a family went to La Carnival and were there for the start. 1 wonld miss the
warm up, take ny lesson, miss the cool down and be back at the school by eight
o'clock. “Sure Dad.” By taking an interest-based approach, both parties’
interests were well satisfied.

Brad finds that audiences always relate well to this story and you,
too, can find stories from your personal life that not only make the
point, but also help to make you appear more human and approach-
able. At the same time, you must not overuse personal stories or you
will appear to be egocentric, conceited, and unapproachable.

We recommend you start and maintain your own personal story
file. From now on, any time you encounter any event or moment that
triggers one of the six universal emotions (happiness, sadness, anger,
surprise, disgust, or fear) write it down. You don’t have to write the
entire story, but you should jot down a reminder of the moment. Put
it in your personal story file. Your “file” doesn’t have to be anything
elaborate, but you must find a place to store the golden stories that
you discover. You can also start or join a story club. For example, you
and several friends can form a group and every time one of you finds
a good story, e-mail it to each other for feedback. Set up a special
folder on your computer desktops. When you find a story that has
potential, put it in this folder. You want to avoid finding and then
losing the perfect story. You may think, “I don’t need to write it down;
but you’ll be amazed at how many good stories you let slip away be-
cause you just forgot them.

Superb storytelling is one of the hallmarks used by Master Pre-
senters. However, Master Presenters don’t rely on storytelling alone.
Storytelling is one of the three parts of the Three “S” Advantage. In
the next section we will cover all three parts.
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The Three “S” Advantage

The Three “S” Advantage is guaranteed to help you develop a
more powerful, memorable, and impactful presentation. The three
S’s stand for stories, simulations, and a summary of the scientific
evidence. For example, in Brad’s Master Negotiator presentations,
he begins with the concept that we can build our futures with creative
or wasteful solutions. Step one is to illustrate the concept with a con-
vincing story. Step two is to use a simulation that ensures that the
audience experiences the concept by creating a teachable moment.
Step three is to present a summary of scientific evidence that sup-
ports your point.

The reason you want to use the Three “S” Advantage is because
of the incredible synergy that you can develop by combining these three
elements. A mathematical analogy to illustrate synergyis3 +3 + 3 =9,
however, 3 X 3 x 3 = 27. If used correctly, the use of stories, simula-
tions, and summaries of the scientific evidence can increase both the
breadth and depth of your material as no other method can. The sto-
ries bring perspective and memorability, the simulations let the par-
ticipant experience for himself or herself the point you are trying to
make, and summaries of the scientific evidence add proof that reas-
sures your audience that the material has withstood the test of time.

Stories

As noted, compelling stories draw the audience into your topic.
They have humor, intrigue, suspense, or pathos. The audience is drawn
into the topic, forgetting their everyday concerns. The audience lets
out a gasp, or sits on the edge of their seats trying to figure something
out that has become important to them. Good storytelling, like good
joke telling, is an art. Master Presenters practice their stories over
and over again, changing parts and studying how the audience re-
sponds, until they get the story just right. Long after the participants
have forgotten everything else, they will remember a great story. All
of the stories that Master Presenters use serve to make a point, and
that point is so well crafted and so well told that it is etched indelibly
into the participants’ memory.



Prepare Outstanding Content | 75

Simulations

The best piece of edncational technology ever created was the flight simulator.
Should we have simulators for all of our training? Yes. Why don’t we? Too much
money. But when you're sitting in your seat in a 747 and wondering about the
skill level of the pilot, you don't say to yourself, “Gee, I hope he passed that paper
test in _flight school.” You want to know that pilot [has] actually flown or has
simulated flight in a number of the most challenging circumstances that he’s
“done 1t.” Our training needs to be the same way.

—Raoger Schank'?

Simulations create three-dimensional models that allow the par-
ticipants to experience the topic under discussion without the atten-
dant risks that could occur in real life. Simulations allow people to get
out of their comfort level; to experiment; to try out new behaviors;
and see for themselves if they work, how they work, where they work,
and, just as important, where they do not work.

For example, in Brad’s negotiation presentations, the participants
often simulate negotiating the sale of a house where the only remain-
ing issue is the closing date. After the negotiation, they then analyze
themselves and each other as to the negotiation style they used. Like-
wise, when David teaches writing programs for business, he explains
that he was once hired to proofread a promotional piece for the launch
of a new Wall Street Journal Interactive Edition. The PR person re-
sponsible for the launch said, “I've checked everything several times.
I’'m confident it’s ready to go to press, but my boss said I have to get
someone else to check off on it. It’s mostly just a formality at this
point, but he said if there are any mistakes, it’s my neck.” Then
David passes out a copy of the piece and asks the participants to
proofread it as if their careers depended on it. Why is this an effec-
tive presentation tool? Because it simulates a real situation with very
real consequences.

Summary of Scientific Evidence

We have all attended presentations that were well organized and
very well presented. But after all was said and done, they left a funny
aftertaste. We had learned nothing new. They remind us of the fa-
mous Wendy’s commercial in which a woman asked, “Where’s the
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beef?” Presentations that use relevant scientific evidence add content
and substance, which enables us to better understand the world and/
or see it in a new way. We are left feeling satisfied that the presenter
took the time to create a meaningful presentation that has left us with
content that we can use.

Step three of the Three “S” Advantage is to summarize the scien-
tific evidence. For example, after a negotiation simulation that re-
veals the participants’ negotiation style, Brad presents the Gerald
Williams’s research on negotiation style. Because the participants had
just negotiated and experienced how well their style and the other
participants’ style worked or didn’t work, the scientific evidence has
100 percent more meaning to the participants than if it were intro-
duced on its own.

Note that the Three “S” Advantage is not to be used rigidly. You
can present very effectively by using part of the model, or by using
some elements of the model more than once. For example, Master
Presenter and author William Bridges very successfully uses elements
one and two, storytelling and simulations, in a presentation on transi-
tions. During the presentation he would stop lecturing and/or
storytelling, and at critical points he would ask the participants to
form into groups of four to carry out an exercise or simulation. For
example, he asks the participants to share a transition that they were
in at a previous time in their lives and identify for themselves, and for
each other, a skill or a strategy that helped them master that transi-
tion. Second, the participants were to state how that same skill or
strategy could help them master a current transition or one that they
would soon be facing.

Bridges could have lectured on this point until the cows came
home and it would never have had the impact that “harvesting the
past” had as an experiential exercise. The use of this exercise was
much more powerful than a traditional lecture could have ever been.

Please note that the order of the three elements depends on which
order works best for your particular presentation and your particular
audience. After you become familiar with the method, you can vary
the number of elements. For example, you may chose to start with a
story, do a simulation, give a summary of the scientific evidence, and
then end the section with another story. As you become more familiar
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with the Three “S” Advantage, you will be able to pick the precise
element(s) to make your presentations as powerful as those of the
Master Presenters you have met in the pages of this book.

The following exercise has been designed to help you master the
Three “S” Advantage.

HAHHHHHHHE
EXERCISE
2-3

Design an element of your next presentation or design an
element of a current presentation using at least two of the
elements of the Three “S” Advantage.

1. How will you use storytelling techniques to add
impact to your presentation?

2. How will you use a simulation to add impact to your
presentation?

3. How will you use a summary of scientific evidence to
add impact to your presentation?

The Zero Draft

There is a wonderful book titled Writing Your Dissertation in Fif-
teen Minutes a Day by Joan Bolker. In the book, Bolker talks about
writing “the zero draft.” The zero draft is a private document de-
signed for the writer to get his or her thoughts down on paper, which
is also known as a “brain dump.” Bolker’s next stage is writing a pri-
vate document for the writer’s eyes only. In that stage, the writer is
trying to figure something out, to arrive at the truth to the best of his
or her ability, and the writer is his or her own audience. At this stage,
don’t be a perfectionist, and remember what John Maynard Keynes
said, “It is better to be roughly right than precisely wrong.” When you
are writing everything but the final draft, give yourself permission to
write notes in the margins about what you think, feel, have hunches
about, and anything else that comes to mind about what you have
written. In other words, you can produce a written dialogue and that
dialogue will help you develop both your thinking and your writing.
Even if 90 percent of these thoughts are later discarded, you will find
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that the remaining 10 percent will be rich and valuable. In stage three,
the writer writes for his or her intended audience, and in stage four
the writer has produced something of great value both for himself and
for his intended audience.

The beauty of Bolker’s stages is that they not only hold true for
writing but also for developing a presentation. Think of the zero draft
as a way to get your ideas down on paper. The first draft, outline, or
mind-map can then be developed. At this stage, you are the audience
and you can jot down in the margin any thoughts whatsoever about
the presentation. Again, even if 90 percent of these thoughts are later
discarded, you will find that the remaining 10 percent will be rich and
valuable.

In truth you can begin the zero draft at any time before you do
anything else or after you craft your title. Developing a presentation
is really an iterative process. This means that you may develop a bet-
ter title or story or draft at any stage in the preparation of your pre-
sentation, and although the elements are presented individually, they
really work together synergistically. An improvement in any one of
the elements can lead to an improvement in any of the other elements
and an improvement to the presentation as a whole.

In stage three, you rework your presentation with a specific audi-
ence in mind, and in stage four you produce a presentation that has
great value both for your intended audience and for yourself. But it
doesn’t end here; you must practice and get feedback on your presen-
tation to fine tune both the content and the delivery.

Your Content Advisory Board

First, Master Presenter Ian Percy recommends that presenters of
all levels and abilities use a Content Advisory Board (CAB). The pur-
pose of the CAB is to give the presenter objective, pertinent, insight-
ful, and crystal clear feedback on where that presenter’s content is
working and where it is not. Sometimes the material is not appropri-
ate, sometimes the explanation is not clear enough, sometimes better
or more timely examples are needed. Just as the milk you buy at the
store has a “best before” date, so too does our material. No matter
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how much the presenter loves that particular piece of material, story,
joke, or anecdote, it must be discarded because it is no longer fresh.
Your Content Advisory Board must give you balanced feedback, both
about what is working and what is not. Ideally, each member of the
board will have different strengths, so select the people on your Con-
tent Advisory Board carefully. This just may be one of the most im-
portant decisions you ever make in your career.

HHHHHHHHHH
EXERCISE
2-4

/

List up to eight people who might form your Content
Advisory Board. List specifically what each of these people
could contribute to your growth and development as a
presenter.

Among the questions your Content Advisory Board should
look at are:

1. Isthe presentation content light, content heavy, or content

right?

Content light is fluff, not enough new information, too much informa-
tion the audience already knows, or an excellent five-minute point
stretched and repeated to fill 45 minutes.

Content heavy is too much information and too many details to re-
member. Nothing stands out from anything else and there is an over-
whelming amount of facts and figures.

Content right is just the right amount of content. It matches perfectly
with the time period allotted, the expertise and technical level of the
audience, and the context such as at the beginning of the day when
people are fresh or at the end of the day when the audience members
are tired and information-satiated.

Please rate the presentation on a scale of 1 to 7, with a 1 representing that
the content is too light, 4 just right, and 7 too heavy.

Too light

Just right Too heavy

1

2 3 4 5 6 7
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2. Isthe content meaningful, engaging, and does it resonate
with the audience?

Are the audience members bored, listless, and mentally
checked out or are they fully engaged, leaning forward,
and watching the presenter with focused attention?

Not meaningful or Meaningful, engaging,
engaging and does not and resonates with audience

resonate with audience

3. Isthecontent new, thought-provoking, and inspiring?

In place of the same old content and same old clichés, Master Present-
ers give their audience new, thought provoking and inspiring infor-
mation that once learned, allows the audience to view the world in
ways that weren’t possible before the presentation.

Not new, thought-provoking, New, thought-provoking,
and inspiring and inspiring
1 2 3 4 5 6 7

4. Did you provide an incisive analysis along with the
information you presented?

Today’s audiences are bombarded with a plethora of information from
many sources including the Internet. The best presenters also give
their audiences the tools to analyze this information in ways that they
could not have gleaned from any other source.

No incisive analysis Incisive analysis

1 2 3 4 5 6 7

LA 24
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Preparing outstanding content is a result of a variety of elements.
Putting together outstanding content involves speaking from a strong
point of view and developing titles that will grab and hold the audience’s
imagination. Frame your beginnings and endings with content that
has impact and then work on finding, creating, and developing the
perfect illustrative stories. These stories, along with simulations and
scientific backup will give you credibility and believability. Once you
are ready for a trial run of your presentation, start with the zero draft
and end with feedback. When you’ve succeeded in accumulating the
perfect content balance, the next step is organizing it to make it as
powerful and as memorable as possible. We’ll address that next.



STRATEGY

Use
Superior Organization

A place for everything, and everything in its place.

—Samuel Smiles, anthor

No amount of outstanding content or effective delivery skills can
save a poorly organized presentation. If the participants can’t follow
your presentation’s organization or line of reasoning, they will as-
sume that you don’t know the material, haven’t integrated it, are lazy,
and don’t deserve their attention. Therefore, Master Presenters spend
a great deal of time not only developing the content and the delivery
of their message; they also focus on developing superior organization.
This chapter presents five techniques that will assure both you and
your audience that your presentation is impeccably well organized.
The five techniques are:

Developing advanced organizers.

Using the eight organizational structures.
Making sure it is cohesive.

Paying attention to your transitions.
Understanding the critical importance of timing.

AN
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1. Advanced Organizers

One of the exercises that we use in our course The Seven Strategies
of Master Presenters is an exercise in one-way and two-way communi-
cation. The exercise works like this: We select a participant from the
course to be the communicator. He or she is given a diagram of seven
shapes (circles, rectangles, and squares) that are connected to each
other. Using one-way communication, the communicator must describe—
in as much detail as possible—the figures on the handout, while the
listeners draw the diagram to the best of their ability based only upon
the verbal description. The communication can only be one way and
the communicator cannot use hand gestures—only his or her verbal
skills—to describe the shapes in the diagram. The participants are
not allowed to ask questions.

The exercise is then repeated with a different diagram that uses
the same shapes but in an equally difficult arrangement. This time,
however, the communicator and the listeners can engage in two-way
communication. The quality of the diagram always improves when
both the listeners and the communicator give each other feedback.
The attendees ask for directions to be repeated, and both parties de-
velop a richer way of communicating using angles, degrees, clock num-
bers, and analogies such as “it looks like a wagon” to make the
communication richer, more thorough, and more precise.

Every once in a while, a superb communicator volunteers for the
role of describer. What is different about this communicator is that
the volunteer intuitively understands the concept of advanced orga-
nizers. By this we mean that the volunteer will start by saying, “I am
going to describe a grouping of seven shapes, there is one square, two
circles, and four rectangles,” or he or she will say, “I will describe the
shapes and their sizes in a minute, but before I do that, I want you to
know that I will be describing the shapes in a clockwise direction.”

Advanced organizers create a frame of reference for what fol-
lows. When advanced organizers are used, the people reproducing
the diagram are told how the communicator will proceed, that is, in a
clockwise direction, and that the diagram is made up of seven shapes.
Because the participants know how many shapes there are and in what
direction the shapes will be described, it makes the whole process of
understanding their task that much easier.
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Just as the superb communicator in the one-way/two-way com-
munication exercise used an advanced organizer to help the partici-
pants reproduce the diagram, Master Presenters use advanced
organizers to tell the participants how the presentation will proceed by
giving them an overview of its structure. This structure also helps the
participants organize the presentation in their own minds and, hence,
remember it more effectively. Appropriate visual aids make the organi-
zational structure more apparent to the listener. For example, how many
times have you heard, “That was point number three,” and you can’t
even recall that there was a point number two? That’s why it is usually
necessary to say at the outset how many points you will be making.
Then, as each point is checked off, remind the listener: “That was point
number two,” while restating a key-word summation of the point.

Remember, it is not possible to be too clear. Research has proved
that people both understand and remember information hierarchically.
By using advanced organizers, Master Presenters help the attendees
both understand and remember the presentation more effectively.

2. Eight Organizational Structures

It is impossible to give a strong presentation within a weak organi-
zational structure. Therefore, Master Presenters have developed the
art of organizing their presentations to the highest degree possible.
Eight organizational structures that you can use are:

1. Chronological.
Geographical.
Analytical.

Functional.
Contrasts/comparisons.
Contflict.

Metaphorical.

Mixed.

S A A i o

Chronological Presentations

Chronological presentations are organized by time and progress
from beginning to end. The unit of measurement can be seconds,
minutes, hours, days, weeks, months, years, decades, centuries, and
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millennia. The movie JKF, most programs on the History Channel,
and the acclaimed scientific series Walking With Dinosaurs are ex-
amples of masterful use of chronological events to tell the story in a
logical or meaningful manner.

Chronological presentations are often used to tell a story. For
example, the book The Critical Path tells the dramatic story of
Chrysler’s survival, and Five Days in London tells the story of how
Winston Churchill persuaded the war cabinet not to capitulate to
Hitler. In terms of an economic example, a speaker could open with a
“now” perspective, such as, “Today, interest rates for home mort-
gages are the lowest they have been in 50 years. How did we get here?
Let’s go back to 1953 and examine what happened.” Then, with a
simple timeline, tick off key developments on watershed years. This
gives a flow of continuity and brings cohesiveness to your message.
As a side note, in this kind of presentation, it can become deadly dull
if all you do is reel off years and statistics. For color and depth, men-
tion an occasional “scene-setting” event. For example, “In 1959, the
Russians shocked the world with the launch of Sputnik, the first man-
made satellite to orbit the Earth. In that same year, interest rates shot
up as well...”

Geographical Presentations

Geographical presentations use geographical places to help tell a
story. One of the best examples is Pierre Burton’s The Last Spike,
which tells the story of the building of the Canadian Pacific Railroad.
It is geographical because the story develops as the building of the
railroad moves primarily from east to west. This story is also meta-
phorical in that it also tells the story of the building of a nation.

Speakers can use a similar device. Lance Armstrong, for example,
could hold us spellbound if he merely took us on a stage-by-stage
journey along the route of the Tour de France. It would have far more
impact if listeners were invited to travel with him geographically
through his story than if he skipped around.

Analytical Presentations

Analytical presentations analyze the topic, divide it into mean-
ingful sub-topics, and demonstrate the relationship between them.
For example, “High-performance teams have the following eight
characteristics...” or, “The three disciplines of market leaders are...”
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Each sub-topic is supported by empirical evidence—the better
the evidence, the better the presentation. Excellent evidence is sur-
prising or unexpected, and the listener is rewarded by hearing the
depth of the evidence and the thoroughness of the research.

Functional Presentations

Functional explanations help to deepen one’s understanding and
appreciation of how things work or the benefits to be derived by using
a particular product or procedure. Speakers like Susan Sweeney and
Jim Carole help their audiences understand and appreciate various
aspects of the Internet and E-commerce. Or just flip on your televi-
sion in the wee hours of the morning and you will be bombarded with
speakers using functional organization: There is one on every
infomercial. This is their stock-in-trade. After 30 minutes, they have
told you every possible use of their product (and then some). They
hold nothing back. If there is a function, you’ve heard about it by the
time they finish.

Contrasts and Comparisons

Contrasts and comparisons actually work well together. For ex-
ample, Dr. Janet Lapp uses the power of contrasts and comparisons
to help explain how Americans and Canadians are similar and differ-
ent. She also uses humor when advising Canadians who speak in
America and for Americans who speak in Canada. A subset of con-
trasts is doing a pro and con analysis. For example, suppose your
company is equally divided over starting a marketing campaign now,
because the competition is slowly taking market share away from your
division’s product, versus waiting six months to implement the plan,
because a new innovative product is under development. We have
found that when a topic spurs strongly held opposing points of view, it
is desirable to first get agreement on common ground. Then acknowl-
edge the arguments of the “opposite side” second, and advance your
point of view last.

In terms of common ground in the previous example, the pre-
senter may want to reiterate agreed upon principles of effective deci-
sion-making, the need to balance short-term and long-term goals, and
the company’s mission to be both innovative and profitable. The pre-
senter would then consider the arguments for increasing advertising
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now: Market share lost now may never be made up, the company’s
board of directors and shareholders are becoming increasingly upset
by decreasing market share, and the industry’s yearly market share
report will be published in six months. The presenter then presents
the opposing point of view that the new product could become the
new industry standard, but to be successful it will need every advertis-
ing dollar that the company can put behind it, including this year’s
entire advertising budget. Second, the company has a reputation of
bringing innovate products to market and is overdue for a product
that is a direct hit. Third, most companies fail because they overem-
phasize short-term profits for long-term growth.

Conflict

Using conflict to set up and organize your presentation is some-
thing that Craig Valentine, the 1999 World Champion of Public Speak-
ing, recommends. He states that it seems to be human nature to like
a good fight or a good conflict. He also points out that most movies
introduce the audience to the conflict within the first 30 minutes. For
example, it could be an intrapersonal conflict (conflict within oneself);
an interpersonal conflict (conflict between two people); an intrateam
conflict (a conflict within a team); interteam conflict (conflict between
two or more teams); an intraorganizational conflict (conflict within
an organization); and a conflict between two organizations, two states,
or two countries. Many of the best stories a presenter can tell also
revolve around the successful resolution of one or more of the differ-
ent types of conflicts previously listed.

Metaphorical Presentations

The metaphorical presentation uses something that is well-known
and understood to help the attendees understand something that is
less well-known and understood. For example, Greg Levoy uses the
concept of connecting the dots in his presentation Callings. The meta-
phor of connecting the dots means that we have life experiences that
are exceptionally meaningful for us. When we “connect the dots,” that
is, discover the deeper significance that can be derived from figuring
out the relationship among these various meaningful life experiences,
we discover our calling. It is in connecting the dots that the picture, or
in this case, our calling, emerges stronger and more clearly focused.
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Alan Parisse! states that “the challenge of a presenter is to move
from simplicity to complexity and then back to simplicity with depth.”
Metaphors are a good way to do this. Metaphors are also an excellent
way to make your presentations truly universal, deeply personal, and
imminently memorable.

Mixed Structures

Mixed structures use various combinations of the seven methods
that were previously presented. For example, Master Presenter Terry
Paulson uses the story of how air transportation has changed to an-
chor his topic of change management. He uses pictures and words
(Figure 3-1 and Figure 3-2) to illustrate the changes the role of stew-
ardess has undergone since the 1930s.

THE ORIGINAL EIGHT
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An Early Stewardess Manual
May 15, 1930
Keep the clock and altimeter wound wp.

Carry a railroad timetable in case the plane
i grounded.

YWarn the passengers against throwing their
cigars and cigarettes out the window.

Keep an eyve on passengers when they oo to
the lavatory to be sure they don't
mistakenly go ot the emergency exit.

Figure 3-2

The slides that Terry uses demonstrate that progress entails change.
We can look at the information Terry presents both chronologically
and metaphorically. If we look at the information chronologically, we
can clearly see that how flight attendants did their jobs in the early
days of flying in very different from the way that job is carried out
today. At a metaphorical level, these slides represent the changes we
must all undergo in order to progress. Terry uses these slides to an-
chor the topic of change management both chronologically and meta-
phorically. In this case, the mixed structure works beautifully. It was
fun and so unique that it is remembered as vividly today as when it
was presented a number of years ago.

3. Make Sure It Is Cohesive

In the perfect symphony, the composer must make sure that ev-
ery note that should be in the symphony is included and that every
note that should not be included is excluded, as the following quota-
tion from Leonard Bernstein? so artfully points out.

We are going to try to perform for you today a cutious and
rather difficult experiment. Were going to take the first move-
ment of Beethoven’s Fifth Symphony and rewrite it. Now don’t
get scared; we’re going to use only notes that Beethoven himself
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wrote. We're going to take certain discarded sketches that Beethoven
wrote, intending to use them in this symphony, and find out why
he rejected them, by putting them back into the symphony and
seeing how the symphony would have sounded with them. Then
we can guess at the reason for rejecting these sketches, and, whatis
more important, perhaps we can get a glimpse into the composer’s
mind as it moves through this mysterious creative process we call
composing,

We have here painted on the floor a reproduction of the first
page of the conductor’s score for Beethoven’s Fifth Symphony.
Every time I look at this orchestral score I am amazed all over
again at its simplicity, strength and rightness. And how economical
the music is! Why, almost every bar of this first movement is a
direct development of these opening four notes: |...|

And what are these notes that they should be so pregnant and
meaningful that whole symphonic movement can be born of
them? Three G’s and an E flat. Nothing more. Anyone could have
thought of them—maybe...

Just as the perfect symphony has included all of the notes that
should be included and has not included any notes that should in fact
be excluded, Master Presenters do the same with their words. This is
much easier said than done. How do Master Presenters make sure they
have developed a cohesive presentation? The following seven steps will
help guarantee that your presentation is as cohesive as possible:

Step 1: Write a Mission Statement

Write a mission statement for your presentation and decide if
each bit of the content advances that mission or not. For example,
David Ropeik’s mission is to help people make smarter and safer de-
cisions in regard to accurately assessing and acting on the risks that
they encounter. Similarly, Jack Welch’s mission while president and
CEO at General Electric was that GE would be the first or second
best in each market division where it sold products or GE would pull
out of that division. The mission statement for your presentation will
help you stay on target and focus your message. It also makes it easier
to get feedback from others as to whether or not you are achieving
your goals.
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Step 2: Develop Goals and Objectives

Develop your goals and objectives for your presentation and de-
cide whether each bit of the content is aligned with them. For ex-
ample, “When you leave here today, you should be able to...”
[enumerate the objectives]. You can also remind the listener of the
value you are providing by having a visual trigger such as a flip chart
checklist, and check off each objective as you address it.

Step 3: Formulate and Answer Central Questions

For example, in a presentation on time management, the presenter
might use “How can we do more in less time?” or “Have you ever
considered the power of the ‘Not to do list’?” or, “Are there ways that
we can increase market share without adding additional costs?”

Step 4: Diagrams as Aids to Clear Thinking

Even if you don’t use them in your final presentation, creating
diagrams, such as flow charts and storyboards, can help to make your
presentation preparations clearer and better organized. An organiza-
tional technique David uses is a simple circle. He shows the central
thesis—his reason for speaking—at the top of the circle, as if it were
occupying the 12 o’clock position on a clock face. Each supporting
point then falls in sequence around the circle in clockwise rotation.
Thus, each point can be seen in a clear sequence, culminating back to
the central thesis. You could use a straight line rather than a circle,
but the connection between your opening and your closing would not
be as clear—or might not exist at all.

Step 5: Test the Presentation

Test your presentation with friends, fellow presenters, and/or an
audience and ask for feedback about what should be included and/or
excluded. You can also ask about specific parts of the presentation.

When Mark Victor Hanson and Jack Canfield published their
Chicken Soup for the Soul series, they collect a large number of sto-
ries. They then use a focus group to rate the stories on a scale of 1 to
100, and the highest-ranked stories were selected to appear in their
books. Therefore, one way to test market the content of your pre-
sentation would be to ask a focus group of your friends and/or col-
leagues to help you select the content and structure of the presentation.
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Warning: Give your focus group a specific task and keep a tight rein.
If you open your presentation to scrutiny by too many free-thinking,
free-wheeling people, you could end up with a committee rewriting
your presentation, and that would not be good for anyone.

Step 6: Successive Approximations

Successive approximations means that although the presentation
will never be 100-percent cohesive, each time you work on it and/or
get some great feedback, it will get better and better and closer and
closer to its ideal form.

Step 7: A Call to Action

What do you want your audience members to think, feel, and/or
do as a result of attending your presentation? If you cannot specifi-
cally answer these three questions, you are categorically not ready to
present. For example, in David’s business writing presentations, he
tells the participants, “As a result of today’s program, you will be able
to write a business letter more clearly, concisely, and confidently.”

nnnnnnnnnnnn
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In your next presentation, what do you want the partici-
pants to think, feel, and/or do differently as a direct result
of attending your presentation?

1. I want my audience members to think...

2. I want my audience members to feel...

EXERCISE
3-1

3. I want my audience member to do...

4. Transitions Are the Keys to Clarity

Transitions are the keys to separating your ideas and achieving
clarity. Transitions signal to the audience that the presenter has fin-
ished one topic and is about to begin the next. Transitions also give
the presenter time to integrate previous material to compare and con-
trast, cite trends, or have a short mental break before starting the
next topic, or to signal to the audience that you are transitioning from
the opening to the body or from the body to the conclusion. In other
words, transitions are integral to the success of any presentation.
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Transitions are as important as your content—even the world’s
best content is received poorly if you do not pay enough attention to
the transitions. In fact, if you have ever lost your place when speak-
ing, it was almost certainly a result of a poorly formed transition.
Presenters usually can explain their key points, but it is in the process
of getting from one point to the next that we tend to lose our way.

Transitions allow you to summarize what has just been said, to
alert your audience that there will be a change in topic, and to give the
audience a break, time to relax, and/or to digest the previous topic
and get ready to actively participate in the next.

Transitions as Summaries

It has been said that we have to hear something seven times be-
fore we can remember it. Transitions provide an excellent opportu-
nity to go over the content one last time. The transitional summary
also allows the audience members an opportunity to see and appreci-
ate the value of the content and what they have learned from attend-
ing the presentation. These summaries also afford the listener the
opportunity to think about how the content can be linked together.
The summary can also present the material in a slightly different way
that may be clearer and more understandable for the participants.

Transitions as Signposts

Transitions can act as signposts telling the audience what material
will be presented next. They act as an advanced organizer, which will
help the participants organize the material hierarchically and hence
remember the material better.

Transitions as Breaks

Brad: A number of years ago, I was swimming in a Masters Swim
Program. The Masters Swim Program is for adults who want
to stay in shape. We entered the pool at 6:30 a.m., two morn-
ings a week. The coach was fantastic, and we were all mak-
ing a great deal of progress. I swam more laps than I ever
thought possible and between sets, that is, between differ-
ent types of strokes or repetitions of the same stroke, we
were allowed to rest—that is, the coach gave us 17 seconds
to rest. Now 17 seconds is not a lot of time. However, I
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learned to relax more effectively than I ever thought pos-
sible during those 17 seconds. In fact, you could say that we
learned to relax as effectively as we learned to swim.

Just as the 17-second break helped the swimmers recuperate, and
therefore swim as effectively as they could, Master Presenters know
when to give their audience a break, to catch up, integrate, and reflect
on the material being presented. Amateur presenters just keep right
on going.

David: When I first started presenting full-day seminars, I assumed
that the audience paid for a six-hour program, so I planned
on giving them six hours of information. What a mistake
that was. I found that no matter how good the information
was, or how well it was presented, at about the four-hour
mark, people began to tune me out. I didn’t realize I was
oversaturating them. I had yet to learn the power of the
mental break. Of course, we are always mindful of the need
for physical breaks, but only Master Presenters are as
thoughtful in providing mental breaks. A mental break can
be as simple as a quick joke or a short, fun exercise. Does it
have to relate specifically to the point you were making?
Not necessarily. But it must be fun.

I found, to my surprise, that when I started adding in fre-
quent fun moments, the listeners’ comprehension and re-
tention went way up. As a result, they learned and took with
them more knowledge, even though I was presenting less
information.

The necessity to allow for rest breaks, integration breaks, and
reflection breaks is one of the techniques that presentation coach,
Betty K. Cooper® teaches; only Betty calls it HUD. For Betty, HUD
stands for Hear, Understand, and Digest. Therefore, in addition to
acting as signposts that guide both the presenter and the audience
through the presentation, transitions also play an important role in
giving the audience a break so they can learn from the presentation or
digest the information as effectively as possible.
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6 Types of Transitions

Transitions are aids to clear thinking and effective presentations.
Now that we have outlined the purpose of transitions, we will next dis-
cuss six proven transition techniques to separate your ideas. They are:

1. Delineation.

2. Words and phrases.
3. Pictures.

4. PowerPoint.

5. Voice.

6.

Body language.

1. Delineation is the simplest way to make a transition. The pre-
senter simply states that he or she will be covering three main points.
For example, the speaker says, “The first area of interest is our
competitor’s new marketing strategy; the second point is how our
firm will counter our competitor’s new strategy; and the third point is
how we will measure our effectiveness.” It is also likely that each of
the main points will have sub-points and each of the sub-points will
have to be delineated from each other as well as from the main points.

2. Words and phrases can also be used to indicate a transition
from one topic to the next. We are all familiar with words and phrases
such as next, the following example, point one, point two, point three, or
phase one, phase two, and phase three, and as you have seen in this
book, Strategy 1, Strategy 2, etc.

3. Pictures can indicate to the audience that you are leaving the
present topic and moving to a new topic. Two of the Master Present-
ers that we have seen who are superb at using pictures as transitions
are Richard Bolles and Janet Lapp.

Richard Bolles is the most widely read author on finding a job. In
fact, his best-selling book What Color Is Your Parachute? is a classic
in the field. In both his book and in his presentations, Bolles uses old
pictures that are no longer copyrighted to masterfully signal to his
audience that a transition is taking place. Two examples of the pic-
tures Bolles uses to signal a transition are as follows:
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Figure 3-4

Brad: The one thing that Janet Lapp does that impresses me the
most is that she is a master at transitions. For example, Janet
uses slides of black and white pictures as transitions between
topics. What I liked so much about Janet’s use of these pic-
tures was that they signaled a clear transition between one
topic and the next, and at the same time let the audience
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have a very short relaxation break, and/or use the time to
integrate and/or reflect on the material that had just been
presented. This is Betty K. Cooper’s HUD principle, which
stands for “letting your audience Hear what was said, Un-
derstand what was said, and Digest what was said.” This
time it uses pictures in place of verbal pauses.

The old
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EXERCISE Please outline how you could make better use of pictures
3-2 in your presentations.

/?’

4. PowerPoint lets you use a specific type of slide or color scheme
to indicate that you are making a transition in your thoughts and/or
ideas, in addition to having a specific type of slide title that tells the
audience that you are changing topics. Other useful techniques to
indicate transitions in PowerPoint are to use a puzzle, headers and
footers, and pictures within the PowerPoint slide. For example if you
are going to use puzzles, the overview shows the completed puzzle
(Figure 3-7). Then each piece of the puzzle represents a transition
from one topic to the next.

Research &
Develop

Figure 3-7

One of the most unusual uses of pictures in transitions was a pre-
sentation Brad attended by Dr. Terry Paulson.* Terry presented at
the 2001 annual meeting of the National Speakers Association in
Dallas, Texas. Even for a seasoned professional speaker, this is one
of the most nerve-racking presentations he or she will ever have to
give because it is in front of peers, and because this is an extremely
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well- attended meeting, with more than 2,000 participants. If the speaker
does well, it will be remembered for years, if not, it will be remem-
bered for decades.

The picture Terry used was of a handmade quilt with different
sections of the quilt representing the topics he was going to speak
about, such as achievement, heroes, wisdom, purpose, change, and
relationships. It was an exceedingly good choice for a couple of rea-
sons. First, quilts remind us of the care and dedication that went into
making them. They have a warm and cozy feel, and they take on a
special meaning for us, for example, when a grandmother makes a quilt
celebrating a special occasion such as a wedding or a birth. It is also no
accident that a great deal of awareness and empathy was deservingly
created for people who died of AIDS with the National Quilt Project.
Terry used the quilt slide to organize his presentation, to make clear
transitions, and to give the audience members time to reflect on the
materials that had just been presented in the previous section.

Figure 3-8

What we liked so much about Terry’s use of that picture was that
it signaled a clear transition between one topic and the next, and at
the same time let the audience have a very short relaxation break,
and/or use the time to integrate and/or reflect on the material that he
had just presented.
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David Paradi uses footers at the bottom of his PowerPoint pre-
sentations.’ This particular presentation had five sections: Overview,
Research, Strategic, Programs, and Customer Service. Each word was
highlighted with a box that appeared around words indicating to which
section David was speaking. As well, the movement from section to
section subtly reinforced the transitions. Also note that David used
pictures in addition to the highlighted words to indicate a transition
to a new topic within his presentation. Here is an example from one of
David Paradi’s presentations:

Research Department

Figure 3-9

5. Voice allows you to use pauses, changes in tone, or different
volumes to emphasize a change from one idea to the next. Most speak-
ers underestimate the length of their pauses because they are uncom-
fortable with silence. Master Presenters on the other hand are
comfortable with the four-second pause. In order to reach the de-
sired length, at first you may have to count silently to yourself: “one
locomotive, two locomotives, three locomotives, four locomotives.”
Perhaps an even more effective way to measure your pauses is one
espoused by our colleague Dave Mcllhenny. He said, “Don’t count
your pauses in seconds, count them in heartbeats.” Thus, he taught
presenters to “give it a full four-heartbeat pause.” To become more
comfortable with pausing, count the length of the pauses when ob-
serving Master Presenters. Also practice the same transition while
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speaking into a tape recorder, and experiment with different pauses.
Listen to the results and solicit feedback from others. When we teach
the Seven Strategies of Master Presenters or when we coach speakers
individually, we help them learn to pause by silently counting. This is
a relatively simple change, yet the results are astounding.

After you have mastered the pause, the next technique that Brad
was taught by Betty K. Cooper, is the graduated pause. The gradu-
ated pause is used when you are introducing three or more main points
of wisdom. After the first point, you use a one-beat pause; after the
second point of wisdom, you pause for two counts; and after the third
point, you pause for three counts. The net result is to build suspense,
and the suspense builds impact.

Brad: Another vocal technique is to use different volume to em-
phasize movement from one topic to another. For example,
in my Master Negotiators presentations, I illustrate build-
ing the world with creative or wasteful solutions by compar-
ing two airports. The first airport was well planned and well
used. The second was poorly planned and became a white
elephant. I speak about the creative problem-solving that
was behind the first airport in a loud and vibrant tone of voice.
I then say, “You can contrast that with Mirabel [the white
elephant].” However when I say, “You can contrast that
with...” I say it with a much softer tone of voice to emphasize
the contrast with my tone of voice as well as in the words
themselves. In addition, you can also use different voices to
mimic different people speaking about different ideas.

6. Body language, including the use of gestures and movement,
can be an incredibly effective method to signal transitions. For ex-
ample, you can use your fingers to reinforce the first, second, and
third points. You can also use different parts of the stage. For ex-
ample, you can move to the center of the stage, pause, and deliver
your point of wisdom, conclusion, and so on. If you are talking about
a difference of opinion between two experts in any given field, you
can give expert A’s point of view from center stage left, then give
expert B’s point of view from center stage right, and then move to
center stage forward to give your point of view or to ask a profound
question of the audience.
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As you can see, these techniques can be combined to add even
more emphasis. In the last example, when the presenter moved to
center stage forward to deliver his or her conclusion, he or she could
move to center stage forward, then pause, and add extra volume. All
three of these techniques, moving to center stage forward, pausing,
and increasing volume helped to differentiate the conclusion from the
main body of the presentation.

AR LR L]
EXERCISE Part I: Look specifically at how Master Presenters use
3.2 both single and multiple techniques to develop clear tran-
sitions from one idea to the next and from one topic to the
next, and from one part of their presentation (for example,
/ from beginning, to the middle, or to the end) of their pre-
sentation. Please list three specific techniques that made

these transitions effective.

Part II: In the next section, please outline three specific
techniques that you will use to make your transitions more
effective.

5. The Critical Importance of Timing

If you are going to be a part of a conference or series of presenta-
tions, always ask to see the entire program. Brad was participating in
a conference and the organizers only allowed for a 15-minute break in
the afternoon. What they and all of the rest of the speakers didn’t
anticipate was that the ratio of female attendees to male attendees
was about 10 to one. This meant that the washroom facilities were
totally inadequate for the women who had attended. Breaks ended up
being longer than scheduled. Add to that the fact that some present-
ers went over their time and Brad and the last speaker only had 30
minutes each to do their presentations. Among the lessons that Brad
learned were to expect the unexpected, be prepared to be flexible,
know what you can leave out, and audiences will forgive a number of
things but going overtime is usually not one of them. In other words,
you have to know and understand the structure of the presentation so
well that you can change it on a dime so it will be just as seamless as
the longer one would have been.
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Ed Tate, the 2000 World Champion of Public Speaking, recom-
mends preparing two versions of every presentation—a full-length
version and a 10-minute version. This way, he says, if the time for the
presentation is cut, you can go to the shorter version confident that
you will still be able to make your most important point.

David: This is a lesson I learned the hard way. I was invited to de-
liver a 45-minute keynote address for a conference that was
supposed to start at 8 a.m. on a Saturday. I arrived at the
venue Friday night and met the conference organizer. I said,
“I just want to verify that I will be speaking tomorrow from
8 to 8:45.” She said, “Well, the opening session starts at 8.” 1
said, “So what will take place before me?” She said, “There
will be a flag processional, the pledge of allegiance, an invoca-
tion, a welcome from the district governor, a proclamation
from the Mayor....” At this point, I said, “So what time will I
start?” She said, “About 8:35.” I added 45 minutes to 8:35
and said, “So you want me to stop at 9:20?” She said, “Oh,
no! We have to be out of here by 8:45!” My 45-minute pre-
sentation had suddenly shrunk to a 10-minute presentation.

One of the participants in The Seven Strategies of Master Presenters
course made a presentation, which incidentally is one of the finest
presentations we have ever seen. The presentation was a perfect sum-
mary of the importance of superior organization and timing to illus-
trate his message. Even more interesting, it was not a presentation by
a nationally known speaker.

The participant, Sandy, purposely misled the audience as to the
topic, which he said was time management. Sandy placed a Styrofoam
cup on a table at the front of the room. He then asked a rhetorical
question: “How long would it take to smash a Styrofoam cup?” The
estimates lasted from three to seven seconds. Sandy then smashed the
cup on the table, which made a loud explosion. The noise and the
subsequent startled response was enough to make sure that everyone
in the audience was fully alert when he announced that the time it
took to completely destroy the cup was (.7 seconds.

Sandy then took us through the anatomy of a car accident where

he graphically explained what would happen to the car and its occu-
pants during the 0.7 seconds it took for a high-speed impact. The
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organization of the presentation was chronological. Sandy showed
seven slides, depicting what would happen at 0.1 seconds, at 0.2 sec-
onds, at 0.3 seconds, all the way to 0.7 seconds. Each slide had a pic-
ture of what was happening to the car and its driver at each one-tenth
of a second. The pictures were somewhat blurry so as not to be so
gruesome that the audience would not be able to process the cogni-
tive message Sandy was trying to get across. The pictures were fur-
ther muted as the text appeared and he explained what was happening
during each tenth of a second. Sandy then ended his presentation
with a call to action, that all vehicle drivers and passengers should
wear seat belts at all times.

Why was this presentation so powerful? First, it had the element
of surprise—the smashing of the cup. Then it had the perfect segue:
seven-tenths of a second to smash the cup being perfectly analogous to
the seven-tenths of a second it takes to smash a car. Lastly, the presen-
tation was perfectly timed and organized using one-tenth of a second
increments to explain what happened to the car and its occupants at
each tenth of a second, and it ended with a clear call to action—wear
your seat belts at all times.

As this chapter illustrates, a good presentation begins with good
content, but good content without good organization is nothing but a
jumble of competing ideas, examples, and images. Once your content
and organization are top-notch, you can move on to the finer points
of dynamic delivery—which is the topic of our next chapter.
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Develop
Dynamic Delivery

Speeches are like babies: Easy to conceive, hard to deliver.
—Pat O’Malley, anthor

The speech sounded very much like an economics lecture. It had
no oratorical eloquence, and did not use many stories, jokes or illus-
trative references to give the speech human interests. You couldn’t
do much worse than that, could you? The speech was the first of a
young orator named John F. Kennedy.

Many presenters overprepare on content and underprepare on
delivery while others have little content but great delivery. Master
Presenters find the ideal balance between the two. In this chapter, we
will look at 13 techniques to help you develop a dynamic delivery:

1. Avoid hackneyed openings.

Use powerful language.

Make your presentation flow.

Add suspense to your storytelling.

Use props to add impact to your presentation.
Use drama to enhance your presentation.

Nk

Use the pause that brings applause.
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8. Use humor appropriately.

9. Harness the power of experiential exercises.
10. Consider role-playing.

11. Use action learning.

12. Prepare for questions.

13. Develop endings with impact.

1. Avoid Hackneyed Openings

Hackneyed means “made commonplace by frequent use.” There
is no more common opening than the predictable and perfunctory “I
am so happy to be here,” or, “It is indeed a pleasure to be here.”
While that may be true, your listeners have heard hundreds, if not
thousands, of presentations start the same way. The natural response
for the audience is to tune out the presenter, and you lose the most
valuable time you have to make a strong first impression.

In The Sir Winston Method, James C. Humes explains Winston
Churchill’s aversion to such phrases. Churchill once told an associ-
ate, “I never say, ‘It gives me great pleasure,’” to speak to any audience
because there are only a few activities from which I derive intense
pleasure and speaking is not one of them.”

You may think you need to open with an acknowledgement or
praise of your hosts. Humes suggests your opening is not the best
place for such comments: “If you really want to say something nice
about the organization or if you have to single out a few in the audi-
ence for special mention, save it for the middle of the speech, when it
is believed. Churchill believed that praise in the beginning of the speech
comes off as flattery; the same praise in the middle of the speech
comes off as sincerity.”

A
EXERCISE Listen to as many introductions as you can.
4-1 Which were hackneyed, boring, and uninspiring? What
effect did this have on your expectations for the rest of the
/ presentation?
Which were original, grabbed your interest from the first

seconds, and were uplifting? What made them original?
What effect did this have on your expectations for the rest
of the presentation?
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2. Use Powerful Language

Powerful language enhances your sense of presence and the belief
that your message is incisive, important, and worth the participants’
time and efforts to listen to it. Weak language lessens your sense of
presence and engenders a belief that both you and your message are
not worth listening to. Consider the following situation where a male
university student wants to invite a female student on a date. Imagine
him saying, “I wonder if you might possibly consider going to the mov-
ies with me on Saturday night, but I know you are very popular, so if
you wanted to tell me at the last minute that would be all right too.”
Such weak language would probably produce a less-than-favorable
outcome.

Likewise, using too many qualifiers in a presentation makes the
speaker look unsure and uncertain. The audience will quickly as-
sume that the speaker is neither worth listening to nor worthy of its
attention.

For example, saying, “I guess what I’'m trying to say is...” or, “I
would like to share with you an opportunity I think we have...” puts
the speaker in a position of weakness. On the other hand, if the pre-
senter says to an audience of salespersons, “Would you like to learn a
proven method that will help you close 10 percent more sales?” the
presenter would have their full and undivided attention.

Another word that is often used in a weak context is the word
hopefully. Being told that today’s presenter is here to hopefully moti-
vate the troops, sounds as though the speaker is speaking from a posi-
tion of weakness. Imagine a cardiac heart surgeon about to do a double
bypass on a patient saying, “Hopefully today’s operation will go well.”
Most people would look for a new surgeon. If a presenter uses weak
language, most audiences will soon look for a new presenter.
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Are there weak words or phrases that suck the life out of
your presentations? I's there more powerful language you
could use in its place?




108 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

3. Make Your Presentation FLOW

Expert presentation coach Max Dixon says you want your presen-
tation to flow and that FLOW stands for what you say First, Last,
Often, and Well.?

What You Say First

If you have ever attended or seen an exceptional concert, you may
have noticed that both the beginning and the ending were exception-
ally well done.

The primacy effect and the recency effect state that we are most
likely to remember what we hear first and what we hear last. For
example, view Barbara Streisand’s Timeless concert, Fleetwood Mac’s
The Dance concert, or any other performer whom you especially ad-
mire and look carefully at how he or she constructed both the begin-
ning and the ending to see the primacy and the recency effects in action.
What you say first is critically important because many listeners have
already formed an opinion of you as a speaker and are forming expecta-
tions of your presentation within the first seven to 90 seconds.

We recommend you spend a great deal of effort on getting your
beginning and ending just right. Paradoxically, you are probably bet-
ter off starting by preparing what you will say last. There are two
principal reasons behind this assertion. First, the beginning is almost
always the hardest to do. Second, deciding on your ending will help
you focus your whole presentation. Craig Valentine, the 1999 Toast-
masters World Champion of Public Speaking says, “One reason most
speakers don’t get their message across to an audience is because
they don’t know what their own message is. So before you speak or
write a single word, you must determine exactly what you want the
audience to think, feel, or do as a result of hearing you.” Therefore,
you need to ask yourself, “What do I want my audience to think, feel,
or do as a result of attending my presentation?” This line of reason-
ing, starting with what you will say last, is summed up beautifully in
one of the most famous lines from Stephen Covey’s The 7 Habits of
Highly Effective People’>—“Start with the end in mind.”

Your ending gives you a chance to summarize your main points;
tell a short story; use a quote, poem, or metaphor to make sure that the
meaning of what you are presenting is as three-dimensional and clear as
possible; or to use a mnemonic to make it easy for your audience to
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remember your key points. The ending should also provide the final
motivation to overcome the inertia that we all feel when we have to
start a new task or do something differently than we have done before.
Your ending should include something that can pass the “five-year test.”
That is, it should be so good that even though they may have forgotten
you, they will remember your message five years into the future.

What You Say Often

In music, it is the refrain; in writing, it is the theme. A listener’s
mind will wander, no matter how dynamic the presenter or how com-
pelling the message. Consequently, it is a mistake to think, “I said it;
they heard it.” Listening is greatly different than reading. When read-
ing, you can always go back and reread. But when listening to a live
performance, you can’t go back and re-hear. Therefore, if it is impor-
tant, say it more than once. In a similar vein, David talks about the
three Rs of speaking: Repetition plus Restatement will help your mes-
sage be Remembered.

With this repetition, you will give your audience a mantra they
won’t soon forget. It’s just like in advertising where the best adver-
tisements are so good they become part of our long-term memory.
Think of some of the best advertisement slogans you have ever heard—
slogans such as “Where’s the beet?” and “Don’t leave home without
it.” Master Presenters take full advantage of the same principle in
their presentations. For example, in Brad’s course on negotiating skills,
he repeats, “You can’t change somebody’s mind, if you don’t know
where their mind is” seven times. We do the same in The Seven Strat-
egies of Master Presenters course when we say that “most people
overprepare on content and underprepare on delivery.”

Caution: If what you say often is not meaningful, memorable, or
sincere, it will have the opposite effect of what you intended. Instead of
making your presentation soar, it will make your presentation bomb.
So, if it’s important, repeat it; if you repeat it, make sure it’s important.
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EXERCISE Look at what you say often during your presentation. If it
4-3 1s important, do you say it frequently enough? Do you say
§§ it in a very memorable way? How could it be more like a

mantra?

/
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What You Say Well

Pay close attention to what you say well. Sometimes, when giving
a presentation, the muse is with you and you are able to capture the
essence of what you are saying—your word choice is perfect, and the
phrase is highly memorable. One way to listen carefully and to im-
prove at the same time is to record your presentations. Don’t just
record the big events. Record every presentation, including your prac-
tice sessions. Many speakers have had the experience of accidentally
finding the perfect word or phrase, were absolutely certain that they
would remember it, only to find that they quickly forgot it.

In addition to performing your own self-assessment of what you
say well, ask others what they think you say well. At times, others will
summarize what you say better than when you said it, so don’t be
afraid to modify even your best phrases to make them better.

Likewise, it is possible to use a quote as a refrain throughout the
presentation. For example, in speaking to daycare workers on the
importance of their jobs, Carla Angleheart repeated a line from Kabhlil
Gibran: “Love is work made visible,” to electrify her point on the
importance of their work. Sometimes what you say well and what you
say often will merge as in Martin Luther King’s “I Have a Dream”
speech. Dr. King skillfully employed the vivid, memorable phrase “I
have a dream” nine times in just over two minutes. He said it often.
And he said it very, very well.

nnnnnnnnnnnn
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EXERCISE Follow the next four steps to improve the FLOW of your
4-4 next presentation.

§§ Step 1: What are three specific things you could do to
/ improve what you say First?

Step 2: What are three specific things you could do to
improve what you say Last?

Step 3: What are three specific things you could do to
improve what you say Often?

Step 4: What are three specific things you could do to
improve what you say Well?
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4. Add Suspense

Brad had a wonderful opportunity to hear Ann Bloch* present at
the National Speakers Association (NSA) Annual Convention in Au-
gust, 2000. Ann’s presentation was titled The Alfred Hitchcock Effect:
Build Suspense into Every Story. With such a great title, it was stand-
ing room only. Those who were fortunate enough to attend weren’t
disappointed because Ann’s content was as good as her title.

She pointed out that more than 90 percent of all presenters use a
chronological approach to organize and tell their stories, and that by
adding flashbacks and foreshadowing, we can add suspense, novelty,
and intrigue to our presentations. Ann stated: “Foreshadowing and
flashback make ordinary stories spellbinding! [You can]...restructure
your stories to captivate audiences from the first word. Like the leg-
endary director [Alfred Hitchcock], you can reveal details deliber-
ately, not chronologically, to sustain suspense. Master storytellers
weave both techniques to mesmerize listeners.”

Ann then artfully illustrated Hitchcock’s three variations on a
theme with three movies. The first movie was Raiders of the Lost Ark.
In this movie, all of the action takes place chronologically. The film
starts out with Indiana Jones lecturing on archeology in his classroom
and then shifts quickly into the adventure.

To illustrate flashbacks, Ann chose the movie Snow Falling on
Cedars. This beautifully told story is a courtroom drama, however,
each time one of the characters takes the witness stand, the movie
flashes back to explain that character’s development as well as to move
the story forward.

Ann then illustrated foreshadowing with the film American Beauty.
Foreshadowing is a technique that tells you in advance what the out-
come is or at least provides a clue as to how an event or action will
play out. You then go back in time to figure out how the outcome
occurred. For example, in many of Hitchcock’s movies, the audience
knows who the murderer is. Hitchcock then takes you back in time
and you and the detectives have to figure out how that outcome was
arrived at. In American Beauty, the film begins with foreshadowing
when the male protagonist of the film says:

My name is Lester Bernham. This is nmy neighborhood, this is my street, this
is my life. In less than a year, 1] be dead. Of course, I don't know that yet.
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Then the rest of the film moves forward to that ending.

We can now look at how these three approaches can be used in
telling a story that Brad uses in his presentation on negotiating skills.

Brad: When my daughter was 18 months old, she had a very bad
eye accident. She tripped and fell head first into a store dis-
play and one of the pegboard hooks badly damaged her eye.
We were incredibly lucky, and a year later Katie’s eye had
recovered perfectly. I use this story in my negotiation course
to explain how I negotiated to have the hooks changed and
the store made safer. Using the three variations, I can tell
the story in chronological order, or I can tell it with flash-
backs or foreshadowing.

Chronological:

My wife and son were negotiating the purchase of winter
boots. He wanted the winter boots with the Teenage Ninja Mutant
Turtles decal on them that were twice as expensive as the same
boot without the decal. At the same time, my daughter, who was
then 18 months old, spotted character slippers, which looked like
stuffed animals and were suspended on pegboard hooks from
three feet down to the floot. I let her out of her stroller, and she
ran to play with the slippers. Unfortunately, as toddlers do, she
tripped and fell head first into the display. To my horror, I couldn’t
get to her in time, and one of the display hooks caught her in the
eye.... A year later, Katie’s eye perfectly corrected itself and with a
lot of persuasion, the store changed all 10 million of its display
hooks at a cost of $2.9 million.

Flashback:

To this day, I still have nightmares of the day we went to have
our family’s Christmas picture taken. It all started out as an ordi-
nary trip to the mall....

Foreshadowing:

My 18-month-old daughter cost several major department
stores $2.9 million.

Each of these techniques works very well. I have tried all three
methods in my presentations and the one that has the most impact for
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this particular story is foreshadowing. Experiment with all three and
ask for listener feedback as to which one works the best.
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EXERCISE
4-5
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Part I: As they are being delivered, analyze the organiza-
tional structure of several of the stories from the best
presentations you attend. Did the presenter use any com-
bination of the methods presented here? Please note that
this exercise is more difficult than it first appears, as
Master Presenters often organize their presentations in a
way that appears seamless.

Part II: Develop a story by using one of these three meth-
ods (chronological, foreshadowing, or flashbacks). Choose
a technique that you have not used before or with which
you have the least experience.

Doug Stevenson likens excellent story development and storytelling
to making spaghetti sauce:

You may start out with tomato sauce, but that’s not enough
by itself. Nobody would ever mistake plain old tomato sauce for
tangy, savory spaghetti sauce. Tomato sauce is a good foundation,
but you need to add oregano, basil, green peppers, garlic, (at least
in our familyl), and onions to make it fulfill its potential. Then it
needs to simmer for a while. After all the ingredients mix and
mingle, then you’ve got full-flavored spaghetti sauce.

Your story is like that. It’s a good place to start, but you need
to add garlic and onions, which in story terms are the equivalent
of a substantive point and a solid organizational structure. Then,
you need to spice it up with acting techniques that help audience
members SEE what you’re SAYING. Then, the story needs to
simmer over time, which is the creative process in which you write,
re-write, rehearse, practice, and polish. Finally, you’ve cooked up a
mentally and visually delicious story, which has the power to move
people to laughter and tears, and which will be remembered long
after you’re gone.’

In summary, the power of stories depends on crafting superbly

developed tales combined with a seamless delivery—just like Hitchcock.
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5. Use Props for Impact

Props, if properly used, can add drama and impact to your pre-
sentation. In his best-selling book on presentation skills, Do Not Go
Naked into Your Next Presentation, Ron Hoff says, “If there’s a noun
in your presentation, consider showing what the noun represents.”®
For example, in Brad’s presentation on The Seven Strategies of Master
Negotiators, he talks about how Master Negotiators know how to ask
the right question, in the right way, at the right time, and that the
answer to that question can be a key that helps the negotiator unlock
the negotiation and resolve the issue to everyone’s satisfaction. When
Brad says the word key, he brings out a very large old antique key,
allowing him to make the point visually and aurally, thus increasing
the dramatic intent as well as helping the participants remember the
point.

Props can make even dry and technical presentations come alive,
as Brad illustrates:

Brad: I was coaching a group of senior managers at a local dairy
on how to give “High Impact Presentations.” Most of the
material they had to present to their staff was of a rather dry
and technical nature. One of the challenges that one of the
presenters (Joe) had was to give a presentation on the cost
of producing yogurt containers that subsequently became
damaged and therefore could not be used. We developed
the following prop in which he was able to get his presenta-
tion off to a strong start.

Joe started his presentation by dumping a handful of assorted
coins into a wastepaper basket. Needless to say, this got his
audience’s attention. He then said, “Every time we damage a
yogurt container, we throw money in the garbage, money that
could help our company be more competitive through bet-
ter research and development, money that could be used for
better staff training, or money that could be spent on em-
ployee benefits such as an on-site gym or daycare facility.”

Did Joe get and hold his audience’s attention? Absolutely!
He did it by the creative use of props to add significant
impact to the beginning of his presentation and by showing
his audience how it affected them (WIIFM—What’s In It
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For Me). In summary, props are an excellent way to make
your message more creative, unique, and memorable.

Finding Props

To draw a parallel from the famous line from the movie The Sixth
Sense: “I see dead people, I see dead people everywhere,” Master
Presenters see props, they see props everywhere. First of all, you have
to train yourself to be vigilant, constantly on the lookout for props.
For example, Brad was in a gift shop and saw the following picture
that he found to be perfect for illustrating one of the five approaches
to conflict management: Take It or Leave It.

\ou, [tave two choices
C jnr div wer.

Tak& Lf' or LEWE l‘r ’

Figure 4-1

Another excellent source to help you see the creative use of props
are buskers or street performers. If the busker captivates his or her
audience, he will make it in this extremely demanding business. If he
is not captivating, he is soon looking for another job. Buskers must be
relentless innovators because the job requires that they travel light.
Therefore, they often make ingenious use of props, including the au-
dience members. Watching buskers is also a great way to see how to
increase audience involvement.
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Plays are also excellent venues to see the innovative use of props
in action. This is especially true if you have ever had the chance to see
a one-person play. In a one-person play, an actor can play an entire
cast of characters. The actor often changes characters by changing a
hat while at the same time changing his or her voice and position on
the stage. You can also ask your creative friends for their ideas on
how to find and use props and look at how other presenters use props.

In the meantime, we wish you every success in discovering props
to make your presentations more dramatic and impactful as the fol-
lowing example illustrates.’

In just a few words you have clarified [the] use of props. Recently I spoke to a
sales team and referred to Client Objections as a can of worms best to be
emptied. At which point 1 passed aronnd a tin can filled with candy worms.
Each participant took a worm or two!

—Alice Wheaton, Canadian Association of Professional Speakers colleagne

Props as Trademarks

Brad: I felt that [ was making a great deal of progress in the use of
props when one day I walked into an advanced negotiation
course wearing a neck brace after pulling a muscle. The par-
ticipants had all taken the entry level negotiating course with
me. I was surprised and delighted when one of them asked
whether the neck brace was a new prop.

You can become so well-known for your use of props that they
essentially become an unofficial trademark as they have for Master
Presenter Harold Taylor. Harold is known for his dynamic and highly
entertaining seminars on time management. In the center of the stage,
Harold sets up a typical office desk representing the characteristi-
cally unorganized person. He has a table, which corresponds to the
desktop, complete with a telephone, books, and papers piled on every
available space. He then does a 15-minute hilarious routine that il-
lustrates every time-management mistake in the book. This demon-
stration, combined with Harold’s dry sense of humor, gets his
audience going every time—even those who have seen it many times.
As Harold is poking fun at himself, it is impossible for audience
members not to see some of their own errors—especially as Harold is
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frantically going through all of the papers in search of an important
piece of information he needs to close a deal on the phone.

The use of props will help you make your point, will help the
audience remember your point, and will greatly contribute to devel-
oping your style and presence while presenting. If you are good enough,
you may even develop props as part of your trademark as Harold
Taylor has so successfully done.

6. Use Drama

In addition to the techniques that have already been discussed,
drama can give life to just about any presentation.

David: One of the most stunning presentations I have ever seen
was by J. A. Gamache, in a speech he delivered in the 2001
World Championship of Public Speaking. To achieve an
extraordinary dramatic effect, he coupled creative staging
with a prop. As he told a story of a poignant moment with
his grandfather, he placed a simple wooden chair center stage.
It was instantly apparent that as he spoke to the chair, that
he was speaking to his grandfather. Technically, this was a
monologue, but curiously, it was more like a dialogue as the
chair brought his grandfather to life. But it became even
more dramatic when, as he told of his grandfather’s death,
he lovingly tipped the chair, bringing it to rest on its back.
No words were spoken; no words were necessary. The si-
lence in the room at that moment was overwhelming.

AR
FXERCISE Describe a situation you have seen where a sense of drama
4-6 greatly enhanced the presentation.

presentation or add value to a presentation you will give
in the near future.

/ Describe how you will use drama to enhance an existing
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7. The Pause that Brings Applause

The right word may be effective, but no word was ever as effective as
a rightly timed panse.

—Mark Twain

Darren LaCroix, the 2001 World Champion of Public Speaking,
studied the videotapes of Toastmasters’ World Champions from 1990-
2000 and said, “One thing I found that every one of the winners had in
common was that they all used pauses extremely effectively.” In fact,
Ed Tate, the 2000 World Champion of Public Speaking used one pause
that was a full six seconds long. In stage time, six seconds of silence
can seem like an eternity. Yet, in that powerful six seconds, he com-
manded the stage. He said more in silence than words ever could.

Brad: Twenty-five years ago I was a graduate student working on
an advanced degree in psychology. I was extremely fortu-
nate in securing an internship at the Family and Children’s
Centre. I found that all of the psychologists I got to work
with were very knowledgeable and articulate. One psycholo-
gist, Chris Rainy, stood out as being the most articulate and
I decided to use him as a model to help me become more
articulate. Knowing about behavioral analysis, my first
thought was that Chris sounded more articulate than I did
because he had a larger vocabulary. However, when I ob-
served him more carefully, Chris’s vocabulary, with a very
few technical exceptions, was not larger than mine. What I
did notice, upon closer inspection, was that Chris sounded
more articulate because he knew both when and how to
pause. I decided to look more closely and found that Chris
used four types of pauses: the articulation pause, the reflec-
tive pause, the dramatic pause, and the anticipatory pause.

The Articulation Pause

The articulation pause is a very short pause after almost every
word. It allows the word to be pronounced clearly and distinctly. A
good test of how articulate you sound is to record yourself speaking
or reading. If your words flow too closely into one another, you will
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have to slow down and add a slight pause after each word until each is
distinct. However, if the words are too distinct, you will sound too
formal or stilted. One of the best things you can do is to record your-
self speaking or ask others for specific feedback on how well you
articulate your words.
rerrreerrtoe
EXERCISE The purpose of this exercise is to help you learn to have a
4.7 short articulation pause after each word. Please notice that
% although the following exercise is grammatically incor-
rect, it is incorrect for a reason: to allow almost every
/ word to end in “s.” If you don’t use articulation pauses,
then instead of each “s” and each word being distinct, you
will find yourself hissing like a snake. Try repeating the
following exercise three times. Ask friends or colleagues if you articulate
each word. Also ask them if you have enough volume to reach the four
corners of the room. An alternative is to recite Moses Supposes into a tape
recorder and listen to how well you articulate each word and if your ar-
ticulation pauses are long enough.

Moses supposes his toes is roses,
But Moses supposes erroneously.

The Reflective Pause

Why is a reflective pause so powerful? Because it emphasizes the
last words the speaker said. In that moment of silence the listener is
thinking, “The speaker is giving me time to think about what he just
said, so it must have been important.”

Sometimes we just need a little time to savor or reflect on an
interesting point, conclusion, fact, statistic, or story. The reflective
pause allows your audience to do this without feeling that it has to
catch up as the speaker goes on to the next point.

As we discussed earlier, presentation coach Betty K. Cooper calls
this the HUD principle (see Strategy 3). So many presenters are in
love with so much of their material that they try to cram everything
into one presentation. You can’t cram wisdom, and wisdom is what
excellent presentations are all about. Therefore, as presenters we need
to give the participants time to Hear what we say, Understand our
message, and Digest the wisdom.
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The Dramatic Pause

With a word processor, we can add emphasis by boldfacing a word
or phrase. When speaking, we can add emphasis by pausing both be-
fore and after the word or phrase that we want to emphasize.

David: When I tell the story of a time I experienced a very embar-
rassing speaking moment, I use a dramatic pause to empha-
size one important word. The event I retell was of the moment
in a timed speech contest that I discovered someone had
switched my flip chart with someone else’s. There was no
time to correct the mistake, so I had to finish the rest of my
speech without my critically important prop. I then explain
that I immediately left the room and went out to walk the
streets while wallowing in self pity. “I wanted to go back in
there and tell everyone that it wasn’t my fault. I wanted to
tell everyone that it wasn’t me who had screwed up, it was
someone else. I wanted to go back in there and blame...[four-
second pause, shake head]...but I knew I couldn’t do that.
Because I've learned that if I am to accept the credit for my
successes, I must accept the responsibility for my failures.”

In that four-second pause, the word “blame” resonates. It signals
an abrupt shift of momentum and mood, all without words—and that
pause creates more drama than words ever could.

The Anticipatory Pause

Anticipatory pauses build suspense. As in a well-told joke, you
draw it out just enough to tantalize your audience. Jack Benny pro-
vided a memorable example of its use. With his well-honed reputation
as a miserly tightwad, the classic moment played out like this: A rob-
ber points a gun at Benny with the demand, “Your money or your
life.” At least 10 seconds pass. The robber, puzzled at the delay, shouts,
“Well?” Benny replies, “I'm thinking, I'm thinking!” The punch line
was amusing, but it was in the anticipation that the real humor lay.
Today’s master of the anticipatory pause is Lou Heckler. You can hear
Lou in action in a presentation titled The Pause That Brings Applause.
By listening to tapes of Lou’s presentations, you’ll hear the anticipa-
tory pause at its best.
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8. Use Humor Appropriately

I am accused of telling a great many stories. They say it lowers the dignity of the
Presidential office, but 1 find that people are more easily influenced by a broad,
bumorous illustration than in any other way.

—Abrabam Lincoln

Humor can make or break your presentation, but it must be used
appropriately. Everyone likes to laugh, but few people can tell jokes.
No problem. Getting laughs when you speak is not a matter of telling
jokes. The most effective humor comes through observation and atti-
tude—real-world examples and illustrations. The real key to Master
Presenter Jeanne Robertson’s success throughout her career is, as
Toastmaster Magazine states, “...her humor—specifically, her ability
to laugh at the funny things that happen (or don’t happen) to her; and
to invite others to laugh along with her.”®

Telling funny stories doesn’t give a person a sense of humor.
A real sense of humor means being able to laugh at yourself, and
being able to laugh at day-to-day situations that are often anything
but funny when they happen...And therein lies the added chal-
lenge. Being a professional humorist entails far more than getting
a laugh. Your goal is to inform, to motivate and to impart some
bit of wisdom from your experience to your audience. Humor-
ous treatment of a given topic or story is a means to that end. By
using humor, your message will be both more enjoyable and more
memorable.’

Jeanne developed a method called “Jeanne’s Journal System.” The
system was developed to help presenters capture “life-experience hu-
mor.”!’ But often, the story has to be worked and reworked so it can
reach its full potential. The method she invented to find and develop
funny stories is called LAWS where “L” stands for Look and Listen
to daily life events that have the potential to develop into a funny
story. “A” stands for Ask. Jeanne relentlessly asks her friends, col-
leagues, and total strangers to recount funny or amusing events that
happened to them and if she wants to use them, she asks permission.
She also relentlessly asks for feedback on stories as she is developing
them because sometimes things that she thinks are hilarious, others
don’t find amusing, and sometimes material that Jeanne is ready to
discard, others find hilarious. “W” stands for Write it up. Writing it
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up will help ensure that you don’t lose it and will give you another
chance to improve it. The “S” stands for Stretch. Sometimes, adding
just a bit of exaggeration will turn a funny story into a hilarious one.

The following example illustrates how she uses this method:"

W hen onr son Beaver was in junior high school, he and bis friends wanted
to wear only 1z0d shirts. If there was no little alligator sewn somewhere on the
garment, that garment hung in the closet until it no longer fit. In addition, the
Izod shirts had to be worn with Levi jeans. Period.

[At the same age,] Beaver and his buddies were attending numerous
basketball camps in the summer. Lime and time again we mothers received the
typical camp letter telling us to matke sure to sew labels in the clothes onr boys
brought to camp. With all this information, however, it wasn’t until I was
reading an old joke book that 1 developed the following piece of material.

...Before one camp, the coach had the nerve to write me a letter that
instructed, “Mrs. Robertson, When you bring your son to onr camp, please do
not mark bis name in bis clothes with a black lanndry marker. We prefer
that you use sewn-in labels with his name.”

Sewn-in labels? Sure. 1 thought it was a joke letter. When I realized it
wasn’t, 1 put it on the floor and kicked it. Then I wrote them back.

“My name is Jeanne Robertson. I will be at camp with my son on July 13.
His name is Levi Iz0d.”

However, Jeanne didn’t get the idea for this piece of material un-
til she was reading an old joke book and came upon a joke with a
similar theme. Therefore, Jeanne recommends studying joke books
to help master the art of joke and story construction, and to stimulate
your own creativity in finding and developing funny stories. Jeanne
also says that she seldom uses standard jokes, but that she will use
them occasionally if the joke is perfect for the occasion. As Jeanne
states, “A good joke that is told well and illustrates a specific point is
a work of art.”

Jeanne has one more strategy that has stood her in good stead,
and it will do the same for you if you use it. “If you don’t jot things
down when they happen, a lot of good ideas get away. If you don’t write
up your stories soon after, a lot of good stories never materialize.”
Then keep your stories in an easily accessible story/humor file.

Almost every Master Presenter we spoke to will tell you that they
had a terrific story, joke, or humorous incident, but they had forgotten
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it. It was only through listening to a previously taped copy of a par-
ticular presentation that this treasured material was found. Keeping a
story/humor journal will help you be aware of and collect and remem-
ber material that can make the difference between a good presenta-
tion and a great one. Therefore, we recommend you carry a notepad
with you at all times. When something makes you laugh, write it down.
With notepad at the ready, pay attention—you’ll be amazed at the
funny things you see or overhear.

Because humor can make or break your presentation, we will look
at Canadian Association of Professional Speakers member Ross
MacKay’s five reasons for using humor and five rules on how to use it
effectively.

Ross’s five reasons to use humor are:

To connect with your audience.

To make a particular point.

To change the pace or tone.

To make your message more palatable.
To entertain.

M

Ross’s five rules on how to use humor are:

1. Surprise your audience—that’s what the punch line
does.

2. Allow your audience time to enjoy the joke when it
works—if it doesn’t work, just pretend it wasn’t a joke
and keep going.

3. Use humor to advance to subject of the presentation.
The biggest crime is to use humor to get a laugh but it
has nothing to do with the subject.

4. Make sure that your humor is appropriate—
appropriate to your audience and appropriate to the
event. If you have any doubt, don’t use it.

5. Personalize your material; even a standard joke or
introduction can have meaning when it is personalized.
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David: Ralph C. Smedley, founder of Toastmasters International
said, “We learn during moments of pleasure.” Therefore,
there are times when humor is needed just because the audi-
ence is getting restless or fatigued. In such cases, the audi-
ence needs to laugh just to keep them focused on the serious
topic at hand. On occasions when I see the audience’s atten-
tion start to wane, I’ll bring out a short, amusing anecdote.
The audience laughs, is refreshed, and we move on.

Dr. Terry Paulson, CSP, is one of North America’s top-rated pro-
fessional speakers and is the author of the book 50 Tips for Speaking
like a Pro.

Brad: What’s your secret for making your content so engaging?

Terry: Early on in my work I was a youth director for high school-
age kids and if you weren’t funny, couldn’t tell stories, and
weren’t authentic and prepared, they’d kill you. It was an
early lesson on how to engage an audience and at the same
time make sure that the humor has content and is grounded.

I came out of a research background that was strongly ana-
lytical, and I had to learn how to deliver, out of complexity,
simple messages that were engaging and fun. A lot of people
talk about humor being great to start with and maybe im-
portant to end with; I use humor throughout to keep the
attention level of an audience, especially with an audience
that has a short attention span and starts to wander.

I make sure that my content stays current and is practical.
And the humor is an added value. People expect to have
quite a lot of material and then select what is relevant to
them.

Brad: How did you develop your warmth and sense of humor?

Terry: A lot of people know the importance of research, stories,
and inspiration and don’t realize how valuable humor is un-
til they start to collect humorous stories and anecdotes
around your topic areas. It’s a fun way to elicit information.
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You have to work at finding things that make you laugh.
Then add it into one of your stories. I develop timing by
telling a story 70 times before I ever use it on the stage. As |
adjust it or make it shorter my timing starts to improve.
Always ask yourself, “Is it funny or does it move my content
forward?” Find excellent examples and then sharpen your
delivery.

Laughter lets them know they are not alone. Laughter makes
one audience out of the sub-audiences. It creates warmth
and it increases their attention level. One of the things that
creates warmth is that I talk to individuals rather than
groups. I have eye contact with one person for up to 15 sec-
onds, picking different people in different areas of the audi-
ence, and it creates warmth because I am talking more
conversationally.

9. The Power of Experiential Exercises

When people enter the room for your presentation you do not
have everyone’s attention. Paul is wondering if this presentation is
going to be another colossal waste of his time; Tina is thinking that
she will sit near the back so she can sneak out; Dan is wondering if he
can get a date with Julie on the weekend; Sara is making her grocery
list; Pauline is editing a memo she brought with her; Ed is feeling
badly about the fight he had this morning with his wife; Sue and Katie
are wondering if the vice president is really having an affair with his
secretary; and Michele is mentally preparing for the presentation she
will be giving after yours.

You have to earn your audience’s attention and you have to earn
it fast. You have 90 seconds or less to earn their attention. If, in this
short period of time, they decide that you are not worth listening to—
you may never be able to gain their interest.

One method to help you get your audience’s attention is with ex-
periential exercises. Experiential exercises actively involve the audi-
ence in an exercise whereby they experience the point or topic on
which you are presenting.

For example, Stephen Covey gave a keynote address at the 1999
National Speakers Convention in Anaheim, California. More than
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2,000 speakers were in attendance and the room was packed. Covey
started the session with an experiential exercise called “Which way is
north?”

Covey asked everyone in the room to point to the direction that
they thought was north. In looking around the room, we could see
that our fellow attendees were pointing to every direction imaginable.
Dr. Covey then asked the people who were sure that they knew which
direction north was to stand up, close their eyes, and point north.
Only about a tenth of the people stood up and there was an immediate
burst of laughter, because those of us who were not sure, could see
that those who were sure were once again pointing in every direction.
Dr. Covey then said that our pointing in all of the various directions
was analogous to most organizations, that is, most of us assume that
we know in what direction the organization is going, but in actuality,
the people who work in that organization do not have either a clear
idea or a strong commitment to the direction in which the organiza-
tion is moving.

The second exercise Covey used had to do with negotiation and
influencing skills. Party “A” was anyone who was wearing glasses;
party “B” was anyone who was not wearing glasses. The goal of the
exercise was that party “A” had to convince party “B” to try on his or
her glasses.

Brad: As an expert who constantly lectures on negotiating and in-
fluencing skills and who has written a book about influenc-
ing skills, I was hooked. My party “B” was a very fashionably
dressed young man. Apparently he did not like the idea of
even trying on my conservative looking glasses. I tried every-
thing I could think of to get him to try them on. For a minute,
it seemed as if my entire self-esteem rested on his trying
them on, while a great deal of his self-esteem equally rested
on his not trying them on.

This was an important lesson for me More importantly, the
magic started when Covey suggested that for all of us (who
were in the influencing role), our glasses had a specific pre-
scription that was made just right for us and not necessarily
just right for the party that we were trying to influence. Then
Covey hit us all—right between the eyes—by saying that each
of us developed and was entitled to our own perspective, and



Develop Dynamic Delivery [ 127

how many times per day and upon whom do we try to force
our own perspective. I immediately thought of the times that
I tried to impose my perspective on my children. Even think-
ing about Covey’s presentation, six years later, I can feel the
power of that exercise. Not only do we often try to press our
own perspective onto others, as presenters we try to force
our learning style onto others.

To summarize, experiential exercises, if done correctly, are some
of the most powerful tools a presenter can use to help the participants
understand the point that is being made, integrate that point into his
or her own experience, and remember that point, all at the same time.
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Briefly describe the most powerful experiential exercises

EXERCISE you have seen in a presentation.

4-8
How can you use the power of experiential exercises in one

/ of your next presentations?

10. Role-Playing

Role-playing is typically done in workshops rather than seminars,
but we have seen Master Presenters use this technique in large groups
as well. The advantage of role-playing is that the participants can ac-
tually see if they have mastered the material or not. In many cases, they
find that although their intellectual understanding of the concepts are
fine, it is another matter altogether to put them into practice.

There are two major ways in which role-playing can add depth and
breadth to your presentation. First, role-playing can help participants
determine their understanding of the material and get a sense of their
skill at applying the key concepts. Role-playing can serve as a perfect
demonstration of a case or a situation where everyone in the audience
can observe the skills being taught applied to a real-life situation.

Role-playing can be one of the best ways to learn, but not every-
one will want to participate. Therefore, we recommend that you re-
mind your participants that this is a purely voluntary activity and that
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many people learn better by watching—this is especially true of the
reflectors in the group.

In role reversal, the person with the problem takes on the roll of
their own problem person. There are two main advantages to role re-
versal. The person with the problem will almost always gain insight into
the person he or she is having difficulty with. Second, the person with
the problem will be able to experience how different words, arguments
and strategies come across from the point-of-view of the other party.

Sometimes in role-playing situations, the person presenting the
problem may be the problem. For example, as soon as a strategy is
developed, this person comes up with an argument as to why that the
intervention will not work. In some cases the person may be right.
The situation may be so hopeless that Gandhi, Mother Teresa, or
Winston Churchill could not do a better job, and the only real alter-
native is to live with it.

There are other times, however, when the person who suggests
the problem situation vetoes on the spot and has no genuine interest
in trying to solve the problem. In fact, the person presenting the prob-
lem has a conscious or unconscious vested interest in not solving the
problem. And although he complains vehemently about the problem,
he does everything in his power to maintain the problem in its present
state (homeostasis) similar to the person who is in a bad marriage,
who spends all of his time in therapy complaining about the problem,
but does nothing to resolve it.

If you, as presenter, find this is the case, you will find that both
you and everyone else in the room are getting increasingly frustrated.
There is a technique, called alternative endings that has been designed
for situations just like this.

For example, Brad had a very lively group of salespersons in one
of his negotiating courses. He asked the group to describe what a
positive ending would look like and then instructed the participants in
the role-playing to act out the positive ending. As you can see, this
technique gets everyone out of a negative spiral by focusing on what a
positive ending to the story might look like.

One of the problems with role-playing, role reversal, and alterna-
tive endings is that you can lose the attention of the participants in the
room who are not directly involved with the role-playing. In order to
keep everyone involved, to increase the number of ideas, and to enrich



Develop Dynamic Delivery [ 129

both the quality and the quantity of the feedback, Brad developed an
enhanced role-play methodology that he calls The Virtual VCR.

The Virtual VCR

The Virtual VCR is a technique used to give the participants im-
mediate corrective feedback as to how well they are communicating
and negotiating, as well as a chance to implement that feedback in the
immediacy of the situation.

Step 1: Imagine that in the room you are in contains a gigantic
VCR and that the open space is where a case study will be performed
and recorded on videotape. Each participant and the instructor have
remote controls. The remote control has four buttons: Stop, Offer/
Ask for Strategic Advice, Rewind, and Play. What this means is that
at any time during the role-playing, any person in the room can stop
the tape, offer or ask for strategic advice, rewind the tape to the cor-
rect spot, and then replay the tape with the participants having been
given a chance to try out the “corrective feedback.”

Step 2: The second step is to decide on a case. It can be a case that
the instructor has prepared, the students have prepared, a case that
has been designed on the spot where all of the participants have input,
or a case on film that can be stopped so that the participants can
continue the role-playing.

Step 3: Assign roles in the case study to the participants. Start by
asking for volunteers. If after a suitable period of time there are not
enough volunteers, ask some of the participants whom you think would
be favorably predisposed to volunteer, but first make it absolutely
clear to the class that everyone has the right not to volunteer.

Step 4: Give the participants the “Positive Feedback” guidelines,
copies of the 3 X 3 Feedback Form (see Strategy 7), and start the
“The Virtual VCR.”

Positive Feedback Guidelines:

¢ The feedback must be specific.
¢ The feedback must be balanced.
¢ The feedback must be positive and constructive.
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The course instructor must be a strong facilitator for this exercise
to work well. Too much corrective feedback and the participants will
lose their feel of the flow of the case. Too little corrective feedback
and the exercise becomes just another role-play.

11. Use Action Learning

Remember your high school biology teacher? The one who used
lecture notes from when Charles Darwin was a student and showed
outdated movies that were so bad that even she fell asleep? Contrast
that with action learning. In action learning, the participants are
working at solving real-life problems. And you can up the ante and
the energy level by having the class compare their solutions with the
real-life outcome. A colleague named Dave Buffett gave us the per-
fect example:

I was in the midst of an Executive MBA program. The class
was divided up into competing teams. Our goal was to plan for
the acquisition of one company by another. The teams took their
task very seriously and planned their strategies. All of the teams
were to present their strategies at the beginning of the next class.
Imagine our surprise, when in the next class, the instructor intro-
duced a guest lecturer—the vice-president from one of the two
companies. The students then had to present their strategies to the
vice president and after their presentations, he would tell them
how it actually turned out and comment on where their strategies
were the same, where the students’ strategies were better, and
where his strategy was better.

We were geared up to present our strategies and see how well
we compared with the other teams in the room, when the instruc-
tor announced that the actual vice president who was in charge of
his company’s negotiation strategy would be in the room to debrief
this case with us. It raised the ante 100 percent. We felt that we were
actually negotiating a real-life acquisition. The atmosphere in the
room was electric. Learning just doesn’t get any better than that.

To find out more about action learning, we highly recommend the
Harvard Business Review article “Driving Change” by Susy Wetlaufer.!?
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T
EXERCISE
4-9

/ Did the presenter(s) debrief the case with a real-life outcome?

Briefly describe an engaging presentation you attended in
which you had to solve a real-life problem.

Next, briefly describe how you can use this technique.

Will you provide a real-life outcome?

Turn Your Failures Into Gold Mines

Brad: I am often amused that people who know that I teach nego-
tiation skills assume that I am a Master Negotiator and, al-
though I am getting better, I know that I will have at least
one spectacular failure every year. One of the things that I
have learned is that Mother Nature is a persistent teacher
and we will be given the same lessons over and over again

One such lesson was when I was unable to negotiate the
release of course handouts from the print shop, which I
turned into a case study for my negotiation course. It is re-
produced below:

Econo Copy Store

You are asked to give a talk on effective negotiating skills for
the Association of Dispensing Opticians. The talk is to take place
on Saturday, September 15, at the Algonquin Hotel in St. Andrew’s-
by-the-Sea. The Association has agreed to pay you your regular
half-day fee, transportation expenses, and one night’s accommo-
dation at the luxury resort hotel.

You have to leave your home by 8 a.m. on September 15th in
order to leave your 2-year-old son with his grandparents and catch
the noon ferry, which will save hours of driving. You and your
spouse are very much looking forward to this relaxing trip.

As a professional speaker, you have handout materials that
you will use to help illustrate your talk. As you have been ex-
tremely busy, your spouse took the handout material to the Econo
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Copy Store on September 11th. The 60 copies of the handouts
were to be ready by 2 p.m. on September 14th.

You arrive home at 4 p.m. on September 14. Your spouse
walks in the door a few minutes later and states that he/she just
returned from the emergency room at the local hospital. He/she
explains that as he/she was leaving to get your handouts, he/she
expetienced an excruciating pain in his/her lower left abdomen.
Both your spouse and a colleague thought that it could have been
a case of appendicitis. After several hours at the hospital, the blood
tests indicated that it was a new version of the 24-hour flu that
mimics appendicitis.

Itis now 4:15 p.m. You have to pick up your son from daycare
and pick up the handouts. You decide to get your son first. You
arrive at Econo Copy at 4:45. To your horror, the door is locked,
and you notice a sign that says “Office Hours 8:30 a.m.—4:30 p.m.”
To your immense relief, the store clerk is still there counting out
the day’s receipts. You now have to negotiate for the release of the
handouts.

Brad: By turning this example into a case study, I have learned a
lot from observing my participants’ innovative approaches.
We can also learn that sometimes things are not negotiable
and we have to go with our best alternative.

S
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EXERCISE Have you ever had a failure that you could turn into a
4-10 teachable moment or exercise? Take a few minutes to de-
ﬁ scribe it.

How could you turn it into a teachable moment or exer-
cise in a future presentation?

12. Preparing for Questions

If you have ever had the experience of being an expert witness,
you know that it can be a very grueling experience. At its worst, the
opposing lawyers will be out to destroy both your testimony and your
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credibility. The lawyers representing the side that called you as an
expert witness will prepare you and conduct a mock trial. First, they
will take you through giving your testimony. Second, they will play the
opposing lawyers and cross examine you in a manner that is similar to
the way that they think you will be cross-examined. In other words, it
is a dress rehearsal, so you, the expert witness, will be as prepared as
possible.

Master Presenters use the same method to prepare for the ques-
tions that they will be asked by anticipating those questions, by having
someone else anticipate the questions, or by having a dress rehearsal—
sometimes with different types of audiences—so they will be as well
prepared as possible.

Communications consultant Roger Ailes says that you should pre-
pare to answer the five toughest questions that the participants will
ask you. You can think up the questions on your own, however, it is
often a good idea to get others to think up the questions. You can
then role-playing the answers to actually see and hear how well you
answer. Don’t be afraid to do this several times until you get the an-
swers just right. Even if you aren’t asked directly the same question
that you have prepared for, you can often make an opportunity to get
the question in. One of the most famous examples of being absolutely
well-prepared was during the 1984 presidential debates between Walter
Mondale and Ronald Reagan. At the time, President Reagan was the
oldest serving American President and he knew the question of his
age would come up in the debate.

Reagan’s response was, “I will not make age an issue in this cam-
paign. I am not going to exploit, for political purposes, my opponent’s
youth and inexperience.” Not only did the studio and television audi-
ence break up, the camera got a close up shot of Walter Mondale’s
reaction and he was seen breaking up on national television.

As Roger Aliles said, “Reagan hit a home run.” He hit a home run
because he was prepared, and he was prepared because he and his
campaign team had anticipated all of the difficult questions that Reagan
might be asked.
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EXERCISE
4-11

Set up a page in your notebook with the following and
please list five of the most difficult questions you can think
of for your next presentation.

Question 1:
Question 2:

Question 3:

Question 4:
Question 5:

Next, please list three people who could both ask difficult questions and
give you direct and constructive feedback on how well you answered them.

Person 1:
Person 2:
Person 3:

Dealing With “Off-the-Wall” Questions

Opening the floor to questions can be a risky adventure. Occa-
sionally, you will be confronted with questions that are unintelligible
or inappropriate. If the question is unintelligible, first ask for clarifi-
cation. See if you can answer by rephrasing the question. On follow-
up, if the question still is not clear and you have a sense that the
person asking the question needs more time to think about what he or
she is asking, suggest that it is an interesting question, and say you
would like to think about it or that you could answer it better at the
break. On some occasions, you can also ask if anyone in the audience
would like to answer. Be careful, though, that you keep the discussion
under tight rein. Some in the audience can be more interested in im-
pressing others than in moving the discussion forward.

When asked an inappropriate question, such as one that is inten-
tionally confrontational or hostile, do not attempt to answer it. In-
stead say something like: “That is a question that will take some time
to answer, please meet me at the break or after the presentation,” or
“I am not the person to answer that.” Then to further emphasize your
unwillingness to pursue an inappropriate line of questioning, quickly
reposition yourself on the podium to face a different part of the audi-
ence. By doing so, you send a visual message: “That conversation has
ended.”
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You can get a better sense of how professionals deal with difficult
and/or off-the-wall questions by listening to professional interviewers
on both radio and television. Listen closely to their ability to be po-
lite, firm, to ask just the right question at just the right time, and to
deal with difficult and off-the-wall remarks and questions.

13. Develop Impactful Endings

The ending of your presentation is your last chance to encapsu-
late everything you said in your presentation. It is also your last chance
to bring all of the material together in one unified whole. There are
many ways to end your presentation. You can use an electrifying quote
or a thoughtful story. You can ask a reflective question or use a con-
templative poem. For example, Brad read the following poem at the
end of a keynote on self-esteem to an audience of physically chal-
lenged children and adults:

DonN’T QuiT

When things go wrong, as they sometimes will,
When the road you're trudging seems all uphill,
When the funds are low and the debts are high,
And you want to smile, but you have to sigh,
When care is pressing you down a bit,

Rest if you must, but please don’t quit.

Life is unpredictable with its twists and turns,
As every one of us sometimes learns,

And many a failure turns about

When he might have won had he stuck it out;
Don’t give up though the pace seems slow—
You may succeed with another blow.

Success is failure turned inside out.

The silver tint of the clouds of doubt,

And you never can tell just how close you are,

It may be near when it seems so far;

So stick to the fight when you’re hardest hit—

It’s when things seem worst that you must not quit.

—Author Unknown
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Not only is the poem in and of itself a very strong ending, at this
particular meeting the poem was read as a pianist played the theme
from Chariots of Fire.

Brad: When I started reading the poem, there was no music. By the
time I got to the second stanza, the music was barely audible
and was becoming increasing audible, but not so much that it
interfered with the reading of the poem. When I finished read-
ing the poem, the impact was electrifying. The poem was an
exceptional choice, and the music was absolutely wonderful,
however, the poem and the music together moved the audi-
ence significantly more than either could have done alone. They
could see themselves as heroes and heroines, just like the run-
ners in the movie, because just by showing up at the confer-
ence, they had proved that they had not given up. The audience
could anchor this experience in both the poetry and the music.

An additional hint to make your ending powerful: Master Presenter
Mark Sanborn cautions us not to put FEAR into your endings. FEAR
stands for False Endings Appearing Real. This happens when the pre-
senter is so in love with his or her material that he keeps presenting when
it is well past the time to close. Instead, Brad and David recommend
giving your audience HOPE: Helping Others Persevere Effectively.
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EXERCISE Please describe the most powerful closing you have ever

4-19 heard. Why was it so powerful?

§§ How can you make the closing of your next presentation

/ more powerful?

By this point in this book we have looked at the importance of
knowing your audience and of aligning your content to your audience’s
wants, needs, expectations, and aspirations. We have looked at devel-
oping outstanding content and organization and at 13 methods that
can make your presentation more dynamic. All of these efforts will
have been for naught if your listeners don’t remember your presenta-
tion and/or put it into action. We’ll address this element of your pre-
sentation in the next chapter.




STRATEGY

Make It Memorable,
Actionable,
and Transferable

A common weakness of many presentations is that a month, a
week, or even a day after the presentation, no one remembers what it
was about. Or, if they do remember something about it, they are not
doing anything differently than they were doing before the presenta-
tion. Therefore, for your presentation to be effective, you must ac-
tively work to make it memorable, actionable, and transferable. There
is a great deal to consider in bringing this strategy to fruition, but it
pays big dividends. Not all presenters will want to use all the tech-
niques in this chapter. Keynote speakers, for example, typically use a
minimum of the interactive learning techniques described here. But
others, who present full-day or multiday seminars, will find these tech-
niques invaluable.

Make It Memorable

Research has shown that 24 hours after hearing a presentation,
the listener will forget at least 50 percent of all the information pre-
sented. In 24 more hours, another 50 percent will be forgotten. This
means that in a mere 48 hours after hearing a presentation, no matter
how attentive the listener is trying to be, no matter how good his notes
are, he will forget about 75 percent of everything the speaker said.

In light of these statistics, this section examines the types of
memory and presents 11 techniques that are guaranteed to enhance the
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memorability of your presentation. As an added bonus, you can use
these memory techniques to help you organize your presentations.

There are two types of memory: short-term and long-term. Short-
term memory allows us to remember a telephone number or someone’s
name right after we have heard it for up to two minutes. This is the
type of memory we use when we don’t see a need for the new informa-
tion after its immediate use.

Long-term memory allows you to remember the person’s name
for the foreseeable future. Presenters who truly make an impact are
the ones who can most effectively place their message in a listener’s
long-term memory. That is the first purpose of this chapter: how to
make you and your presentation more memorable.

The following section examines 11 memory-retention techniques:

Repetition and restatement.

Active vs. passive learning.
Increasing audience attentiveness.
Memory aids and mnemonic devices.
Stories.

Defining moments.

Anchoring.

Metaphors.

e ARl o

Three-act plays.
Music.
11. Games.

Most presenters use some of these techniques quite well. But
Master Presenters not only know how to use all of the techniques,
they also know the perfect time and place to use them.

—
e

1. Repetition and Restatement

Repetition is the mother of learning.
—Author Unfknown

If we repeat a fact seven times, we increase our likelihood of re-
membering that fact by 80 percent. This is why Master Presenters
repeat, repeat, repeat. Then they restate, restate, restate. Master Pre-
senters know that if they repeat or restate a key point seven times, the
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listener’s retention will be significantly increased. A common weak-
ness of some presenters is to assume: “I said it; they heard it. Move
on.” True, the audience may have heard your words, but it is possible,
if not probable, that they didn’t understand you. Even if they did un-
derstand you, they will promptly forget what you said. Master Pre-
senters know that an oral presentation is greatly different than a written
document. Why? Readers can always reread; listeners cannot re-listen.
As a result, Master Presenters build in repetition and restatement as
if they were imagining the listener is using a yellow marker to high-
light the important points.

Master Presenters also vary their explanations and/or start with a
relatively simple application of a principle and add complexity as war-
ranted. If you have learned a second language, for example, you may
recall how the instructor started with simple words, which led to simple
phrases, which led to simple sentences. Master Presenters do the same.

A much less frequently used method of repetition is to ask the
participants to summarize the material. In our courses, we stop peri-
odically to ask the participants to state something that they have
learned, or relearned up to that point in the presentation. If the group
is large, you can’t call on everyone. However, you can ask for volun-
teers, or you can call on people at random. A word of caution: When
calling on people at random, we recommend you give them the right
to decline the chance to participate. If you remember ever being em-
barrassed by a lack of preparedness when you were in school, you’ll
understand why this “free pass” is important.

When you have found a willing participant, ask him or her to re-
peat something that you or someone else has already said. To be more
inclusive and less “selective,” give everyone enough time to think of
an answer, or have them write down the most important one, two, or
three things that they have learned or relearned up to that point. After
everyone has had a chance to think of an answer, then ask for volun-
teers to share their thoughts. You will usually find no shortage of will-
ing participants as long as you have given them a moment to prepare.

This exercise makes learning active rather than passive. You will
usually find the participants can summarize most, if not all of your
teaching points. The beauty of this activity is that some of your points
will be repeated, while others will be restated. And these two tech-
niques are exactly what you are trying to accomplish.
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Remember, though, it is still the job of the Master Presenter to
fill in any missing points, to elaborate on any points that might need
clarification, and to bring some sense of order to the comments that
were randomly offered.

2. Active vs. Passive Learning

In passive learning, the participants are silent recipients of infor-
mation that is all too often read to them. This is a technique that
produces little, if any, long-term learning.

In active learning, the participants are more than silent partners.
In active learning, the participants receive the same information, but
are encouraged to transmit information back. Think back to the best
teacher you ever had. Chances are, he or she involved you in the
learning process on a much higher level than mere listening. Master
Presenters depend on active learning techniques.

Which would you prefer: a presenter who explains a concept and
gives one or two examples before moving on, or a presenter who gives
a concept and then divides the participants into groups and asks each
group to give an example of how they can apply the concept in real
life? Most people prefer the active learning approach over the passive
listening style.

In the active learning example just presented, there are four ways
that the participants can be actively involved:

1. They can be asked to come up with a specific example
of how the solution could be applied in real life.

2. They can be asked to listen carefully to the other
examples in order to choose the one that they like best.

3. They can be asked to debate the merits of each
proposed example in order to choose the one that the
group will present.

4. They can be asked to listen carefully to see which
group presents the best example(s) overall.

In Brad’s two-day course Dealing With Workplace Conflict, he di-
vides the participants into three groups and asks each group to read
one of three different, short articles as homework. The first is “Think-
ing Outside of the Box,”! the second “Caught by Choice™ (a superbly
crafted article on being caught emotionally in a conflict that we would
be better off not being caught in), and the third is “Inter-Departmental
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Conflict.” On the morning of the second day, the participants are given
20 minutes to decide how they will present the material in their article
to the class as a whole. They are instructed to make their presentations
so interesting that when the other participants go home, they will want
to read that particular article before doing anything else.

Brad: I have never been disappointed using this technique. The pre-
sentations are terrific, and the participants knew their mate-
rial on a much deeper level and were much more likely to
remember it than if the course facilitator had made the pre-
sentations. Just out of curiosity, I asked the participants how
much more effectively they remembered the material from
their presentations than if they had only read the articles—
the average answer: 90 percent.

3. Increasing Audience Attentiveness

Two techniques that are guaranteed to raise the level of attentive-
ness in your audience are humor, novelty, and surprise. This is impor-
tant because increasing attentiveness will help to move your material
into the participants’ long-term memory.

Humor. Humor is a sure-fire way to get an audience to pay atten-
tion. Why? Because everybody likes to laugh. So an audience will listen
more attentively if they think the speaker is likely to say something
funny. They will pay attention in anticipation of the next good laugh.
That’s how it works for the audience—they will listen more attentively
just because they don’t want to miss “any of the good stuff.”

But Master Presenters know that humor has a greater purpose.
They know that when we laugh, we relax; when we relax, we learn. In
short, there is nothing more powerful than a message that entertains.
That’s why humor is considered an indispensable tool.

Of course, all speakers must be careful with their choice of jokes
and/or stories because what is politically correct today can be totally
unacceptable tomorrow. As times change, so do standards of accept-
ability. Also, what is acceptable in one place can be completely inap-
propriate in another. In the United States, for example, it is usually
considered acceptable to joke about the President. That is permis-
sible as a result of the constitutionally guaranteed right of free speech.
In other countries, though, where individual rights and liberties are
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different, a speaker would be a fool to poke fun at that country’s
leaders. For example, David was honored to be invited to speak in
Thailand a few years ago.

David: Before I spoke, one of my hosts politely asked if I intended
to make any reference, humorous or otherwise, about the
King or any member of the Royal Family. I told him I had
no intention of doing so, to which he replied: “Good. You
shouldn’t do that here.” It was a good reminder that what
works in one country can be totally unacceptable in another.

Humor has both its risks and its rewards. When it works, it’s won-
derful. When it doesn’t, it’s deadly. So is it worth the risk? Our ad-
vice: Let common sense be your guide. It’s better to err on the side of
caution, so when in doubt, leave it out.

Another factor to consider is that jokes or humorous stories usu-
ally increase the attentiveness level of the individuals in your audience
for a very short time. Unless you are naturally funny, and/or have de-
veloped a routine of jokes and stories that will raise the attentiveness
level of your audience for sustained periods of time, there are other
techniques that may serve you better, such as novelty and surprise.

Novelty and surprise. Brad attended the National Speakers Asso-
ciation conference in Los Angeles in 1997. The session he remembers
most vividly was a session by Master Presenter and presentations coach
Robert Pike.? Robert was able to raise the participants’ level of atten-
tiveness before the session even began by using the power of novelty
and surprise. This is how he did it.

Brad: When I entered the room, I noticed that instead of reading
their programs or talking with the person next to them,
everyone in the room was split into small groups. They
seemed to be working incredibly intensely on a project. The
first thing I did was check my watch. Could I have been
late? The answer was no. In fact, the session was not due to
start for another five minutes. Boy, was I curious. Robert
then instructed the people who had just come in to join a
group. One of my group members informed me that our
task was to list the top 10 languages in the world in order of
how many people spoke each language. I was hooked, as
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was everyone who was in our group and all of the people
who joined in after me. We hypothesized, debated, and “guess-
timated.” Time was announced, and we looked up at the over-
head as Robert presented the correct list, in order, from the
book The Top Ten of Everything by Russell Ash.*

The session’s topic was on making one’s presentations more in-
teractive, and for me this exercise was the most memorable part of
the whole conference. Robert was able to raise the attentiveness level
of each individual and of his audience as a whole before his presenta-
tion even started.

Brad uses a similar technique in his course on The Seven Strategies
of Master Negotiators.

Brad: Ninety-nine point nine percent of the workshops I have at-
tended start out with introductions and expectations. I start
my course with a negotiation. This is a two-person negotia-
tion based on the buying and selling of a house. The instruc-
tions state that the buyer and seller have agreed on everything
except the closing date. The buyer wants a closing date of
June 1st, and the seller wants a closing date of June 30th.
The participants have seven minutes to read their instruc-
tions and see if they can reach an agreement.

I have never seen this exercise fail to raise the attentiveness
level of the participants and for the group as a whole. The
participants are instantly engaged in the course, and the ex-
pectation is set that the course will be highly interactive and
experiential.
HAEE T
EXERCISE
5-1

Briefly describe an example of how you have seen a Mas-
ter Presenter raise the attentiveness level in his or her
audience.

ing the attentiveness level of the participants in one of
your presentations.

/ Next, describe a situation where you did your best at rais-

To complete this exercise, outline how you can do a better
job of raising the attentiveness level in one of your future
presentations.
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4. Memory Aids and Mnemonic Devices

There are times in our lives when we hear a catchy slogan, motto,
or tune and just can’t seem to get it out of our heads. This is a tech-
nique that advertisers use all the time. Several examples are: “Noth-
ing says lovin’ like something from the oven, and Pillsbury does it
best,” “Where’s the beef?” from Wendy’s, or “Don’t leave home with-
out it” from American Express. Just as advertisers use memory aids
and repetition, so do Master Presenters. For example, in Brad’s Seven
Strategies of Master Negotiators course, the participants hear the phrase,
“Master Negotiators come to the table incredibly well prepared, while
their less effective counterparts, come to the table overly optimistic
and underprepared” at least seven times. Giving the participants a
review sheet, a bookmark, or a business card with a slogan, motto, or
“point of wisdom” also increases the likelihood that it will be trans-
ferred to the participants’ long-term memories.

Another simple, yet effective memory aid is one David uses in his
seminars in which he asks the participants to simply fill in the blanks
with key words, points, or phrases. All who have ever taught in a
classroom know the reason for this is twofold.

First, it is a focusing technique. Fill-in-the-blank activities keep
the listener focused on the exact point David is making, and at the
exact time he wants the listener to focus on that point. If you have
ever been given a handout in which all the reference material is sup-
plied verbatim, you have probably been tempted to either 1) read
ahead, or 2) start to daydream, secure in the knowledge that you can
always read the handout later. Either way, the presenter has lost the
listener. For example, all of us have a handout somewhere in our files
that we’ve been meaning to get back to but never have. The fact is,
few, if any, of your audience members will refer to your handouts
once they leave your program. That’s why you have to make sure the
important point sticks with your audience—at the moment the point
is made.

The second reason why simple fill-in-the-blank activities are ef-
fective is that we are more likely to remember what we have written
out in our own handwriting. There is something about the process of
taking information in through the eyes and ears, processing it in our
brains, and then recording it with our hands that gives us a sense of
ownership of the material. It’s as if you are telling yourself: “I wrote
this down; it must have been important.” Curiously, this works even if
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you were instructed to write it down. There is just an air of signifi-
cance and permanence that comes through when we put words to
paper.

Other types of memory aids include course summaries, tip sheets,
and other mnemonic devices. A mnemonic is a clue designed to help
us recall something more complex. Acronyms are common and effec-
tive mnemonic devices. For example, Roger Fisher, William Ury, and
Bruce Patton, authors of the world’s most widely read book on nego-
tiating, Getting to Yes, use the term BATNA to represent Best Alter-
native To a Negotiated Agreement. If you remember the short acronym
“BATNA,” you can recreate the longer phrase it represents.

The main purpose of an acronym is to reduce complicated phrases
or concepts to simple or memorable words and images. Many North
American school children, for example, remember the five Great Lakes
with the simple acronym HOMES: Huron, Ontario, Michigan, Erie,
Superior. If you've ever heard that mnemonic before, you probably
remembered it. And for those of you who never heard it before, there’s
an excellent chance you won’t forget it, either.

If you are not sure if this really works, try this test. On a sheet of
paper, write down the acronym we just discussed: HOMES. Set it
aside. Come back to that page in 24 hours and test yourself. Odds are,
you’ll be able to remember what the acronym stands for and be able
to recite the full version of what the acronym represents. Look at it
again in a week, in a month, in a year. Again, odds are, you will still
remember what it stands for. And when you consider that 48 hours
after any presentation, most listeners forget 75 percent of everything
they heard, any technique or device that helps move information into
long-term memory is worth considering.

That’s what memory aids do. They give the listener a hook on
which to hang important information. If you remember the hook, no
matter how silly it may sound, you are much more likely to remember
the information paired with it. A word of caution on the use of acro-
nyms: Many presenters use acronyms that are hard to remember. It
should be obvious that if you can’t remember the acronym, you cer-
tainly won’t remember the information assigned it, but many present-
ers overlook this key point. Unfortunately, it is not uncommon to
hear a presenter say, usually with great fanfare, “To help you follow
along, today I will use...ta-daaah...an acronym!” (as if that is a revo-
lutionary idea). Then they unveil some hopelessly bland, nondescript,



146 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

or overused word such as ACHIEVE. Then they set out to assign
meaning to each letter of the word. The problem is, the more com-
mon the acronym, the less likely it will be remembered. That is, if the
acronym lacks uniqueness, it usually lacks memorability.

Just as a test, in 1993 David presented in Toronto a program on
presentation skills to an international group of speakers during which
he was to make 10 points. He looked for a 10-letter word or phrase
that would allow him to make his 10 points, and also be so different
that the listeners would not forget it. The acronym he came up with fit
both requirements.

David: I introduced the acronym as follows. “Today I have 10 points
to make, so to help you remember and follow along, I'm
going to use a common speakers’ device, an acronym. |
looked for a word or phrase that would be appropriate for
the occasion, but I couldn’t find one that had the right com-
bination of letters for the points I wanted to make. So in
desperation, I put the first letter of each key point on an
index card. Then I took my 10 cards, tossed them in the air
and let them land where they may. Well, imagine my sur-
prise when I found, with just minor rearranging, not one
word, but two that would work.” Then, as I directed their
attention to a projection screen, I said, “So the two words I
want you to remember today are ROACH MOTEL.” As I
expected, there was a momentary stunned silence. Then,
about two seconds later, the place erupted in laughter. Why?
I caught them by surprise. It was unlike any acronym they
had seen, and totally contrary to the mundane acronyms
they were accustomed to seeing. And it had two added bo-
nuses. First, it introduced an expectation of fun. But more
importantly, it was memorable. The truth is, I didn’t know
just how memorable it would be until last year, a full nine
years after the program, I received a phone call. The caller
said, “Is this David Brooks, from the ROACH MOTEL?” 1
was flattered, I think. Moreover, I was impressed, for sure.
Because any time that a message is remembered for nine
years, I know I've done my job.
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R
EXERCISE Please describe the best memory aid you have seen used
5-9 in a presentation.

next presentation?

/ How will you use memory aids more effectively in your

5. The Power of Stories

Long after the audience has forgotten your name and the title of
your presentation, they will remember your stories, which is why
Master Presenters are such apt storytellers. One of the best storytell-
ers in the business is Les Brown. Les spoke at the NSA National Meet-
ing on August 8, 2000, in Washington, D.C. In the middle of his
presentation, he stopped speaking and started snapping his fingers.
Then he asked the audience to snap their fingers. As they were all
snapping their fingers, Les started to tell a most awe-inspiring story
about visiting a friend, Miss Francis, in the hospital. Les said, “I stopped
at the nurses’ station and asked directions to her room. The nurse
said, “You must mean Miss Positive,” and proceeded to give me direc-
tions to her room.” Even though Miss Francis was frail and weak
from the cancer and chemotherapy that had ravaged her body, when a
favorite piece of music came on the radio, the frail woman started
snapping her fingers to the tune. Les paused dramatically and said in
his deepest, most resonating voice, “Miss Francis did not let life take
her snap away! And don’t you let life take your snap away!”

At that point, you could have heard a pin drop in the room. Pro-
fessional speaking just doesn’t get any better than that. However, Les
Brown’s story had an unexpected subsequent effect.

Brad: I left our house early one Saturday morning to give a key-
note speech in Toronto that same afternoon. I was back
home mid-morning the following day. As I drove up to the
house, I noticed that one of our patio chairs was on the
front porch. When I approached the front doors, I was sur-
prised to find them open. Obviously, my children had for-
gotten something and had left the doors open. I then saw
that they had left the back door open too. I was just thinking
that I would have to give them a good talking to, when I
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noticed that the microwave was missing from its customary
perch in the kitchen. Further investigation revealed that the
stereo, VCR, video camera, and all of the CDs were gone.
The kids didn’t forget. We had been robbed!

The police came and went. As I waited for my children to
arrive, I had half an hour to reflect. Boy, did I feel violated—
especially thinking that the robbers had gone into all of our
bedrooms.

I tried to be philosophical about it. No one was hurt. Others
have had their whole homes destroyed. The robbers only
took electronics. Everything could be replaced. I still felt
violated and for the first time felt uneasy in my own home.

Then came the knock at the door. My children, Andrew and
Katie, had arrived. I explained what had happened. My daugh-
ter was standing on the first landing of the stairs on the way
up to her bedroom when she stopped. She turned toward
me, looked me right in the eyes and said, “Daddy, don’t let
those robbers take your snap away.” She had learned that
lesson from listening to the audiotape of the Les Brown
story—ironclad proof of the power of an excellent story,
perfectly told, to be absolutely memorable—even to a 10-
year-old.

S
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EXERCISE

/

Do you have a story or stories that a 10-year-old would
remember? If you have one, try it out on a 10-year-old and
see if it passes the memorability test. If you don’t have one
or if the one you have doesn’t pass the 10-year-old test, get
to work at developing one.

Test your stories often. Your audience will continually give you
feedback both on the content and on the delivery. Experiment a bit.
All of the Master Presenters we interviewed told us that story devel-
opment is an experience in trial and error, and is a lifelong process.
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6. Defining Moments

Defining moments are that part of the presentation where the
audience not only gets it, but they also get that they get it. It is at this
point that the goal or lesson of the presentation becomes crystal clear.
It is also at this point that the audience understands precisely what
the presenter intended to communicate and is given a choice to act,
or not act, on what they have learned.

Peter Legge is business owner, author, presenter, and volunteer
extraordinaire. He is recognized as a World Class Presenter by three
speakers’ organizations: Toastmasters International, the National Speak-
ers Association, and the Canadian Association of Professional Speak-
ers. What makes Peter such a Master Presenter that he is recognized
by three organizations? First, Peter Legge is a keen observer; second,
he is an accomplished storyteller; third, he is a relentless reader and
student of history; fourth he is a master user of analogies; fifth, he is
a gifted developer of transitions; sixth, he is an exceptional wordsmith;
and seventh, he is a powerful asker of questions. This is illustrated
with a segment of one of Peter’s presentations: You Never Know.

His name was Fleming, and he was a poor Scottish farmer. One day,
while trying to eke ont a living for bis famiby, he heard a cry for belp coming
Sfrom a nearby bog. He dropped bis tools and ran. There, mired to his waist in
mud, was a terrified boy, screaming and struggling to free himself. Farmer
Flening saved the lad from what conld have been a slow and terrifying death.

The next day, a fancy carriage pulled up to the Scotsman’s farm, and an
elegantly dressed nobleman stepped out and introduced himself as the father of
the boy Farmer Fleming had saved.

“T want to repay you,” said the nobleman. “You saved my son’s life.”

“No, I can’t accept payment for what 1 did,” the Scottish farmer said,
and at that moment, the farmer’s own son came to the door.

“Is that your son?” the nobleman asked.

“Yes,” said the farmer.

“TU matke you a deal. Let me take him and give him a good edncation. If
the lad is anything like his father, hell grow to be a man you can be proud of.”

And that he did. In time, Farmer Flemings son gradnated from St.
Mary’s Hospital Medical School in London, and went on to become Sir
Alexcander Fleming, the discoverer of penicillin.
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Years afterward, the nobleman’s son was stricken with pnenmonia, and
penicillin saved bis life. The name of the nobleman? Lord Randolph Churchill,
His son? Winston Churchill.

Someone once said that what goes around comes aronnd.

What we can learn from observing Peter Legge is that Master Pre-
senters accomplish seven times more than less accomplished present-
ers because Master Presenters use multiple skills and teach on multiple
levels, all at the same time. In the example above, we can see how Peter
artfully used this intriguing story as an analogy to illustrate that what
goes around, comes around. He then, both implicitly and explicitly,
asks us to evaluate ourselves by asking the question, “Will we be happy
with what we are doing today when it comes back to us tomorrow?”

nnnnnnnnnnnn
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Part I: Think about three of the finest presentations you

have ever seen or heard. Then identify the defining mo-
§§ ment for each of these three presentations. That is, at

what moment did you get it and “get that you got it”?

EXERCISE
5-4

/ Part I1: Identify a defining moment from one of your own
presentations.

Part III: If you already have a defining moment, can you
enhance it? Or if you don’t have a defining moment, how
could you craft one?

We end this section with Brad’s Law. Brad’s Law states that:
“Master Presenters present their ideas more eloquently, more pro-
foundly, and more powerfully than their less masterful counterparts—
and in half the time.” Peter Legge became one of North America’s
foremost presenters because he understands defining moments and
knows how to use them eloquently, profoundly, powerfully, and
succinctly.

7. Anchoring

Anchoring is the act of helping to anchor an idea, concept, and/or
principle in another person’s memory. This can be done visually, au-
rally, and kinesthetically.
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Visually. Master Presenter Janet Lapp demonstrates anchoring
visually with the following memorable visual metaphor:

I try to create useful, deeply connecting programs with humor
and stories that are hard for audience members to erase from their
minds. I do that in the framework similar to music composition—
say a symphony from the Romantic Period—uwith highs and lows,
different speeds, all built toward a climax. I find that works well.
Then of course I use visual effects. For example, sometimes I
physically carry someone on my back across the stage; usually a
fairly robust man, and the audience connects that with carrying
around too much, doing too much. Then I follow with a quote
by Peter Drucker: “Businesses don’t fail because they don’t know
what to doj; they fail because they don’t know what to give up.”

The fact is, some people “listen” with their eyes. That is, visual
learners can learn more by seeing one physical illustration or demon-
stration than any printed or spoken explanation will ever accomplish.

Aurally. Another way to anchor your material in your audience’s
long-term memory is to anchor it aurally. For example, Brad was in
London in 1986 and decided to visit the underground war rooms where
Winston Churchill lived and held some of his war cabinet meetings,
which had recently been reopened as a museum. Remarkably, they
were untouched since they had been closed in 1945 at the end of the
war. The underground command center made quite an impression.
However, the most memorable part of the visit was hearing Churchill’s
voice saying, “We will never, never, ever surrender...” Brad says that
he can still hear Churchill speaking in his mind today, as if he just
visited the museum. The memory was anchored aurally.

Master Presenter Marcia Steele provides another example.’ In
Marcia’s presentation she speaks eloquently of her experience emi-
grating from Jamaica to New York. Then she stops and sits down in a
chair on stage next to a writing table. Instantly, the audience is trans-
ported back into time, as it hears the recorded voice of Walter Cronkite
announce the tragic news that Martin Luther King, Jr., has been as-
sassinated. Marcia uses nothing but sound to illustrate a transition in
her life and in the life of her country. It is a powerful moment, an-
chored aurally.



152 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

Kinesthetically. Kinesthetic learners are those who learn best by
touching or doing. They are “hands-on” learners. One of the prin-
ciples that Brad teaches with determination in The Seven Strategies of
Master Negotiators course is, “You can’t change someone’s mind if
you don’t know where their mind is.” He used four methods to make
sure that the participants remember this phrase. The first is repeti-
tion. He says it at least seven times. The second is to anchor it kines-
thetically in a handshake with one’s partner. The third is to start the
phrase and ask the class to finish it. The fourth is by using the phrase
as one of the answers in a quiz at the beginning of the second day.

Brad: I anchor a key point kinesthetically by asking the partici-
pants to find a partner. I then demonstrate the Master Ne-
gotiators mantra, “You can’t change someone’s mind if you
don’t know where their mind is” with a volunteer from the
audience. We repeat the mantra while we are shaking hands
as if we had just been introduced. Please note that the rhythm
of the handshake is matched to the rhythm at which the
words are being spoken—which is modeled at a slow tempo.
The purpose of this exercise is to anchor the words through
hearing, but also kinesthetically in the feel of the handshake.
The principle is further reinforced because handshaking is
symbolic of agreement. By the time this exercise is repeated
three or four times with the audience members, the phrase,
“You can’t change someone’s mind if you don’t know where
his or her mind is” is anchored both aurally and kinestheti-
cally, which helps to transfer it to one’s long-term memory.

One way to think about what we are tying to accomplish when we
say that we want to anchor it kinesthetically is to think about a song,
jingle, or advertisement that starts to drive you crazy because it keeps
playing itself over and over again in your mind. What we want to
accomplish here is the same thing, only we want to do it on purpose.
Therefore, the participants are instructed that every time they shake
someone’s hand, the phrase, “You can’t change someone’s mind if
you don’t know where their mind is” is to be repeated silently to them-
selves. In other words, we are using the psychological principle of
pairing, that is, taking something that naturally occurs at a high rate,
and pairing it with something that would naturally occur at a low rate,
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thereby increasing the frequency of the activity that naturally occurs
at a low rate, and hence the likelihood that it will be remembered.

Another technique to anchor it kinesthetically is through the use
of one-minute neck massages.

Brad: I use this technique to help people remember one of William
Ury’s five-part model for breakthrough negotiations. Once
again, the participants are asked to select partners. I make
sure that no one is left out, so if there is an extra participant,
that participant can work with the seminar leader. Each par-
ticipant is instructed to give his or her partner a 30-second
neck massage. They are to massage their partner’s neck while
saying: “Going to the balcony means keeping your eye on
the prize, not getting emotionally hooked, and looking at
the situation as an incredibly wise third-party.” The mas-
seuse is to massage gently all the while saying the above
phrase at a slow rate. The instructor repeats the phrase two
times, and the masseuse is instructed to say the words out
loud along with the instructor. The masseuse and person
being massaged then switch roles and the process is repeated.

The exercise will only work if the instructor and the partici-
pants feel comfortable using it. You need to point out at the
beginning of the exercise that if anyone is not comfortable
doing the exercise, they can simply repeat the phrase to them-
selves. In addition, this is also a good exercise to bring about
a change of pace when people have been sitting for a long
period of time. It took me a while to get up enough nerve to
use it and the feedback that I have received from the par-
ticipants has been overwhelmingly positive.°

prrrerereene
EXERCISE Think of the best examples where you saw a Master Pre-

5.5 senter anchor his or her point visually, aurally, and
§§> kinesthetically.

Think of two or three places where you can anchor a learn-
ing point visually, aurally, or kinesthetically in one of
your upcoming presentations.
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8. The Power of Metaphors

A metaphor is a figure of speech in which a word or phrase denot-
ing one kind of object or idea is used in place of another to suggest a
likeness between them. For example, Toastmaster Hans Lillejord says,
“Some words are diamonds; some words are stones,” which is a meta-
phor. Conversely, you could say, “Some words are valuable; some are
worthless”—but the diamonds and stones metaphor evokes a much
stronger imagery. For visual and auditory learners, vivid images are
more likely to connect and to stick.

A captivating metaphor that catches the participants’ imagina-
tions is often one of Master Presenters’ most powerful tools. For ex-
ample, in successful change management, an appropriate metaphor
can help the organization better understand what is necessary to move
not only from one organizational structure to another but also from
one organizational culture to another.

The amalgamation of five fiercely proud and independent hospi-
tals into a combined Health Sciences Centre illustrates the difficul-
ties involved in this type of transition. During this time Brad developed
a course on managing change and uncertainty and then trained all of
the trainers in staff training and development on how to facilitate the
course. One of his favorite techniques is to divide the participants
into subgroups of five or six, and then ask them to draw pictures to
identify metaphors that represent the current state of the organiza-
tion and a picture of what the ideal state of the organization would
look like.

Although at the outset the groups tend to be resistive, once they
start on the task and get into it, the energy and creativity in the room
becomes readily apparent. For example, one group of participants at
the new Health Sciences Centre used the metaphor of Rubik’s Cube
to represent the complexity of amalgamating five hospitals, four dis-
tinct cultures, and 14 unions.

The idea of using Rubik’s Cube as a metaphor for the transition
was perfect. The amalgamation was so complex that trying to solve
one problem often created another problem somewhere else, just as
in trying to solve the Rubik’s Cube—that is, getting all of one color
on one side of the cube—most often created a patchwork of color on
another side of the cube. However, the power of this metaphor is
that the Rubik’s Cube does have a solution—a very difficult and
time-consuming solution, but a solution nonetheless. In this case, the
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metaphor helped the participants easily grasp and remember three
important lessons: the difficulty of the task of solving all of the prob-
lems; the hard work, effort and time necessary to solve the problems;
and the understanding that the cube (and the amalgamation of the
five hospitals) is ultimately solvable.

Another group had a very different but equally powerful meta-
phor. This group chose the metaphor “follow the yellow brick road”
from The Wizard of Oz. As in the metaphor of the Rubik’s Cube, the
journey was long and difficult, but the final destination could be
reached safely in the end. The major focus in this group’s metaphor,
however, was on the qualities that the participants and the organiza-
tion as a whole would have to possess in order to successfully com-
plete their journey. These qualities were the qualities that the Lion,
the Tin Man, and the Scarecrow were valiantly searching for: cour-
age, wisdom, and caring or compassion.

When we looked at these two drawings together and the meta-
phors they contained, we had a very powerful way to conceptualize
the challenges facing the new hospital. The Rubik’s Cube perfectly
exemplified the complexity of the merger and the need to patiently
work on solutions. The metaphor from The Wizard of Oz perfectly
represented the human qualities necessary for a successful transition.
Metaphors provide an excellent tool to speak about some of the un-
spoken conversations that can hold the organization back and help
transform the difficult coversation into skillful dialogue that can help
move the organization forward. It is also true that the participants
will remember particularly meaningful metaphors long after they have
forgotten your name or the title of your presentation.

9. The Power of Three-Act Plays

Brad was asked to do a workshop on managing change and uncer-
tainty for a local high school. By interviewing a representative sample
of the staff before the workshop, he was able to determine their main
concerns: new education legislation that was before the legislature;
the number of school boards in the province was being decreased
from 26 to five through consolidation; the new legislation would mean
the teachers would have less control over their day-to-day activities;
workloads were increasing while preparation time was decreasing; and
their administration was offered early retirement, which could result
in an entirely new and unknown administration for the school.



156 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

Brad: My experience in reading about and conducting workshops
on managing change and uncertainty has taught me a great
deal about this subject. One of the most important lessons
that I have learned is that during times of change and uncer-
tainty most of us feel adrift. We tend to feel less anchored
to the past because the old ways are no longer working. We
feel less anchored to the present because by their very na-
ture, change and uncertainty tell us that the present will no
longer be viable, either. We also tend to feel less anchored
to the future during times of change and uncertainty be-
cause, by its very nature, the future is less clear. In other
words, we are less anchored, period.

The purpose of this workshop was to help the teachers ex-
amine their present situation in relation to their past, present,
and future anchors. We examined our past transitions and
looked at the skills, strategies, and supports that anchored
us through those changes. We examined our present situa-
tion and looked at the skills, strategies, and supports that
exist in our current world that will help us work through our
current transitions more effectively. Lastly, we looked at a
number of techniques that could help to anchor the future.
When the future is sufficiently clear, it acts as a magnet
drawing us toward it.

In using this technique, the participants are invited, either
individually or in groups, to write a short three-act play. It is
helpful to think about three components for each act: a de-
scription of the setting in which the act will take place, a
storyline for the act, and music for the act. Let me give a
description of how this was done by one of my client groups.

The first play was in the form of an allegory. I observed this
group preparing their play. An English teacher in the group
had written a number of plays and under his guidance, this
group wrote their play in vivid detail, where Act One pre-
sented the story of a young teacher who had just arrived at
the school after completing his degree and teacher’s train-
ing. He was idealistic, enthusiastic, and full of passion for
his chosen career.
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In Act Two, we find the young teacher totally disillusioned
with the teaching profession in general and this school in
particular.

In Act Three, the young teacher is taken under the wing of a
wise, older teacher, and he becomes realistically grounded
in expectations of what he can and cannot accomplish.

10. The Power of Music

In this same workshop, another group of creative teachers used mu-
sic to anchor their points in a way that the audience will never forget.

Brad: The second play was in the form of a musical review. The
group carefully chose the songs for each of the three acts
and sang the words to each song, loudly and clearly. The
song for Act One was “Bridge Over Troubled Water.” Given
the fears about what could happen to their school under the
new education legislation, this choice was very appropriate.
The song for the Act Two, where things get worse was “Help”
by the Beatles. And the song for Act Three, where things
get better, was the ballad, “We’ll Rise Again” by the Rankin
Family, with the words about seeing “the future in the faces
of our children” being exceptionally appropriate.

The singing of “We’ll Rise Again” was a moving experience
for all of us. It captured in music the teachers’ and
administration’s vision of what they liked best about their
school and how they wanted to anchor that vision in the
future. When I tell this story in seminars and keynotes and
accompany the story with this inspiring piece of music, of-
ten there is not a dry eye in the room.

Each of these plays and songs expressed important elements about
the way the staff saw the school, about their fears, and most impor-
tantly, about their vision of the future and what they wanted for their
school.

Another technique is to ask the participants to write lyrics to a
song. The participants must use course material in their song. Com-
posing and singing a song will help move the material from the partici-
pants’ short-term memory to their long-term memory. Reviewing,



158 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

choosing, and prioritizing the course material means that the course
participants will be more likely to remember the material. Secondly,
the material that the course participants choose to go into the song
becomes highlighted with extra meaning.

Brad: The participants in one of my Seven Strategies of Master Pre-
senters course composed the following song. The song was
based on a Newfoundland ballad.

Chorus

It’s the bye that writes the speech and it’s thy bye that gives her.
It’s the bye that avoids the TRAPS by knowing all my listeners.
Tell them what’s in it for me. Remember HUD and A.B.C.
Open with a dandy hook and don’t forget to close her.

Use good evidence, simulations, and stories that surprise ya.
And don’t forget to start it off with an advanced organizer.

Chorus
Practice, practice, practice it’s not too big a chore, and when you
think you’ve done enough, it’s time to do some more.

After the participants compose and sing the course theme song,
they teach their song to the other course participants, thereby in-
creasing the involvement of all and increasing the memorability of
the course material and increasing the fun and entertaining value of
the presentation all at the same time. In summary, plays and songs
are a unique way to add memorability, fun, and creativity to your
presentations.

11. The Power of Games

Learning is directly proportional to the amount of fun you have.
—Robert Pike’

Twenty-five percent of the impact of your presentation comes
from a powerful beginning. Another 25 percent comes from a power-
ful ending. Thus, it pays to have terrific endings. One way to do this is
with games.

There are three things that a great ending should include: a review
or summary of what was learned, a call for action, and a mnemonic
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device (memory aid) to help the participants capture the essence of
what was learned.

Games can help you do all three. They can review and summarize
your material, add fun and creativity to your presentations, and in-
crease the level of attentiveness of your audience and therefore make
your presentations more memorable.

Negotiation Jeopardy. Brad uses a game he calls “Negotiation
Jeopardy” where questions are derived from the course summary.

Brad: The contestants are divided into two or three groups de-
pending on the number of participants in the course. Up to
14, T usually divide the participants into two groups; with 15
or more, | use three groups. It is a closed-book and closed-
notes exercise. The participants quickly become involved
trying to remember all of the course materials. All of this
helps move the concepts from the participants’ short-term
memory to their long-term memory.

One very interesting thing about this review is that the par-
ticipants usually don’t even see it as a review. They see it as
a game, and it doesn’t take long for the contestants to be-
come very competitive with each other. This raises their level
of attentiveness, and that increased level of attentiveness
also increases the likelihood that the material will transfer
to the participants’ long-term memory.

Who Wants to Be a Millionaire? The groups that work on this
game always have an incredibly good time. They carefully prepare the
questions in ascending order of difficulty. One of their members plays
the role of emcee and carefully asks the contestant if he or she would
like to move up to the next level, realizing of course, that if he or she
misses, all of their “previous winnings” will be for naught.

The group that organizes the “Who Wants to Be a Millionaire?”
contest picks the contestant from among the remaining course mem-
bers. In my experience, they always pick one of the most extroverted
and fun-loving members of the class, and this also adds to the excite-
ment and fun of the game. As in “Negotiation Jeopardy,” the partici-
pants are having so much fun that it raises their level of attentiveness,
and this again contributes to anchoring the course materials in their
long-term memory.
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Newspaper Personals. Newspaper personals are a great way to
have fun, raise everyone’s level of attentiveness, and increase memo-
rability. All you have to do is to ask the participants to do a skit mod-
eled on the personals in newspapers. For example, the five components
most often used to describe Master Presenters are: credible, compe-
tent, dynamic, compatible, and caring. Five participants are selected
and given signs for each component. Each participant then has to
introduce him- or herself and their characteristic in the style of a
personal want ad. For example, “I am a single, caring 33-year-old male.
I demonstrate credibility by thoroughly researching both my subject
and my audience. I take full responsibility for things I don’t know and
will get back to the participant or the group as soon as I can find the
answer.” Or “I am a dynamic five-foot-eight female. I bring energy,
enthusiasm, and passion to all of my presentations. I am looking for
audiences who share similar characteristics.” In sum, this is a great
way to make your presentations more interesting. You never know
what the participants are going to come up with and this element of
surprise adds greatly to both the learning and the memorability of the
experience. Some of the skits are so hilarious that the person doing
the skit will have earned a nickname based on his or her skit that will
last for at least the remainder of the presentation.

Bumper Stickers. The purpose of this exercise is to distill the
wisdom learned in the presentation into the form of a bumper sticker.
The bumper sticker should be a catchy phrase or acronym. The bumper
sticker should also be easy to remember.

Brad: One group that I worked with was dealing with a lot of un-
certainty related to the fact that their business would be
significantly downsized. I was asked to give a presentation
on managing change and uncertainty.® As part of the pre-
sentation, I presented a psychological study that helps people
better understand the effects of uncertainty. The study
looked at the increasing levels of stress that women who
were married to men in Vietnam experienced and how their
stress increased markedly with increasing levels of uncer-
tainty. The three levels of uncertainty were women who were
married to men who were killed in action (KIA), prisoners
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of war (POW), and missing in action (MIA). The study dem-
onstrated that the women who were married to men who
were MIAs experienced the greatest uncertainty and, hence,
the greatest degree of stress. At the end of the presentation,
I divided the participants into groups and asked them to
make a bumper sticker to help summarize what they had
learned.

The group that impressed me the most was a group that
turned the letters POW into “Positive Opportunity Wait-
ing.” Other groups have turned the letters of their organi-
zation into a powerful motto: for example, “ATV” as standing
for “Attitude, Teamwork, and Vision.” After explaining the
exercise, divide the participants into groups of four. Give each
group 15 minutes to develop their bumper sticker and debrief.

Pantomime. Pantomime is a great way to make the end of your
presentation fun, creative, and memorable. It is perfect for the end of
the day when the participants are tired; you want to raise the energy
and fun level.

Brad: In my Advanced Negotiation Course, the participants work
very hard, so at the end of a long day I often divide the
participants into small groups. Each group is asked to de-
velop a pantomime to represent the most essential element of
the day’s learning. One of the most effective was where two
of the men took off and exchanged their shoes to represent
looking at the issue from their counterpart’s perspective.

Acronyms. Acronyms are somewhat similar to bumper stickers,
only in this case the participants have to take a word, such as “pre-
senter” and match each letter to an element of the presentation pro-
cess to help the participants remember the course material. One that
the Harvard Program on Negotiation uses is BATNA to help the par-
ticipants in their negotiation courses remember “Best Alternative to
a Negotiated Agreement” and I used the acronym TRAP to remem-
ber that one’s audience is composed of theorists, reflectors, activists,
and pragmatic learners.
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You can try this technique out in the space below to help you remem-
ber some of the principles from this book with the word PRESENTER.

P M- ZmwvmR o

We have just examined 11 techniques to help your audiences re-
member the material you present. These techniques included repeti-
tion and restatement; active vs. passive learning; increasing audience
attentiveness; the use of memory aids, stories, defining moments, an-
choring, metaphors, three-act plays, music, and games. Before you do
anything else, make sure that you understand and know how to imple-
ment as many of these as possible. You can then go onto the next
step, which is to make it actionable.

Make It Actionable

I hear, 1 forget; I see, I remember; I do, I understand.

—Conficins

Confucius said this in 970 B.c. and it is just as true today. This is
why Master Presenters involve their audience to the fullest extent
possible. To help you turn your audience’s good intentions into con-
crete, tangible, and actionable steps, use the five proven techniques
presented below:

1. Developing an action plan.

Setting SMART goals.

Developing a specific follow-through form.
Scheduling a follow-up class.

Using the Three-by-Three Form.

A
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Note that elements from these various techniques can be com-
bined in order to develop an actionable presentation that increases
return on investment by maximizing transfer of training.

1. Developing an Action Plan

Master Presenters encourage and inspire their participants to take
action. For example, a critical part of Brad’s leadership development
program is for the participants to carry out a project that will improve
their leadership ability, overcome obstacles, and improve their ability
to influence others. The participants design their project in the first
class meeting and report back several months later on the progress
that they made.

The nature of the projects has been very broad in scope from
getting career counseling to getting a new job; from getting neighbors
to clean up after their dogs to pressuring the city to make streets
safer; from getting into better physical shape to upgrading one’s stand-
ing as a coach and building a world-class swimming team and the fa-
cilities to go with it. One participant worked on safety at work and
was so successful that he received a raise, while another, who was
faced with laying off several long-time employees, found a way to make
the organization more profitable resulting in no layoffs. Each one of
their projects called for a demonstrated effort on the participants’
part. It was a powerful lesson in leadership. Is there another way that
they could have better learned about leadership? We think not! The
Center for Creative Leadership’ completed some seminal research
that documented that 50 percent of what we learn is learned though
experience. Peter Senge, author of The Fifth Discipline, states that the
foundation of team and organizational effectiveness is personal mas-
tery. This assignment makes the participants’ learning both memo-
rable and actionable. Part of developing an action plan is to turn that
plan into SMART goals to ensure that that plan will come to fruition.

2. Set SMART Goals

SMART goals are goals that are Specific, Measurable, Attain-
able, Realistic and have a Time deadline. Far too often, at the end of
a presentation, people set goals that are vague and are difficult to
meet.
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Brad: To counteract this tendency, I ask the participants in my
negotiation workshops to set SMART goals at the end of
the session. I then ask the participants to share their goals. I
also give people the right to pass if they have set a private
goal that they would rather not share. The sharing of goals
gives me the opportunity to make sure that each person has,
in fact, set a SMART goal. Also, hearing each other’s goals
gives some participants the opportunity to modify their goals
if someone else has done a better job of making their par-
ticular goal specific.

For example, the “S” and the “M” stand for specific and
measurable; for a goal to be both specific and measurable, it
must pass the “Yes-No” test. The “Yes-No” test states that
the goal must be so specific and measurable that we can
count whether the specific behavior that the goal intends
took place or not. For example, if a participant said, “I am
going to use active listening with my associates for the next
month,” it is not specific or measurable. If, on the other
hand, she said, “I will use intermediate summaries three times
with my associate Claire over the next three weeks,” it is
measurable and specific.

“A” stands for attainable and “R” stands for realistic. Take
long-distance running for example. If you were not currently
training, it would be foolish to try to run a marathon. There-
fore, we have to be careful that the participants do not set
goals that cannot be met. In my course on the Seven Strate-
gies of Master Negotiators, a realistic and attainable goal
would be to use the “Master Negotiator’s Preparation
Form”' three times within the next month. Setting a goal to
use the form for every negotiation during the next month
would be both unrealistic and unattainable.

Lastly, the “T” stands for setting a time deadline. This is
based on the principle that a commitment is not a commit-
ment unless there is a deadline attached to it. Having a defi-
nite end point makes it much more likely that the participant
will evaluate his or her progress. Having participants write a
letter to themselves, which will be mailed, and/or having them
work with a peer, using the buddy system, will also increase
the likelihood of reaching their goal.
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R
EXERCISE Please take one of your own goals and make it into a
5-6 SMART actionable goal.

Next, outline the steps you will take to help your partici-
/ pants/audience develop SMART goals.

3. Develop a Specific Follow-Through Form

Another way to make sure that the participants set SMART goals
is by developing a specific and detailed follow-through form.

Brad: The Master Negotiator’s Preparation Form (see Appendix
C) is the most detailed of the forms that I use to help the
participants transform their good intentions into tangible
action. This form covers every aspect of preparing for a ne-
gotiation. The form also helps remind the participants of
each of the steps that are necessary to come to the table
impeccably well prepared.

nnnnnnnnnnnn
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Develop a form (using the one in Appendix C as a guide)
that makes it easy for your participants/audience to turn
5-7 ég the material you presented into concrete and actionable

/ steps.

4. Schedule a Follow-Up Class

A follow-up class is an excellent way to review the participants’
progress and refine and develop the skills that were taught in the first
course.

EXERCISE

Brad: In my advanced negotiating course, I start by asking the
participants to form pairs and interview each other as if
they were one of the world’s best media interviewers. The
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interviewer asks questions about a negotiation the inter-
viewee was in and felt good about. The example can come
from work or outside of work. The interviewer is instructed
to be as supportive as possible and to allow for the fact that
it may take some time to think of an example. The inter-
viewer is also instructed to help identify specific skills that
were used in the negotiation. After five minutes, the inter-
viewer and the interviewee are instructed to switch roles.
We then start the class with each person briefly introducing
his or her partner, giving a very brief summary of the nego-
tiation, and listing the specific skill or skills that were used.
This exercise serves as an excellent transition into the course,
and is also a thorough review of all of the material that was
covered in the first course. I then divide the participants into
three groups. Each person in each group shares a current
negotiation issue with which he or she would like some help.
The groups are then given an hour to help each other as much
as possible using the Three-by-Three Form to evaluate three
things that are done well and three targets for improvement.

5. Use the Three-by-Three Form

You can use the Three-by-Three Form by asking the participants
to list three strengths of the person doing the exercise and to make
three suggestions for improvement. Our preference is to ask other
people in the class to summarize the feedback on the form for the
person who has just presented. This technique has a number of ad-
vantages. For example, in The Seven Strategies of Masters Presenters
course, by the time four or five people say that the presenter has a
great opening statement, the person is much more likely to listen to
and accept the feedback. Likewise, if four or five people tell the par-
ticipant who presented that he needs to slow down and add pauses to
let the other person participate more, the person presenting the case
is much more likely to believe it and take corrective action. The com-
pleted Three-by-Three Form, which now serves as an excellent sum-
mary, is then given to the person who presented. An example of how
this form was filled out for The Seven Strategies of Master Presenters
course follows.
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Fi1cUrE 5-1: SAMPLE THREE-BY-THREE FOoRrRM

Name: Joe/Jane Participant

Please list three things I do well as a presenter:

1. Great storyteller.
2. Excellent examples.
3. Creative use of pictures.

Please list three specific targets for improvement:

1. Speaks too quickly.

2. Needs to pause so the audience can hear,
understand, and digets.

3. Needs more variety in transitions.

The Three-by-Three Form can easily be modified to best suit the
purpose of any presentation. For example, when the course is on pre-
sentation skills, the word negotiator is substituted for the word pre-
senter and the feedback is on how the participant presented, or if the
course is on sales, the feedback is on the participant’s ability and
targets for improvement in sales.

Making it actionable requires using the five techniques discussed
to help your audiences remember, understand, and use the materials
you present. Help make sure your presentation’s goals are actually
implemented by developing action plans, setting SMART goals, de-
veloping follow-up forms, scheduling follow-up classes, and using a
three-by-three form. Then you are ready for the last step in this chap-
ter, which is to make it transferable.

Make It Transferable

There is a growing recognition of a “transfer problem” in organizational
training. . 1t is estimated that while American industries annnally spend up to §100
billion on training and development, not more than 10 percent of these expenditures
actually result in transfer to the job.

—Timothy Baldwin and Kevin Ford "'




168 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

One of the biggest complaints about presentations is that, although
they may be interesting and even entertaining, they have nothing to do
with the real life. In other words, little or nothing is transferable. This
means that much of the billions of dollars that is spent each year on
training in North America is wasted. A notable exception to this way of
thinking is taken into consideration at the Ford Motor Company.

Jacques Nasser, Ford’s past president and CEO, used teaching,
mentoring, and “action learning” to drive change at Ford. Action learn-
ing is learning by doing and setting goals or targets, with senior managers
acting as the teachers/facilitators/mentors. The participants have 100 days
to turn the goals of their projects into concrete results. Nassar states:

Ford’s change program is based on teaching, but it eschews
the traditional classroom setting. Teaching at Ford is achieved
through a multi-faceted initiative, including small group discus-
sions of strategy and competition, stints of community service,
and 360-degree feedback. At the initiative’s center is a hands-on,
three-day workshop that culminates in an assignment designed to
let “students” demonstrate that they understand Ford’s new mind-
set: [whereby| they must deliver a significant new cost saving or
revenue source to Ford’s bottom line.'?

One of the key elements of transferability is making the partici-
pants accountable for utilizing the course materials. In the above ex-
ample, the employees at Ford were given assignments that would help
the whole company “work better, smarter, and faster.”

Methods to Increase Transfer of Training

There are 10 proven methods that you can use to increase trans-
fer of training:

1. The buddy system.

Role-playing.

The Virtual VCR.

Telephone and/or e-mail follow-up.

E-dialogues.

Continuous-learning or mastermind groups.

Writing a letter to your boss, manager, or supervisor.

NS R LD

Learning contracts with the learner’s boss, manager, or
supervisor.
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9. Making the learning part of an employee development
plan or succession plan.

10. Making training part of the organizational culture.

The buddy system is an excellent way to help ensure transfer of
training. Just as we floss our teeth more frequently just before going
to the dentist, using a buddy helps to ensure that the learner is compli-
ant in putting his or her learning into practice. Participants can be paired
up in groups of two. The buddies draw up a contract, exchange written
goals, contact information, agree to meet at least once a week, and
develop a schedule as to who will initiate contact on alternating weeks.

Part of the buddy system contract should focus on how you will
support each other when you implement a new skill, how you will help
each other overcome obstacles to implementing the new skills, and
how you will help each other maintain the desired change. As Mark
Twain said, “Anyone can quit smoking. I’ve done it a thousand times.”
Making the change is the easy part; maintaining the change is an alto-
gether different problem. Knowing that the participants will be re-
sponsible for teaching and coaching each other makes them more
accountable to each other and to themselves. A good working rela-
tionship with your buddy can make all the difference between carry-
ing out your good intentions and not carrying them out.

Pegple often learn the most when they teach others.”

—Broad and Newstrom

Role-playing can also help in the transferability of skills, just as
role-playing can help you make your presentation more dynamic. The
advantage of role-playing is that the participants can actually see if
they have mastered the materials or not. In many cases, they find that
although their intellectual understanding of the concepts are fine, it is
another matter altogether to put them into practice. Role-playing,
role reversal, alternative endings, and the Virtual VCR were explored
in detail in Strategy 4.

Brad: I always emphasize that role-playing is one of the best ways
to learn. However, I also emphasize that this is a purely
voluntary activity and that many people learn better by vi-
cariously watching—this is especially true of the reflectors
in the group.
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Telephone and e-mail follow-up work in the same way as the buddy
system does in holding each other accountable, but it takes place over
the telephone or through e-mail. Typically, the participants are en-
couraged to set up debriefing/coaching sessions once a week for a
minimum of three weeks. Participants can also stay in touch through
a combination of e-mail, telephone, or follow-up meetings.

E-dialogues allow participants to set up and participate in their
own private and/or public chat room where each participant can pose
a problem, dilemma, or challenge, while previous course participants
and/or the course instructor offer their advice. Don’t underestimate
the power of this technique.

Brad: I had a client who was a very successful programmer. He
was thinking that he wanted to change careers and become a
pilot. Given that he was in his mid-40s, he wondered if he
would ever recoup his investment if he made the change. He
received an incredible response to his question when he
posted it on a chat room for pilots. Some of the responses
were three pages long, single-spaced. We were impressed by
both the quality and the quantity of the responses he received.

Continuous learning or mastermind groups are groups of like-
minded individuals who collectively help each other develop their skills
and strategies through peer mentoring. They also hold each other
responsible for developing specific goals in specific time frames. To
be effective, the group should meet at least once a month. For ex-
ample, the members in our continuous learning group all decided to
attend a conference on Authentic Leadership together. After the con-
ference, one of our group members agreed to type up all of his notes
and share them with everyone else in the group. Another participant
agreed to look up the references that were given on the course and
make those materials available to the rest of us. A third member agreed
to schedule monthly conference calls so we could hold each other
accountable for the goals that we made.

Have participants write a letter to their boss, manager, or super-
visor stating what they learned in the course and how they will apply
it. The advantage of this technique is that it makes the action plan
from the course a legitimate document. It also actively brings a
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participant’s boss, manager, or supervisor into the loop, which in-
creases accountability.

A learning contract with one’s boss, manager, or supervisor is
much the same as writing a letter. It may be more substantial and be
in place over a longer period of time. Lastly, the learning contract, by
its very nature, tends to hold all of the parties who are signatories to
the contract to a higher level of accountability.

Make the learning part of a plan. Brad had the pleasure of work-
ing on an employees’ succession plan at a large cooperative. A num-
ber of upper-management positions would be opening up due to
retirement three years later. Thirty-two middle managers applied for
each of the eight senior management positions. If the process were
perceived to be anything less than thorough or fair, it would damage
both the organization and employee morale. The assessment involved
three parts. The first part was a very thorough 360-degree feedback in
which candidates are assessed by their manager, boss, or superior.
They are also assessed by their subordinates and peers and the candi-
dates also assessed their own ability on nine key factors and 39 sub-
scales. Second, the candidates also took a number of psychological
tests. Third, the candidates attended an assessment center where they
were assessed on their ability to present ideas, think on their feet,
organize a speech, and negotiate. A written evaluation based on a
SWOT analysis (Strengths, Weakness, Opportunities, and Threats)
for their current division within their organization was also completed.
All of this data was synthesized and each candidate received a rating
from 1 to 100 as to their suitability for advancement, their strengths,
and targets for improvement. Each candidate was thoroughly debriefed
and given specific recommendations for improvement. A detailed ac-
tion plan was developed comprising of relevant readings, courses, and
mentoring assignments within the organization. The candidates were
deeply motivated and perceived the process to be thorough, fair, and
relevant. Did the process increase transfer of training? Absolutely!

Make the training part of the organizational culture. To be truly
effective, it is a not enough to give presentations. The training has to
become part of the organizational culture. To do this, it is not enough
to just give all of the employees training; they have to hear stories of
how the training can help make a better company and better employ-
ees. Also, if one of the employees forgets how to use the skills and
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strategies, other employees can coach that person on how to use the
appropriate skills, strategies, and techniques. In other words, in trans-
formational training, the role of the presenter is to help transform the
participants from trainees into trainers.

Brad: I taught The Seven Strategies of Master Negotiators course at
a two-day staff-training event for an employee assistance
organization. At the time, [ was in private practice as a trainer
half-time, and worked for this particular company half-time
as their regional manager for the Maritimes. About a year
and a half later, I was discussing a sensitive employee issue
with the president and CEO of the company. As we were
discussing strategy, he asked me what my BATNA was. And
although I frequently taught this concept, in this particular
case, I had forgotten. This was terrific evidence that there
had been excellent transfer of training. The story of how the
“pupil” in this case taught the “teacher” served to reinforce
the value of using this particular strategy in that corporate
culture.

You know that you have been successful in presenting your mate-
rial when you see it used. Encouraging your participants to teach the
material to others, review the material with their managers and su-
pervisors, using the buddy system, and developing action plans are
essential if transfer of training is to take place. Perhaps the best
indication that it has done so is when it becomes part of the
organization’s culture.

To summarize, no matter how good or well-presented the mate-
rial, it will lose most of its value if we do not make it memorable,
actionable, and transferable. Master Presenters put as much work
into this part of presenting as they do into the development, deliv-
ery, and organization of their material. To become more like a Master
Presenter, we suggest that you reread and apply the strategies and skills
that are presented in this chapter until you are using them effectively
in each and every presentation. If your message is worth saying, make
it worth remembering. You and your audience will benefit.



STRATEGY

Manage Yourself,
Difficult Participants,
and Difficult Situations

There are two kinds of speakers: those that are nervous and those that are liars.
—Mark Twain

Managing Yourself

This chapter deals with how to manage yourself, difficult partici-
pants and difficult situations. It is also about how Master Presenters
get into the zone of peak performance,' and once they are in it, how
they stay there. In explaining the peak performance curve, the au-
thors state:

As job pressure increases, performance increases up to a cet-
tain point and then declines thereafter. The rustout lacks enough
pressure in his job to bring forth his best performance. The burn-
out has too much pressure, has passed the peak, and has slipped
down the performance curve. [Master Presenters have learned to
perform)]...at the top part of the curve—not too much pressure,
not too little.
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Job performance
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Figure 6-1: Peak Performance Curve

The zone of peak performance is where we do our best work. It is
analogous to running a marathon. Some people just don’t have the
motivation or the energy to train enough. They may start the race, but
they are too rusted out to finish. At the opposite extreme is the burn-
out. Burnouts have overtrained and overtaxed their bodies, so that
when it is time to start the race, they are sidelined. A better place to
be is the zone of peak performance.

The first method to get into the zone of peak performance is to
focus on ways to make sure you are working effectively with yourself.
Among the topics covered in this section are:

¢ Make appropriate attributions.
¢ Monitor/change your self-talk.
¢ Perfect perfectionism.
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¢ Increase your sense of control.
¢ Six methods to control anxiety.
¢ Change nervous energy into focused presentation power.

For example, it is important for you to ensure you are making
attributions related to effort and/or the need to develop skills rather
than ability. For example, if John is having difficulty organizing his
topic and he tells himself that he just doesn’t have the ability to present,
then he has told himself that there is really nothing that he can do
about his problem. The probable consequence of this type of attribu-
tion is that he will feel badly about himself because of his perceived
deficit. On the other hand, if he tells himself that his presentation
difficulty can be overcome by more effort, more time, more practice,
or by developing better delivery skills or finding a good presentations
coach, then there is something that he can do about his problem. The
trick is not to be helpless and reactive. We have a choice: be helpless
and reactive or be empowered and proactive. Our choice lies in learn-
ing how to monitor and change our self-attributions.

Make Appropriate Attributions

Attribution theory deals with how we react to difficulty or ob-
stacles. In this section we are specifically interested in the attribu-
tions you make or the things you say to yourself about yourself when
you encounter a difficulty or an obstacle. There are two main catego-
ries of attributions: those dealing with effort and those dealing with
ability. Each of these attributions will result in markedly different
types of behaviors as illustrated in Figure 6-2.

Attribution Consequence

“Insufficient Greater effort

Difficulty /V offort” — > continued persistence
or Obstacle « : :
insufficient ) More distress
\»

el .
ability’ more avoidance

Figure 6-2
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Master Presenters continually instruct themselves to take control
and become active no matter what obstacle they are facing. In the
following example, there were unforeseen circumstances that were
impossible to ignore.

David: It was February 1, 2003 and I was to be the opening speaker
at a conference set to begin 9 a.m. in Arlington, Texas. At
about 8:40, I overheard someone who had just arrived dis-
cussing the space shuttle Columbia. News of its tragic ex-
plosion and disintegration directly overhead was unfolding
and spreading by word of mouth. Yet, by 9 a.m., as the pro-
gram began, the majority of the 200 people in the room had
not heard anything about it. The conference chairperson
opened with this: “I just heard from my husband that we are
being instructed to stay inside because potentially hazard-
ous debris is falling all around us.” “What?” someone
shouted. She replied, “Debris from the space shuttle!” “What
are you talking about?” “The space shuttle—it just exploded
above us!” At this point, the situation was chaotic. No one
was sure what had happened yet, and everyone felt devas-
tated. And I was up next.

I knew the audience was not likely to hear my presentation
and I thought about discarding it. I then thought it better to
ask the audience what they preferred. So I opened with an
acknowledgement of what we knew. I explained that what I
had to say that day was not as important as what was hap-
pening. I asked for a moment of silence in recognition of the
astronauts who had just lost their lives. And then I asked if
they wanted me to proceed. Unanimously, they said yes, pro-
ceed as planned. The program went on by audience request,
though more subdued than normal. Afterward, I received
many wonderful comments from participants thanking me
for the manner in which I handled a difficult situation.

In this case, David made the right decision by listening to his self-
talk. One way to help you take a better look at the attributions you
make and how they subsequently affect your behavior is to examine
your self-talk.
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Monitoring/Changing Your Self-Talk

Your self-talk, also known as self-statements, inner speech, or
internal dialogue, plays an important part in determining your behav-
ior. As a child, one’s self-talk is completely external. For example, a
little boy learning to talk would say to himself, “Johnny, put ball in
box.” As the child grows older this self-talk becomes more rapid, frag-
mented, and subconscious. Unless close attention is paid, most adults
do not fully realize what they are saying to themselves or the way in
which their self-talk influences their behavior.

Self-talk can be negative or positive. The three types of negative
self-talk are:

1. Talk-irrelevant. This includes talking to yourself about
anything other than the target behavior or task at hand.
For example, “I should have gone into another career
where I wouldn’t have to make presentations.”

2. Self-depreciating. This includes any statements where you
put yourself down, such as, “I never could present,” or,
“I don’t even like to talk in small groups, how can I present
to a formal audience?”

3. Task-depreciating. This includes statements where you
denigrate the importance of the task, such as, “There are
no opportunities for advancement in this organization
anyway, so what’s the use of knocking myself out over a
presentation?”

Examples of negative self-statements that participants in our
Seven Strategies of Master Presenters courses have made to themselves
include:

¢ Because I haven't started working on my presentation
now, it’s already too late.

¢ What’s the use of “another” look at this topic?

¢  No matter how hard I try, I just can’t come up with a
creative title.

¢ [ find organizing this presentation very difficult and
frustrating.

¢ Whatever I put together will not be good enough.

¢ [ am frustrated with not being as articulate, creative, or
polished as other presenters I know.
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¢ [ take too much time formulating ideas and sentences.
¢ I'm just not smart enough.

There are also three types of positive self-talk, they include:

1. Task-relevant. This type of positive self-talk occurs when
you coach yourself to stay focused, for example, “I have
one hour to work. What do I want to accomplish?”

2. Self-appreciating talk sounds like: “I worked well this
morning,” or, “This paragraph is well organized.”
3. Task-appreciating talk sounds like: “Being able to make

excellent presentations gives me more choice in the kind
of work I do.”

Examples of positive self-statements that participants in our Seven
Strategies of Master Presenters course have made include:

* My job prospects will be improved as my ability to give
presentations improves.

¢  With consistent planning and good work habits I can
write and complete my presentation by the scheduled
date.

* My colleagues or friends will be very helpful and they will
give me excellent feedback on what works and what
needs to be improved.

¢ Starting to work on a presentation is always difficult, but
it works out in the end, so worrying is not productive.

* My presentations have improved, my thinking is more
sophisticated, and the ideas are good; the language just
needs some polishing.

The best way to find out what kind of self-statements you make is
to use a sampling procedure to help you analyze your self-talk. Writ-
ing down your positive and negative self-statements as you work or
think about working on your presentation can help you do this. But
instead of keeping track of your self-talk all of the time you are work-
ing on your presentation, which would be very distracting, select sev-
eral time periods during which you will collect this data. For example,
you may want to monitor your self-talk when you start working on
your presentation, when you stop working on your presentation, or
when you think about working on your presentation and decide not to.
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Exercise 6-1 has been designed to help you record this data and should
be recorded for a period of one week.

SRR ERARY
EXERCISE

'/

Using the template that follows as a guide, keep a record
of your presentation-related self-talk for one week. In the
left-hand column, record all task-irrelevant, self-depreci-
ating, and task-depreciating self-talk. In the right-hand
column, keep a list of your task-relevant, self-appreciat-
ing, and task-appreciating self-talk. You may wish to de-
velop a code for frequently occurring self-talk, for example,
HP for “T hate presenting,” NGP for “I've never been any

good at presenting,” or BTIT for “That’s better than I thought,” NGEx for
“The point is excellent, now all I need is a great example.”

SELF-TALK RECORDING SHEET

Negative Talk: task-irrelevant, Positive Talk: task-relevant,
self-depreciating, and self-appreciating, and
task-depreciating task-appreciating

Research on self-fulfilling prophecies. Some remarkable research
on the effect of changing negative self-talk to positive self-talk is worth
noting. In a series of studies on creativity, students were divided into
two groups: those who had previously been identified as “creative”
and those who had previously been identified as “uncreative.” These
students were then given various creativity tests and were asked to
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solve the problems while thinking out loud. The results showed that
the uncreative students emitted significantly more task-irrelevant state-
ments, and significantly more self-depreciating and task-depreciating
statements while the creative students emitted significantly more task-
relevant, self-appreciating, and task-appreciating statements.

When the uncreative students were trained to change their nega-
tive self-talk to positive self-talk, the results indicated that these stu-
dents made significant increases in originality, flexibility, and divergent
thinking. In addition, there were positive changes in these students’
self-concepts.?

Because developing a presentation is a creative activity, changing
your self-talk from negative to positive will improve the originality and
creativity of your presentation as well as improve your self-concept as a
presenter. To test this, make a concerted effort to change your nega-
tive self-talk.

After recording your self-talk for one week (in Exercise 6-1),
use some of the techniques that follow when you encounter negative
self-talk.

1. Use the Stop Technique. For example, say Stop silently
to yourself when you first notice that you are becoming
distracted, then refocus on the task at hand.

2. Use a current negative world event to keep things in per-
spective. For example, when you think, I’ll never get this
presentation finished by the deadline, say to yourself, Com-
pared to the war in or current famine in

how important is this? Then take three deep

breaths and continue working.

3. Use thought reversal. For example, I hate presenting. Well,
1 didn’t like tomatoes, spinach, oysters, or either
at first, but I like them now. Or change, I don’t want to
work this evening, to, I will reward myself with a walk in
the park, hot bath, or when I put in this evening’s
allotted time.

Try this for a week and do Exercise 6-2. When you have finished,
compare your self-talk recording sheet from Exercise 6-1 with the
one from Exercise 6-2, when you actively intervened to change your
self-talk.
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IR LR
EXERCISE Keep a record of your presentation-related self-talk for week
6-2 two. You should actively intervene when you realize you
are engaging in negative self-talk. In the left-hand column
record task-irrelevant, self-depreciating, and task-depreci-
/ ating self-talk. In the right-hand column, keep a list of your
task-relevant, self-appreciating, and task-appreciating self-
talk. Remember, you can develop a code for frequently oc-
curring self-talk. You may wish to develop a code for
frequently occurring self-talk, for example, HP for “I hate presenting,”
NGP for “I've never been any good at presenting,” or BTIT for “That’s
better than I thought,” NGEx for “The point is excellent, now all I need is
a great example.”

SELF-TALK RECORDING SHEET

Negative Talk: task-irrelevant, Positive Talk: task-relevant,
self-depreciating, and self-appreciating, and
task-depreciating task-appreciating

Perfect Perfectionism

Many presenters suffer from perfectionistic tendencies. These
tendencies usually increase during times of high anxiety, and you will
need to identify the point at which your need for perfection becomes
dysfunctional. One way to do this is with a cost/benefit analysis.

For example, you can ask yourself what is the cost of developing
a 99-percent perfect presentation compared to the cost of developing a
95-percent perfect presentation. The cost of that extra perfectionism
may not be worth it. For example, one of our clients, Linda, found that
she was so focused on developing a perfect presentation that she wasn’t
getting anything done. Once she realized the cost of her perfectionism
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and allowed herself to develop a less-than-perfect first draft of her
presentation, she began to be productive. Not only did she get the work
done, but it was at a less personal cost to herself. In addition, the quality of
her work was as good as, if not better than, before.

Besides dealing with your own expectations, many presenters of-
ten project their perfectionistic tendencies onto their potential audi-
ences and allow these expectations to inhibit their work. One of the
things that helped Brad with this problem was to say to himself that it
is his audiences’ job to assess the quality of his work and it wasn’t up
to him to do their work for them.

David: When I started as a speaker, I thought my goal was to be
perfect. What a mistake that was. First, I learned that per-
fection is not possible. Next, I learned that it is not even
desirable. I also learned that an occasional fumble or stumble
can actually help you connect with an audience. It shows
you are human and thus, more approachable. The audience
reads that as “The speaker is real, fallible, and just like me.”
It is important to note, however, that I said “an occasional
fumble.” A few are acceptable; too many are intolerable. A
colleague, E. J. Burgay, said, “Perfection is not possible.
Mere excellence will be good enough.”

Similarly, I learned that if we hold on to a project until it is
“perfect,” it will never be done. I admit, I fought this ten-
dency all the time. I continually fussed over a project until it
was “perfect.” The problem was, I could always find a way
to make the project better, so my work was never done.
Finally, Stephen Kerndt, a colleague, told me of the best
advice he received. He said, “Done is better than perfect,
every time.” When I finally accepted that wisdom, I was
able to take a project to completion, comforted by the
knowledge that I could always go back and make it better.
But if I waited until it was perfect, I would be waiting for-
ever. In sum, Master Presenters don’t waste time and effort
striving for perfection, but they do strive for excellence.

Locus of Control

Psychologist Julian Rotter did research on locus of control. Ac-
cording to Rotter, people are located along a normally distributed
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continuum (see Figure 6-3), where one end point is characterized by
people who are external and the other is characterized by people who
are internal. People who are at the external end of the continuum
believe that what happens to them is a result of fate, chance, luck, or
external circumstances. In other words, they tend to view themselves
as being acted upon rather than as actors. People who are at the inter-
nal end of the continuum believe that what happens to them is a result
of their own behavior. Master Presenters take an internal stance re-
garding themselves in the development of their presentations.

External Internal

Figure 6-3: External/Internal Locus of Control

Five factors related to your locus of control in regard to develop-
ing, rehearsing, and delivering your presentations are:

1. Your level of commitment to finishing your
presentation.

2. How you handle the roadblocks and obstacles that get
in your way.

3. The amount of persistence you bring to the task.

4. The ability to forgive yourself and start over again
when you make a mistake.

5. How you control excess anxiety.

1. Commitment. It has been said that the two hardest things in
developing a presentation are starting it and finishing it. Starting and
finishing a presentation takes a high degree of commitment. One tech-
nique that is helpful is to ask yourself how committed you are to fin-
ishing your presentation. There are three levels of commitment:



184 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

intellectual, irregular, and true commitment. At the intellectual level
of commitment, you say you are committed, but your behavior doesn’t
match. In other words, you are not doing anything tangible and little,
if any, progress is being made. At the level of irregular commitment,
you work on the presentation one day, but not the next. Progress is
painfully slow and when you do get back into it, you waste a lot of
time trying to figure out what you are doing or where you are heading.

If you are operating at the level of true commitment, you follow
Stephen Covey’s advice by “putting first things first.” You know that
you are at the level of true commitment by looking at your behavior.
You have set up a work schedule and you are sticking to it. You are
taking advantage of working at prime times (the time of the day
when you are most alert and work and concentrate the best). You
have also made sure that you will not be interrupted unless there is an
emergency.

One way to increase your commitment is to plan a reward for
when you have achieved a milestone in completing your presentation
or even a section therein. The reward could be anything from a dinner
out, going to see a much-anticipated movie, a walk in the park, or a
game of golf.

2. Handling roadblocks. There will be times when you are work-
ing well, there will be times when you are working adequately, and
there will be times when you are not working well at all. This is to be
expected. It is important to note how you handle the times when things
are not going well. Let’s look at how two presenters handle the same
situation. Tom was working extremely well and was very pleased with
himself. The following week he had to do some unexpected traveling,
which threw off his whole work schedule. Tom became very discour-
aged, stopped working completely, abdicated control, and ended up
depressed. Sue was in a similar situation, but had scheduled some
extra time into her plan, just to accommodate unexpected delays.
Therefore, the extra travel time did not completely upset her work
schedule. Her strategy was to ask herself if there was anything she
could learn from this situation, in order to prevent or minimize this
type of interference in the future. In other words, she reestablished
control by being solution-oriented rather than problem-oriented. Sue
knew that there would be some days when she would work better than
others and she did not criticize herself for the things that went wrong.
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You have enough to do in developing your presentation without wast-
ing time and energy by being your own worst enemy.

3. Persistence. To run a marathon requires a great deal of training
and a lot of persistence. In fact, completing a marathon has as much
to do with persistence as it does with ability. A presentation is like a
marathon. Developing a presentation becomes a question of putting
the time in whether you feel like it or not, and it is up to you to struc-
ture your life in order to get the job done. You can do this by using
techniques such as having a set time and place to work, setting man-
ageable time-limited goals, monitoring the use of your time, or elimi-
nating or postponing other activities. These techniques will help you
to program your presentation into your daily schedule. Eventually the
natural rewards of completing the presentation will make working on
it easier and easier and as you build up momentum, the issue of per-
sistence will largely take care of itself.

4. Forgiving yourself. Even with the best of intentions, we all make
mistakes. One of the factors that separates Master Presenters from
their less masterful counterparts is the ability to limit the damage
from the mistake and to learn from it so that it doesn’t happen again.

If you don’t fail now and then, it means yon aren't reaching far enough,
and yon aren’t growing.
—/Jobn Panl Getty

Master Presenter Richard Bolles says everyone is entitled to an
off day:

An unknown genius once said, “To forgive oneself is to give
up all hope of ever having a better past.” In other words, you
look back only briefly, to see what you can learn from that mis-
take, and then you resolutely turn your face toward the future.
Those who cannot forgive themselves are those who keep dwell-
ing on their past mistake or mistakes, in their mind and in their
meditative moments, as though this could create a better past. I
never do this. I expect to fail sometimes so, when I do, I simply
say, “Ah well, that’s part of being human.” Part of being human is
also learning to improve.
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I once gave a talk where the listener evaluation of “excellent
or good” was only 66 percent. The next time I gave a talk (to that
same group, as it turned out) I got an evaluation of “excellent or
good” from 97 percent of the listeners. That never would have
happened had I obsessed over what went wrong the year before.
Thatis the secret for all of us. We are human. We will fail sometimes.
But every moment you or I spend dwelling on that failure only saps
us of the energy we need to deliver better talks in the future. We
only have so much energy in us; what energy we have should
always be employed in the service of the future, not of the past.

It is interesting to note how forgiving our audiences and our soci-
ety can be, if the person admits the mistake. For example, every day
we hear of someone who makes a mistake, whether personally or pro-
fessionally, and as soon as they admit the mistake people rush to sup-
port them. In fact, there are many times when the person who admitted
it fares better in the public eye than someone who didn’t err in the
first place. Conversely, when you err and try to deny it, it can be
much more harmful than a frank admission of the facts would have
been. Richard Nixon and Bill Clinton can attest to this. Similarly,
audiences forgive a presenter’s blunders if the presenter acknowl-
edges or addresses them; audiences will not be as tolerant if the pre-
senter ignores or denies blunders.

One of our colleagues, Pat Lazaruk, told us that one of the best
things someone said to her at a train-the-trainer program was: “You
are going to make mistakes and do things you wish you hadn’t when
you are presenting. This is referred to as ‘laying an egg.” Turn around
admire your egg, hatch it for the wisdom it contains, and then move

b

on.

In other words, acknowledge your mistakes, apologize if appro-
priate, and proceed smarter. This is a natural part of the learning
process.

5. Controlling excess anxiety. Almost all speakers, including Mas-
ter Presenters, have or have had anxiety before and during a particu-
lar presentation. In fact, a certain amount of stress, tension, and anxiety
are necessary in order to be a peak performer as the peak perfor-
mance curve demonstrated in Figure 6-1. The trick is to control the
excess anxiety, not let it control you. In the section below, we will
examine six methods Master Presenters use to control excess anxiety.
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Differentiating Between Normal and Excess Anxiety

Just differentiating between normal and excess anxiety will help
you. Some anxiety, stress, and tension are necessary. Your job is not
to eliminate anxiety; that would be counterproductive. Your job is to
control your excess anxiety. For example, normal anxiety is when you
are totally prepared for your presentation. You may still be nervous
about presenting, but you are confident that as soon as you get going,
you will settle down. Excess anxiety is when you worry that you will
forget some important points or that you will get them in the wrong
order or that you don’t know the transitions from one part of the
presentation to the next. You start the presentation with a great deal
of fear and foreboding and it never gets any better. Techniques to
control excess anxiety follow.

Make a checklist. Almost nothing makes presenters more anx-
ious than arriving to give the presentation only to find that some key
material or a critical piece of equipment is missing. One of the rea-
sons that flying is one of the safest ways to travel is that the pilot and
co-pilot must go through extensive checklists before taking off. Mas-
ter Presenters not only have a checklist, they have a Plan B for those
times when something happens that is beyond their control, such as
the computer or projector dying in the middle of a presentation, a
general power outage, or other such calamities. In other words, if you
plan for the unexpected, then you won’t be thrown off if it occurs.
And make no mistake, at some time, some type of disaster will occur.

David: I recommend three checklists: one for packing before you
leave home, another for setting up onsite, and a third for
packing up at the end of the presentation. Copies of my
checklists are shown in Appendix D. Whenever I discover—
always too late—that I left something behind, it’s the result
of not using one of these checklists.

Physical activity. Exercise is the natural antidote to stress. There-
fore, getting into good shape and staying in good shape is a natural
stress reducer. Go for a run or a brisk walk before your presentation.
If it is raining or too cold, go up and down the stairs, jog in place, or
do a few push-ups. Presentations author David Peoples suggests you
can release tension by pulling at the rungs of the chair you are sitting
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in or pushing up under the table at which you are seated to alternately
increase and release the tension. Please note that this needs to be
done as unobtrusively as possible. And don’t overdo it; you don’t want
to look as if you are in the middle of a workout.

Deep breathing. Rapid, shallow breathing increases stress, but
slow, measured, deep breathing is nature’s tranquilizer. Try it the
next time you feel nervous prior to taking the platform. Take 10 deep
breaths over the course of one minute—three seconds to breathe in
and three seconds to breathe out. By concentrating on the rhythm
and timing of the breaths you take, your focus will become sharper—
partly because you will not be dwelling on all the typically negative
“what if’s,” and partly because you will increase the oxygen level in
your blood. Just make sure you don’t overdo it and hyperventilate.

Use lip gloss or lip balm. Often when you become nervous your
mouth dries out, especially your lips. We then mentally make the at-
tribution that our dry mouth proves how anxious we are and this rein-
forces our thought that we are nervous. It’s a vicious circle. There are
two ways to intervene: We can change our attributions and we can
treat the symptoms of anxiety such as dry mouth. A simple applica-
tion of lip gloss, lip balm, or Vaseline will keep your lips moist and
increase your comfort level.

Talk with participants before presenting. Talking with participants
before the presentation starts can be a great way to relax. The reason
is that after you've shared a few pleasantries or shared a few laughs,
the ice is broken. When you take the stage, you are no longer speak-
ing to a group of strangers. As a bonus, you may get some valuable
clues on how to better align your presentation with that particular
audience’s needs and expectations. As an added bonus, by focusing
on the participants, you will be less likely to focus on yourself and
your own nervousness.

Know your opening and closing cold. Know your opening and
closing so well that you could present them in your sleep. Almost all
presenters we interviewed reported that once they get through the
opening and it goes well, there is a big sense of relief. On the other
hand, when the opening doesn’t go well, there is a marked increase in
distress.
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David: I have a standard four- to five-minute humorous opening
specifically designed to read the audience. It’s some of my
sure-fire material that I have high confidence in. I know
that when I get my usual response, I'm going to have a good
presentation. On the other hand, when the response is sub-
dued, I know I will have a tougher go of it. When my best
material doesn’t work, I know I will have to make adjust-
ments to my presentation and/or brace for a less-than-satis-
fying presentation. If I constantly changed my opening, 1
wouldn’t know if the problem was with the material, with
the audience, or with me.

Similarly, knowing your closing as well as your opening will give
you added confidence at a critical point in which many presentations
are made memorable or forgettable. Remember the laws of primacy
and recency—we remember best that which we hear first and last.
Therefore, your conclusion should be as perfect as possible. If you
close as strongly as you open, you will be well on your way to becom-
ing a Master Presenter.

Make eye contact with friendly participants. In any audience there
will be friendly faces—find them, they will give you reassurance when
you need it most. Start by making eye contact with a friendly face in
one part of the room, and then do the same thing with someone else in
another part of the room. Search out the participants who are nod-
ding in agreement as you speak. There may be a sparkle in their eyes
or an encouraging smile. Come back to these people when you start
to feel uncomfortable or ill at ease. Soon you will be feeling more
comfortable with most, if not all, of the participants.

Increasing Your Sense of Control

To help you increase your sense of control in developing and de-
livering your presentation, ask yourself the following questions: “To
gain more control over the development and delivery of my presenta-
tion, how should I behave differently?” or, “How can I structure my
personal environment/situation/life so I have more control?” If pos-
sible, check your conclusions with an objective colleague and then
design a plan to act on your recommendations. You may want to pay
particular attention to how you could increase and demonstrate a
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higher level of commitment to finishing your presentation, how you
deal with and overcome roadblocks, the level of persistence you apply
to your work, the types of attributions you make when you encounter
an obstacle or make a mistake, and how you could better control
excess anxiety. Answer these questions as specifically and in as much
detail as you can in Exercise 6-3.

H
Please write down the steps you could take to increase
your control over developing and completing your presen-

6-3 tation in a reasonable amount of time.

/

In summary, you always have more control and more options than
you think. Sometimes it just takes a little help to see that you do. Even
though it may be difficult to admit to yourself that you need help, it is
a statement of strength rather than of weakness. You owe it to your-
self to explore all of your options. Getting good help is one option
that should not be overlooked.

EXERCISE

Dealing with Difficult Participants

The worst kind of children are grown-nps.
—Loesje International Poster, Holland

Now that you are managing yourself more effectively by monitor-
ing and changing negative attributions and negative self-talk into posi-
tive attributions and positive self-talk, and you have increased your
internal locus of control, strengthened your commitment, and over-
come perfectionism and other internal roadblocks, it is time to face
the issue of difficult participants. Difficult participants can knock us
out of the zone of peak performance and they are likely to appear
when we least expect them.

There are two types of difficult participants: situationally difficult
and chronically difficult. Master Presenters do not get discouraged
by these individuals, rather, they learn from them. All of us can be
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situationally difficult. For whatever reason, some days are just more
difficult than others. Chronically difficult people are difficult most if
not all of the time. These are the kind of people who can’t have a good
day until they’ve ruined someone else’s. Master Presenters have learned
the Law of Non-Resistance. The Law of Non-Resistance states,
“Everyone who comes across our paths, comes across our path for a
reason, to teach us something about our own skills and talents.”

When it comes to dealing with difficult participants we have three
choices: We can become a victim, a survivor, or a thriver. In this
section we will learn to thrive—or at least survive—difficult partici-
pants by learning the power of a correct diagnosis, the power of the
change first principle, the power of appropriately increasing one’s
muscle level, and the power of asking the audience how they would
like to deal with the situation.

For example, one of our training associates, Pat Lazaruk, says,
“You can change your reaction to people’s reactions to the material
by asking ‘What do the participants need?’ In other words, being more
focused on being a vehicle to their learning/development than worry-
ing about yourself. As a presenter you need to get over yourself!”

This is easier said than done, yet all Master Presenters have done
it. Cavett Robert, the founder of the National Speakers Association,
said all good speakers go through three phases of development. The
first phase, where every speaker starts, is concern about oneself. In this
phase, the speaker is consumed by such thoughts as, “How do I look
and how do I sound?” Presenters who never get past this “I-focused”
phase let their personal insecurities and anxieties keep them from
connecting with their audience.

Presenters who learn through practice and perseverance to get
over themselves then move to the second developmental phase: con-
cern about your message. That is, the now-confident presenter is most
concerned about the value of the information being presented. When
this phase is mastered, Robert says, you move into the third and final
phase of maturity: concern about your audience. This is where good
presenters become great and Master Presenters are made.

The Necessity of an Accurate Diagnosis

At least half of any medical cure is a correct diagnosis. As a pre-
senter, you have to determine if you are dealing with a difficult person.
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We all have bad days or troubling issues that can make us difficult
in certain situations. Other people are consistently and persistently
cantankerous and for no particular reason. Therefore, we have to
learn how not to take it personally. It may be that the man in the
second row is not paying attention because he has just had an argu-
ment with his wife.

Brad: I remember doing a presentation where one of the partici-
pants seemed totally disinterested. In fact, she refused to
even make eye contact with me. I fretted about trying to
reach her during the whole presentation and I am sure that
the presentation was less effective because of it. I also must
admit that I felt very relieved once it was over. After every-
one left, I commented to the presentation organizer that I
was sure I would get at least one poor evaluation. The orga-
nizer immediately knew who I was speaking about even
though I didn’t mention her name. The organizer then said,
“Oh, I talked to her on the way out and she loved your pre-
sentation. In fact, she said it was one of the best she had
ever attended.” I was dumbfounded—my diagnosis could
not have been further from the truth.

David: I have had similar experiences in which I misread the listener’s
response. I was presenting a full-day program to a roomful
of lively and responsive people. That is, everyone was lively
and responsive except one. Three rows back and on the cen-
ter aisle was a woman who was clearly not having a good
time. She didn’t take notes, she didn’t answer questions posed
to the group, she didn’t participate in any activity, and when
the audience laughed, she frowned. For the first hour or so,
I obsessed over this. I was confident that I could “bring her
around.” Yet, every attempt to draw her into the fun and
excitement failed. After about 90 minutes, I gave up and
wrote her off. At the end of the day as I packed up my mate-
rials, she walked toward me. I thought “Uh-oh. I'm about to
find out just what she didn’t like.” Imagine my surprise when
she said, “I just want you to know that I learned more in this
program than from any I've ever attended.” Wow, did I ever
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misread her. What I took as disinterest was instead inten-
sity. She was so focused on learning that she wouldn’t allow
herself to be distracted by all the other “lively and fun” ac-
tivities. What I learned from this is that some people’s out-
ward appearance belies their true feelings.

As these examples illustrate, sometimes the difficult person turns
out to be ourselves. We know the topic and the materials so well that
we don’t set up the presentation properly. In any presentation it is
helpful to highlight that the tone/opening you use goes a long way to
clarifying expectations and setting the tone with the participants. Clear
agendas and guidelines for how the presentation will be structured
are important to most people. On the other hand, there are difficult
people in the world and their difficulty comes in varying degrees.

The Change-First Principle states that if you want to change the
behavior of another person or your relationship with that person, you
first have to change your own behavior. In a similar vein, the litera-
ture on Brief Solution-Focused Therapy states: “If it is working, do
more of the same; if it isn’t working, do something different.”

Doing the unexpected, the Change-First Principle, and “if it isn’t
working do something different,” all have a common element. That
element is changing a behavior pattern. When the old pattern no longer
works, try a new pattern that does. In order to do this more frequently,
we have to be aware of when we are at a “choice point”—those criti-
cal points in a situation when, if we choose to do something different,
the situation will move forward toward a resolution. On the other
hand, if we choose to do more of the same behavior, we will continue
the old pattern, reach an impasse, or escalate into a conflict.

As presenters, we are constantly negotiating, as the following ex-
ample illustrates.

Brad: My workshops are highly interactive, and the participants
spend a lot of time doing simulations and role-playing in the
workshop. Just before the beginning of one workshop, one
of the participants, Bob, came up to me and said, “I don’t
believe in role-playing. It is a complete waste of time. I have
been to lots of workshops. I have never learned anything
from role-playing and I refuse to do it in this workshop.”
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This worried me because my workshop is highly experien-
tial and I have three to four negotiation role-play simula-
tions planned over the next two days.

I replied, “There are some things that are difficult to learn
any other way.”

Bob replied, “That’s just a motherhood statement.”

Obviously I wasn’t getting anywhere with this approach, so
I changed strategies. My response to this statement was, “I
am willing to be wrong.”

To my surprise, Bob replied, “I am willing to be wrong, too.”

Bob went on to participate in all role-playing in the course
and even volunteered to participate in the most difficult role-
play in front of the whole class. Hence, changing my behav-
ior changed Bob’s behavior.

In summary, we would all do well to follow the advice of Master
Presenter Janet Lapp: “If you seek out difficult people, you will find
them, or you will create them. Do your homework, align with your
audience’s needs, expectations, and aspirations, go to where they are
without forcing yourself in.”

When negotiating, the muscle level is the amount of power or
force you bring to the table. There are two common mistakes when it
comes to using power: too much too soon, and too little too late. Let’s
see how we can apply the concept of muscle level to dealing with
difficult participants and how to apply different levels of muscle de-
pending on the level of difficulty we are dealing with.

As stated previously, at least half of any medical cure is a correct
diagnosis. Similarly, dealing with difficult participants requires a cor-
rect diagnosis of the problem and of the amount of power or force
necessary to rectify it.

We will now look at how to match the amount of power or force
we bring to the situation at various muscle levels.

Consider a situation in which a particular participant seems to
have it in for you and the topic of your presentation.

Muscle Level One: Get more information. See the person in pri-
vate during a break and engage him or her in light conversation. Try
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to find out as much as you can because some of this information may
shed light on that person’s behavior.

Brad: At one of my presentations, one of the participants seemed
not to be paying any attention whatsoever. This surprised
me because I have given this presentation numerous times
before and had always been successful. Secondly, all of the
other participants in the room seemed to be fully engaged.
Half way through our conversation at the break, Rob told
me that he had just been informed that he was losing his job
through downsizing, that he had always had excellent per-
formance appraisals, and that he had gladly moved his fam-
ily several times to meet his employers’ needs. He went on
to apologize for finding it hard to concentrate because he
felt so betrayed and poorly treated.

I told him that I understood, that he was welcome to stay or
leave, and that I had some excellent materials on resume
writing that I would be glad to send him. Rob decided to
stay in the training because he felt that the skills would help
him in future positions. After our discussion, Rob concen-
trated extremely well considering the circumstances.

Muscle Level Two: The person continues to be disruptive both to
your teaching and to other members of the audience. At this point,
you can ask the other participants for their input. Describe the prob-
lem as a process problem, not as a person problem. In other words,
don’t ask the group to help you label Bill’s behavior as disruptive,
boorish, immature, and destructive (even though you may really want
to do so). Instead, ask a process question. Ask the participants if they
would rather proceed in the direction and manner you have proposed
or if they would like to move in the direction, and/or manner that the
participant proposed, or if there is a third alternative. Being open to
suggestions, and being assertive enough to bring the issue forward
will increase your credibility. Most of the time the participants will
make it clear that they want to follow your direction and this will
effectively silence your critic/distracter. In a very few cases, the par-
ticipants will suggest an alternative that will work more effectively for
all concerned parties, and in even fewer cases they will agree with the
direction that your critic has proposed. Your job now is to act on the
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wishes of the participants. Don’t be afraid to ask for their help in
formulating the new agenda. After the agenda has been agreed to,
don’t be afraid to ask for a break so you can regroup and plan the next
segment of the presentation.

Muscle Level Three: At this level, the difficult person starts dis-
agreeing with everything you say and tries to take over the presenta-
tion by monopolizing all of the air time, and so on. You have met with
the person individually and tried to negotiate a settlement to no avail.
What this person is counting on is that you will not say anything pub-
licly in front of the group, even though he or she is disruptive in front
of the group.

Now is the time to call the difficult person’s bluff by taking ac-
tionable steps. For example, you can ask the group for their input in
how to proceed. There are three possible outcomes: the group will
side with you and ask the disruptive party to stop; the group will side
with the difficult person and you will get some very valuable feedback
about your presentation style, the group dynamics, or both; or the
group will suggest a solution that will allow both you and the difficult
person to agree by changing or improving the presentation and each
of you will also be able to save face.

Please note: Just as in medicine, the higher the level of the medi-
cal intervention, the greater the likelihood of side effects. The same is
true when using increased muscle level as a presenter. The good news
is, the more you present and the better you know your material, the
less likely it is that a participant will try to give you a hard time. If they
persist, you can then, in good conscience, move up to Muscle Level
Four.

Muscle Level Four: At this point, the situation is intolerable. You
have tried everything you can to make it work and clearly it is not.
You are clearly in your right to ask the other party to leave. If he or
she refuses, you still have a number of choices. You can say that ei-
ther he or she will have to leave or you will. Please note that this will
rarely happen, if ever. In fact, it has never happened to Brad or to
David. However, it is important to have a strategy in place just in case
it becomes necessary.

Each of these strategies is risky, but so is continuing under intol-
erable circumstances. Another alternative is to call a break, then call
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a colleague and ask for his or her help in processing the situation and
your alternatives.

Master Presenter David Foot had this to say about dealing with
difficult participants:

I have found that the best way to deal with difficult audience
members is to let the audience deal with them. For example, 1
teach at several senior executive management programs. Some-
times the participants aren’t used to listening, but there are subtle
ways that if they violate the group norms or the group’s wishes,
the group can deal with it most effectively—the worst thing you
can do is to become arrogant. For example, if they start pontifi-
cating about general management, I say something such as, “I'm
not in general management. What I am interested in is the effects
of demographics on retail or policy or...(fill in the blank).” If they
continue, I suggest that they can cover whatever they are interested
during a different session. In other words, I try to put very clear
boundaries on what my session is about and what it is not about
and suggest that we concentrate on what today is all about. Then
I relax the boundaries in the question and answer period.

One strategy David finds effective when faced with a persistently
difficult participant is to say: “You have a good point and one that
probably deserves further discussion, but our schedule won’t allow
me to address it fully at this time. However, if you wish to stay after
the program ends, I'll be glad to continue our discussion.” This sends
a signal to the participant and the rest of your audience that you are
moving on and it implies that line of discussion is now closed. David
also finds it interesting that often the person whom he invites to stay
for further discussion either offers some great insights that deepen
his understanding of the subject at hand, or the person is the first to
leave at the end of the program because that person was only inter-
ested in seeking attention.

Dealing With Difficult Situations

Occasionally, a presenter can become too complacent. He or she
has mastered the art of self-management and knows the material so
well that no difficult participants would dare to “mess with him.” At
this point, it may be tempting for this presenter to say that he or she
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has seen it all. However, all of the Master Presenters that we inter-
viewed warned about complacency. It seems that, just as soon as they
have said to themselves that they have seen it all, difficult situations
and unforeseen circumstances arise to humble even the most sea-
soned presenter. In the final section of this chapter, we will look at
how Master Presenters have learned to deal with difficult and unfore-
seen circumstances.

The first scenario deals with a noisy hotel renovation that was
taking place just below the seminar room. To make matters worse,
the hotel staff was trying to pretend that the noise of jackhammers
emanating from the room below wasn’t really interfering with the pre-
sentation. In this case, our presenter had to use the concept of Muscle
Level with the hotel staff as the following example demonstrates.

Paul was presenting to a group of contractors about the new Safety
Act that had recently come into effect. He had the audience’s atten-
tion right from the start by telling them that 90 percent of accidents
are preventable and predictable and how by judiciously applying the
safety standards, there had been 25 percent decrease in industrial ac-
cidents in the past five years. He was about to continue when the
sounds of construction began intruding into the room from the floor
below.

The first thing that Paul did was to validate his perception that the
participants found the noise distracting and they confirmed they did.
Paul then called the hotel operator to report the problem from the
phone inside the room. He was told that someone from maintenance
would be sent up immediately. Five minutes went by and the sounds
were getting louder and louder. Paul called again and was again told
that someone would be there immediately. Five more minutes went
by, and it was very difficult to keep anyone’s attention. Paul was told
that the construction workers would do their best to keep the sounds
to a minimum but the construction had to be completed for a large
convention that was coming to the hotel the following week. The sounds
were becoming more and more intrusive.

Next, Paul called the hotel manager and asked him to address the
audience of his presentation because they were all having difficulty
doing the work that the session was designed to accomplish. The ho-
tel manager addressed Paul’s group. They told the manager that it
was impossible to concentrate in the room. Paul pointed out the cost
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in terms of the hourly salaries of the attendees that were being lost as
well as to the hotel’s reputation as a meeting/convention site.

The construction was halted. The session was a success and the
participants not only appreciated the content of the session, but also
Paul’s assertiveness. Through Paul’s use of Muscle Level, he made
sure that his attendees were treated as well as possible.

In addition to having to deal with circumstances you can control,
Master Presenters have to learn how to minimize distractions that
they cannot control.

Minimizing a Distraction You Cannot Control

One of the most amazing presenters that Brad has had the plea-
sure of hearing was Yvonne Dolan.* There were about 50 people at-
tending her presentation and for some reason, the audio system started
making strange high-pitched noises. The technical people went to work,
but the noises persisted. Yvonne was completely nonplussed as she
asked the attendees to think of the sound as baby whales calling to
their mothers. Although the sound persisted, the intrusiveness of the
sound did not. Eventually the technicians located the source of the
problem and corrected it. In all his years of giving and attending pre-
sentations, Brad has never seen anyone deal with an uncontrollable
distraction so brilliantly.

A colleague, Jim Comer, suggests: “Acknowledge the obvious.
Whether it’s a distraction or a disaster, don’t pretend it did not hap-
pen. Acknowledge it, address it, and if possible, use it. If you ignore
it, people will think you are oblivious to your surroundings. And if
they think you are oblivious to your surroundings, they may infer that
you are oblivious to your audience, and maybe even to your subject
matter, as well.”

Master Presenter Terry Paulson recommends that we have a few
“saver” lines that we can use when things go wrong. In relation to too
much noise or the microphone not working:’

How many of you in the back of the room read lips?
Whatever that noise is, it’s getting closer!
You know, I'm actually starting to like that squeal.

Another favorite example is from an interview with Master Pre-
senter Janet Lapp. She was speaking at a conference in San Diego.
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The venue was a large tent, which had a huge echo, and there was abso-
lutely nothing the technicians could do about it. Janet’s response to the
echo was to say to the audience, “It’s actually a better deal because you
can hear me twice.” Janet added, “It’s important that we give our
audiences permission to relax, knowing that we are handling it.”

It is also important to remember not to get angry, no matter how
frustrating the situation or circumstance may be. Amateurs lose their
tempers; professionals do not.

David: I had a circumstance in which just about every piece of equip-
ment [ was using failed. The LCD projector wouldn’t project.
The sound system cut out intermittently. The lighting couldn’t
be adjusted. The easy thing to have done was to blame some-
one, or make disparaging remarks about the facility. But I
knew that would be a bad reflection on me. Instead, I laughed
off each problem as a “new learning opportunity.” The au-
dience understood my frustration, but they appreciated my
poise. Whether the problems that arise are your fault or not
does not matter. What does matter is the grace with which
you handle them.

Roz Usheroff, who teaches etiquette, says the sign of a real host is
that he or she makes his or her guests feel comfortable. Master Pre-
senters make their audiences feel comfortable—even under the most
trying circumstances.

Hidden Agendas

Hidden agendas can be some of the most difficult situations with
which any presenter has to deal. However, if you handle them cor-
rectly, you have a great opportunity to enhance your credibility as the
following two examples illustrate.

David: One of the communication courses I teach is Business Writ-
ing Basics. Though some people will admit they are not good
writers, almost everyone comes in with an attitude of “I al-
ready know this stuff.” Aware of that prevalent attitude, I
acknowledge the obvious: “I know that you are effective writ-
ers or you wouldn’t be here today. It’s the people who sent
you who really should be here, right?” This gets a modest



Manage Yourself, Difficult Participants... [ 201

laugh and lets them feel superior. Then I say, “But even
effective writers can be better if we eliminate a few blunders
that even careful writers make. So let’s take a quiz to see
just how careful you are.” Then I give them a quiz on the
common writing and grammatical issues that confuse most
people. It’s a fair and relevant quiz, but a hard one. We
grade the quiz as a group and then I say, “If you scored 100
percent, you don’t need this class—go home, you’re finished
for the day. So who gets to leave?” No one ever raises their
hand. Then I ask, “How many of you made an A?” Rarely
does anyone score this high. “How many Bs?” Perhaps 25
percent fall in this category. “How many Cs?” The majority
scores in this range. And then I ask, “And how many of you
don’t want me to ask the next question?” Nervous laughter
follows. Then I say, “So we’ve found a few of you who need
a little refresher on some of the basics, right? And that’s
what we’re here for today—to remind you of what you al-
ready know and to help you be just a little bit better.” The
purpose of this activity and exchange is to emphasize two
key points: 1) to acknowledge that attendees know a lot al-
ready, and 2) to assure them that I can supply them with at
least a few tips to make them even better. It effectively dif-
fuses the “I know all this stuff” attitude that can be so coun-
terproductive if left unchallenged.

Brad: It was mid-August, and the organization I was working for
at the time had secured a contract to do a workshop on
Participatory Management to a group of mid-level manag-
ers for the federal government. When I began the presenta-
tion, I couldn’t help but notice that the audience was
incredibly hostile. I had a room of 20 apparently very angry
participants staring at me in defiance. When I asked them
for their expectations, the answers were non-existent, hos-
tile, or sarcastic. I immediately stopped the presentation and
asked what was going on. Boy, did I get an earful.

Paradoxically, although it was a workshop on Participatory
Management, the participants had been told by their man-
ager that they would, in no uncertain terms, attend the
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workshop in mid-August. The fact that many of the partici-
pants in the room had already asked for and were granted
this time for their summer vacations—including one family’s
trip to Disney World that they had saved for more than five
years—seemed to make no difference to this group’s man-
ager. The irony of forcing people to take a workshop on
Participatory Management would have amused me, if I had
not been tasked with teaching the workshop.

I then asked the group to look at the options we had regard-
ing the workshop. Although many of them would have liked
to cancel the workshop, this was not a viable option. After I
allowed them to vent and they could see that I was not part
of the problem, they agreed to learn as much as they could
and deal with their manager in another way. To this day, I
am still very appreciative of the maturity of the participants
who were in that workshop.

Always Expect the Unexpected

Sometimes even if you work at being as well prepared and as well
informed about the audience as possible, things will happen or be
announced at the last minute that will put a pall over the group to
whom you are presenting and there is nothing you can do but go with
the flow and salvage as much as you can from the presentation.

Brad: At one point, I did a lot of staff training at a local university.
The staff had never had training in the past and was very
appreciative of the training, which made them a pleasure to
teach. Imagine my surprise when I entered the room to teach
a course on Improving Personal Productivity and was met
by a sullen group with hostile stares.

It seems that it had been announced the day before that the
vice president of operations for the university had just hired
a consulting firm to do a time and efficiency study on the
university’s staff. Both the staff and their union felt that the
process was very intrusive, would lead to staff reductions,
and would produce poorer levels of service at the univer-
sity. The fact that the time and efficiency studies would only
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be conducted on staff, and not on the university’s adminis-
tration, was particularly galling to the staff. The fact that I
was being introduced to give a presentation on improving
productivity by this same vice president of operations also
added to my less-than-welcoming reception.

Master Presenter Bill Carr, a humorist, talked about being asked
to give a humor presentation to a particular group. Just a few minutes
before Bill was to present, the company’s CEO announced that one
of the company’s most cherished and youngest employees had just
been killed in a tragic car accident. The CEO then asked for a mo-
ment of silence before Bill was supposed to start his “humorous” pre-
sentation. Another example is that of an accountant who had to give a
presentation to the company’s employees telling them that the
company’s chief financial officer had just been found to have em-
bezzled most of the employees’ pension funds. As Bill Carr says,
“Sometimes it doesn’t matter how prepared you are, you can’t re-
cover and you just have to ride it out.”

Unforeseen Circumstances

Barbara was giving the most important presentation of her life.
Not only were her boss and boss’s boss there, the entire board of direc-
tors of her company was in attendance. Barbara had never prepared a
presentation so carefully in her life. She conducted numerous dry runs,
and then the big day finally arrived. What Barbara hadn’t planned on
was that her laptop would die just before she began her presentation.

Unfortunately, she didn’t have the presentation on a disk, if she
had, she could have just borrowed someone else’s computer. Because
she had never had a single problem with her laptop, she hadn’t thought
to make transparencies. What she did do, however, was to make de-
tailed handouts. Like a true pro, she started her presentation with
some humor that she had a slightly used laptop for sale and then be-
gan her presentation as if nothing out of the ordinary happened. Be-
cause Barbara was so composed, her audience didn’t notice that they
didn’t have the planned version of the slides to look at. You can also
be sure that now Barbara never travels without a back-up disk or CD.

There are other unforeseen circumstances that are impossible to
ignore.
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Brad: I was teaching for Michelin in South Carolina, on Septem-
ber 11, 2001. We started at 8 a.m. We took our first break at
9:45 a.m. I was in the process of organizing some of my ma-
terials when one of the participants came up to me and said
that there had been a terrible accident—a passenger plane
had crashed into one of the World Trade Towers.

We decided to continue the class until the second break at
11 a.m. At that time we heard that another plane had hit the
second World Trade Tower—that it was probably a terror-
ist attack—that several other planes had been hijacked—
and that the potential loss of life in New York was
horrendous. There was a surreal sense in the room. Could
what we were hearing really be true? There were no televi-
sion sets in our training complex; however, the participants
were getting both similar and sometimes quite different in-
formation from their cell phones. As a group, we decided to
work until noon and take an hour off for lunch to fully as-
sess the situation and see if this unbelievable chain of events
could possibly be true.

When the participants came back at 1 p.m., we knew that
the unbelievable stories were true. We determined that no
one in the room had relatives in New York so we decided to
proceed for another hour, which would give me time to as-
sign a short homework assignment and end the course for
the day at 2 p.m.

It was a difficult choice. If I continued the course, it would
be disrespectful of the thousands of people who lost their
lives, and [ wasn’t sure if any of us could pay attention to the
course material. If I had cancelled the course outright, it
would seem like the terrorists had achieved their goal of
disruption even more. So I decided what could be left out
and still give the participants the best course possible under
these terrible circumstances, and asked the participants if
they could work for an additional hour. They agreed that
this was the best option under the circumstances.

I started the next day with a minute of silence for all of
those who lost their lives in the terrorist attack. It felt like
we were under the weight of a heavy burden. However, the
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participants worked hard and we made the best of a very
difficult situation. On the third day of training, it was an-
nounced that Michelin would donate $1 million to the Ameri-
can Red Cross disaster relief fund, supply unlimited technical
support to keep all rescue and recovery vehicles running,
and donate a quarter of a million new tires to aid in the
rescue and recovery efforts. At this, everyone in the room
felt proud to be associated with Michelin. There was some-
thing that their company was doing that was concrete and
tangible. It also helped us focus on the work at hand.

I was surprised that the course evaluations were as good as
they had always been. There was, however, one particular
piece of feedback that I will always cherish: “A special note
of ‘Thanks’ and a big ‘well done’ too for recognizing the
impact of the bombings on Tuesday’s class and for having
the professionalism and skills to not only salvage the course,
but to make it worthwhile.”

Master Presenters have the seasoned judgment to know when to
recognize that there are circumstances that are affecting the participant’s
ability to learn. They have also learned how to deal with these types of
situations as sensitively and tactfully as possible. They also know when
to ask for feedback from the group that will aid in making the best
decision possible about if and how to proceed.

At this point, you have developed a dynamic presentation, have
done your homework so you know your audience, developed superior
organization, and made your presentation memorable, actionable, and
transferable. You have also practiced so much that you know your
presentation cold. You have also mastered how to deal with yourself,
difficult participants, and difficult situations. You are now miles ahead
of most presenters. However, there is still one critical difference be-
tween you and the Master Presenters we have interviewed in this book.
The Master Presenters we interviewed don’t stop here. They con-
stantly engage in the process of total quality improvement, and that is
the subject of our next strategy.



STRATEGY

Total Quality
Improvement

The future belongs to those who prepare for it.
—Railph Waldo Emerson

It takes time to get [it] right. I don’t want it to look anything but accomplished and
if I can't make it look that way, then I'm not ready yet.

—Fred Astaire

The world’s best manufacturers have developed an excellent repu-
tation based on Total Quality Improvement. Master Presenters have
also developed their presentations and their reputations by using To-
tal Quality Improvement. In this chapter you will learn how to take
your presentations to the next level by maximizing the benefits from
practice sessions and salient feedback. You will also learn how to
develop the deep structure of your presentation and how to develop
command (stage) presence—all of which are designed to lead the way
to becoming a Master Presenter.



Total Quality Improvement [ 207

The Benefits of Practice Sessions

Practice! Practice by videotaping, andiotaping or role-playing with friends and
colleagnes. Be so comfortable with what you are going to say that you don’t have to
think about it. This frees your thoughts to be totally in tune with your [andience).

—DBill Bachrach, anthor and Certified Speaking Professional

Most presenters overprepare on content and underprepare on
delivery. To counteract this natural tendency, we will explore five
principles for effective rehearsals:

1. Test early, test often.

Simulate the setting and audience as closely as possible.
Conduct dry runs.

Test on mixed audiences.

Look at the presentation from a fresh perspective.

kLN

1. Test Early, Test Often

Too often, presenters find that they have perfected a part of their
presentation that shouldn’t be in the presentation at all. Often, this
comes as a result of overrehearsing component parts, without consid-
ering the presentation as a whole. A better strategy is to listen to the
presentation from start to finish, even if it is in rough form. In fact,
you may even want to tape record an early version. The purpose of
the taping is to get an overview of the presentation to determine what
should be in it as well as what should not. By listening to an early
version, you can begin to hear the central theme and the questions
that the presentation should be answering. Because even the first draft
of a presentation is enough to make people anxious, Harvard
University’s Joan Bolker! uses the idea of “the zero draft” to help
people with writer’s block. In her book, How to Write Your Disserta-
tion in 15 Minutes a Day, Bolker, like many other writers, says there is
no such thing as a good writer; there are only good rewriters. Like-
wise, James Michener said, “I have never thought of myself as a good
writer. Anyone who wants reassurance of that should read one of my
first drafts. But I am one of the world’s best rewriters.” In fact, most
experts agree that the better the document, the more likely it has
been revised numerous times. It is the same with presentations. The
better the presentation, the more times it has been practiced, and that
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means practicing early and often. However, the hardest practice ses-
sion for many of us to get around to doing is the first practice session,
and this is an all-too-common mistake. One of the best ways to get
around this is to do “the zero practice session.”

We developed the idea of “the zero practice session” from Joan
Bolker’s recommendation to take the anxiety out of writing the first
draft of a written document. Joan calls this “the zero draft.” The
purpose of the zero draft is to get words on paper or a layout of your
presentation. The intended audience for the zero draft is you. So get
something—anything—down on paper. Give yourself something to
edit. You are purposely working out and clarifying your own thinking
about a particular topic. Once you have a better idea of what you
want to say, you can then decide if the material suits your intended
audience. In other words, you have to figure out the answers to your
own questions first. Then, and only then, do you work at figuring out
the answers to questions your audience will likely have. Many times
your questions and the audience’s questions will be the same. Some-
times not. However, we often can’t answer an audience’s questions
until we answer our own questions first.

We have found that the concept of the zero practice session has
taken a lot of the anxiety out of the preparation process. It has also
helped us by giving permission to write and develop presentations in a
manner that is more in tune with how presentations are naturally de-
veloped, and we have confidence it will do the same for you.

Another way to ensure that you practice early and benefit from
early feedback is to enlist selected friends and colleagues to listen to
and give you feedback on your zero practice session. In this case, you
should tell your audience that this is as much of a brainstorming ses-
sion as it is a feedback session. You need to tell your audience that
you want their ideas as to what should and what should not be in-
cluded in the presentation as well as any other ideas they have, re-
garding both content and delivery. For example, the participants in
our Seven Strategies of Master Presenters courses are amazed at how
much more quickly they improve and how much better a job they can
do when they develop and practice their presentations in small groups.
Why is this true? They can test early and they can test often. This
immediate feedback gives the presenter an idea much earlier as to
whether an idea will work or not. When we ask our participants to
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give us an idea in percentages as to how much more effective this is,
the normal estimate is 50 to 90 percent. Based on their experience in
class, the participants are sold on using the “test early and test often”
technique in the future.

Testing early and often is a proven strategy, yet you may think it
difficult to find a live audience to practice in front of. Not so. Master
Presenters know that there are numerous places when you can prac-
tice. For example, you can recruit a group of friends or family mem-
bers, or even practice in front of the family pet or a tape-recorder.
There are also organizations where you can find a willing and eager
audience such as Toastmasters. There you not only have an audience
to speak to, but the listeners will give you immediate feedback. This
allows you to evaluate your presentation from your perspective as
presenter, and to let the audience evaluate your presentation from
their perspective as listeners.

2. Simulate the Setting
and Audience as Closely as Possible

One of the reasons airplane simulators work so well is that they
simulate actual flying conditions as closely as possible. Similarly,
Master Presenters should simulate the setting and the audience as
closely as possible. For example, Brad saw Master Presenter Patricia
Fripp present a closing keynote on the last day of the Global Payroll
Conference in San Antonio, Texas. Earlier that morning, Patricia had
practiced her presentation in the empty room where she would give it
later that day—you just can’t simulate the setting any better than that.
Of course, you won’t always have the opportunity to practice in the
same room in which you will give the final presentation, but if you can
practice in a room of similar size and setup, your performance will be
better as a result.

You may also want to consider practicing with an audience that
will be as similar to your actual audience as possible. If you are pre-
senting to professional engineers and you know several professional
engineers, invite them to be your test audience. If you don’t know
people in the exact profession to which you will be presenting, find a
practice audience that is as similar as possible to your target audience
in terms of age, education, or interests.
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3. Conduct Dry Runs

Dry runs are practice sessions and as such they can occur in a
variety of settings. Dry runs will give you the time you need to make
necessary corrections or to find and/or update any data, quotes, or
statistics that you may be using in your presentation. Dry runs will
also give you a sense of what is working and what is not working, and
if there are any holes in your presentation. Also, after letting the out-
line sit for a while, you may be able to see that another way to orga-
nize your presentation makes more sense. Also, as discussed in the
previous chapter, coming to the presentation fully prepared will help
to alleviate much of the anxiety that plagues many presenters.

Dry runs also give your subconscious a chance to work on the
presentation when you are consciously not thinking about it. For ex-
ample, you may be going for a run, folding the laundry, or driving
your children to their activities, when presto, right in the middle of
not thinking about the presentation, you have a terrific idea about how
to use a story, a prop, a metaphor, or an analogy that makes your pre-
sentation twice as good as it would have been without the insight. Be-
cause the subconscious doesn’t work on a fixed schedule, if you leave
too little time between the preparation and the delivery, it is much
less likely that you will benefit from any of these important insights.

4, Test on Mixed Audiences

Different types of audiences will see and hear different things.
For example, Brad had prepared a case study to be presented at a
meeting of the Roundtable on the Economy and the Environment.
The audience would be made up of members from government, the
business sector, and environmental groups.

Brad: I found a perfect case of an asphalt company that was lo-
cated in a small community. The plant either met or ex-
ceeded all of the current environmental standards. The
problem was that when the wind blew under five miles per
hour, particles landed on a nearby elementary school and
the students and staff complained that their clothes picked
up the odor. A number of students complained of headaches.
The mayor promised to move the plant before the next mu-
nicipal election, but it was not determined who would pay
for the move. Lastly, the head of the town’s industrial park
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had asked for a vote, and the board of directors had con-
curred that the asphalt plant would not be allowed into the
“high tech” industrial park. It was a perfect case because it
was current, on-going, and seemed to have no solution that
was agreeable to everyone.

We had interviewed all of the constituents and made sure
that we understood the case and all the proposed solutions.
We painstakingly wrote up each party’s instructions and
made sure that we understood everyone’s role as carefully
as an FBI profiler and we developed a true scale map of the
town and everything within the town limits and had verified
with the town manager that our map was indeed accurate.

However, there was one more step and that step was to do a
dress rehearsal. I invited a group of friends over for dinner
and, after dinner, asked our guests to try the case study with
the directions for role-playing as we had written.

I subsequently found out that my instructions, which were
crystal clear to me and the people in the town whom I inter-
viewed, were less clear to the people I had invited over to
test the case.

The dress rehearsal saved me from asking the members of
the Roundtable to try to resolve a case where the instruc-
tions were less clear than I had thought. The moral of the
story is to do a dress rehearsal and find out if there are any
problems with your information, exercises, case studies, etc.,
before, not after, you give the presentation.

5. Look at the Presentation
From a Fresh Perspective

It is a common experience to spend so much time looking at the
material from the same perspective that we can’t see any other way to
present the material.

Brad This is analogous to me losing my glasses. I know they are
somewhere in the house, and I have searched high and low
and can’t find them. I then ask one of my children if they
have seen my glasses and they find them almost immediately
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because they are approaching the subject from a fresh
perspective.

If you have a neutral outside party look at your presentation, that
person may be able to see things that you don’t see. This is especially
true if you are presenting to mixed audiences where some of the mem-
bers are very familiar with the material and others only have a slight
understanding of the material being presented. Your material has to
be so masterful that it reaches audience members who are extrinsi-
cally on different levels.

You can maximize the value of your practice sessions by harvest-
ing maximum salient feedback—our next topic.

Maximizing Salient Feedback

Ob, that God wonld give us the gifts to be able to see ourselves as others see us.
—Robert Burns, Scottish poet

Salient feedback is feedback that is so personally meaningful that
we actually change our behavior. The problem is that even though we
live in a feedback-rich world, most of us do not harvest the feedback
necessary for total quality improvement. We will present 12 methods
to ensure that you are getting the feedback necessary to put you
squarely on the road to becoming a Master Presenter.

There are many techniques that will help you get the feedback
you need from those who have seen you present. A good evaluation
form given right after the presentation will give you some indication
of how well you presented. If you use the same evaluation form over
time, you can gauge progress and the effect of changing an element of
what you present or how you present.

There are almost as many types of presentation evaluations as
there are presenters, however, many presentations are not evaluated
at all. Presenters who fail to evaluate their presentations miss out on
valuable feedback. We have found, as have the Master Presenters that
we interviewed, that even presenters who have a great deal of natural
talent will eventually present less well than their less talented counter-
parts who have sought out and benefited from constructive feedback.

We favor using scaled items (to help measure between presentations)
and open-ended items to get a deeper sense of how the participants
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reacted to the presentation and to individual differences. Two things
to keep in mind when you use these types of evaluations: You can’t
please everyone, and extreme scores can bias the ratings.

The 12 techniques to increase the amount of salient feedback you
receive are:

The 3 X 3 Feedback Form.

The Presentation Evaluation Form.

The “A Penny for Your Thoughts” Evaluation.
The Post-it Note Evaluation.

The Daily Evaluation Form.

Highly Focused Feedback.

Audio/Video Feedback.

The Component Parts Analysis.

—

R A

The Instant Component Analysis.

—_
e

Be Vigilant for Opportunities to Maximize Feedback.

Seek Feedback from Spouse, Children, and Significant
Other.

12. The Results Achieved Over Time Evaluation.

—_
—

1. The 3 x 3 Feedback Form

The 3 X 3 Feedback Form is designed to help you get more sys-
tematic feedback on what you do well as a presenter, in addition to
providing targets for improvement. It solicits feedback in threes: three
things done well and three areas in which to improve. Research has
proven that we tend to be poor observers of our own behavior and
that we become much more accurate when we have a systematic method
of data collection. In addition, we get much more accurate feedback
by asking at least three different people to rate us. There are a num-
ber of criteria to consider when choosing the people who will respond
to the form. You need to choose someone who is both free to and
capable of giving you honest, direct, and straightforward feedback.

There are three reasons for starting with positive feedback: 1) It
is important to be acknowledged for what we do well—no one in any
of our training sessions has admitted that they suffered from too much
positive feedback; 2) Behavior that is acknowledged and reinforced
tends to occur more frequently; and 3) Positive feedback is often
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instrumental in helping us develop the focused motivation necessary
to work harder in areas where we want to improve.

Ficure 7-1: THE 3 X 3 FEEDBACK ForRM

Name

Please list three specific things I do well as a presenter.
For example, “Pat is a good presenter,” is not specific. “Pat uses
creative and unexpected visuals to anchor her points both aurally
and visually,” is specific.

1

Please list three specific targets for improvement. For
example, “Paul needs to add more impact to his presentation,” is
not specific. “Paul needs to develop high-impact introductions and
test his introduction with a focus group,” is specific.

1.

Lastly, an alternative method of data collection is to ask a neutral
third party to collect the data for you and then present you with a
summary of the data in such a way that no specific respondent could
be recognized.
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2. The Presentation Evaluation Form

The most common evaluation is an evaluation given immediately
after the presentation. The evaluation will vary in length and level of
complexity depending on the extent and intricacy of the presentation.
We like evaluations that are both quantitative and qualitative. Quan-
titative evaluations allow you to see if you are making progress over
time. Qualitative evaluations allow you to get information that is more
idiosyncratic about the content of the presentation, what your audi-
ence enjoyed, what they learned, and specific targets for improve-
ment. An example of this type of evaluation is presented in Figure 7-2
below.

FiGURE 7-2: PRESENTATION EVALUATION FORM

Please rate this presentation on the following seven scales:

The goals of the presentation were:

Unclear Clear
1 2 3 4 5 6 7
The presentation was:
Disorganized Organized
1 2 3 4 5 6 7

The presenter was:

Poorly prepared Well prepared
1 2 3 4 5 6 7
The presentation was:
Dull Lively

1 2 3 4 5 6 7
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The presenter was:

Boring Dynamic

1 2 3 4 5 6 7

I found the presenter (Difficult/Easy) to interact with:
Difficult Easy

1 2 3 4 5 6 7

My overall evaluation of the presentation was:

Poor Excellent

1 2 3 4 5 6 7

Please list three specific things you enjoyed about this presentation:

1.

2.

3.

Please list three specific things you learned from this presentation:
1.

2.

Please list any suggestion you have for improving this presentation.

What other presentations could we offer to support your continuing pro-
fessional development, follow-up on this program, or apply what you have
learned?

Thank You
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3. The “A Penny for Your Thoughts” Evaluation

Each participant is given five pennies. At the end of the presenta-
tion, or possibly at the end of the first day of a multiple-day presenta-
tion, the participants can rate the value they derived from the
presentation by putting a portion of their five pennies into a jar. For
example, if they got relatively little from the first day, they would put
in one penny. If they received a great deal of value, they could put in
four or five pennies, and so on.

The following day, the instructor can either report the total num-
ber of pennies he or she collected in the jar, or work it out propor-
tionally out of 100. As an example, assume there are 15 participants,
each with five pennies, and at the end of the day there are 60 pennies
in the jar. The instructor could say that on day one, the participants
received 80-percent value (60 out of 75). Participants find this a fun
activity. It also gives the instructor a good use for his or her “leftover
pennies.” The only drawback from this form of evaluation is that it
does not tell the instructor what is working and what is not, but it can
be used to start a conversation on feedback, for what worked well and
what needs improving.

4, The Post-it Note Evaluation

The Post-it Note evaluation can be done by itself or in conjunc-
tion with the “A Penny for Your Thoughts” evaluation. For the Post-
it Note evaluation, you will need two different colored Post-it Notes
no smaller than 3 X 3 inches. Let’s assume that the first color is green.
Each participant is asked to write down on the note up to three things
that worked well in the speaker’s presentation. If the second color is
yellow, the participants would write down up to three suggestions for
improvement on the yellow Post-it Notes. On the way out, each par-
ticipant can put his or her notes in a designated area such as on a flip
chart. This evaluation gives specific feedback on what worked and
what needs improving.

5. The Daily Evaluation Form

If you are giving a multiple-day program, you can use a form that
is similar to The Daily Evaluation Form found in Figure 7-3.
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Ficure 7-3: DALY EvaLuaTioN Form

1. List several points/items you found useful today.

2. List any areas that require clarification or need to be reviewed.

3. Additional comments:

These evaluations can be used to start off the next day’s session as
a review, by highlighting items that the participants thought were par-
ticularly important, and by discussing those items that needed further
clarification.

6. Highly Focused Feedback

An excellent way to get highly focused feedback is to do an e-mail
survey where you ask only one or two questions. For example, you
can e-mail 10 to 20 people who have heard you speak and ask them to
tell you what they perceive as the most unique aspect of your content.
Or you can ask them to tell you the most unique aspect of your pre-
sentation style. The purpose of this exercise is to receive as highly
focused and specific feedback as possible, and for that reason it is
better to ask only one question at a time.

For example, Brad asked 10 people what they most liked about his
presentation style and five factors came back. One of the most inter-
esting was the feedback he received from Jonathan. Jonathan said
that he was very impressed with the way Brad used analogies, that is
making something more understandable by relating it to something
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that is already well understood. The example that Jonathan related was
using a trim tab (Figure 7-4) to help people better understand the lever-
age that can be gained from better understanding one’s negotiating style.

Strategy 3: Understanding
Negotiating Styles

Ht-[:nr.ilating Style

Megotiation

Dutcomee

Figure 7-4

Brad: Although I realized that I used analogies, it wasn’t until
Jonathan pointed it out that I realized how powerful they
were. | also vowed to improve my use analogies more con-
sciously and to ask audience members for more specific feed-
back as to whether the analogy I used to help answer a
specific question was helpful.

When soliciting highly focused feedback, it is easy to vary the
question. If you use a lot of humor, you can ask them the most unique
aspect of your humor, or what they most like about your voice, your
use of props, transitions, or PowerPoint slides, and so on. The value
of this question is that it focuses entirely on one aspect of your ability
to present: the feedback is highly focused and decidedly useful.

In doing this exercise most people chose to ask the same ques-
tions, such as how dynamic, humorous, or memorable the presenta-
tion was. We encourage you to ask a large variety of different questions.
For example, Master Presenter Tom Stoyan directly solicited feedback
as to his trustworthiness. The following statements are among the
responses he received:
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¢ “Demonstrates confidence.”

¢ “Shows genuine concern and interest.”

¢ “Identifies and focuses on reducing our worry list.”
¢ “Demonstrates thoughtfulness.”

¢ “Demonstrates commitment.”

+ “Looks for opportunities to empower us.”

¢ “Establishes and maintains a non-threatening
environment.”

¢ “Looks for opportunities to provide and get feedback.”
¢ “Says what he is going to do and then does it.”
¢ “Tells stories that demonstrate and reinforce trust-building.”

As you can see, it is easy to vary the question. If you use a lot of
humor, you can ask your audience what is the most unique aspect of
your humor, or what they most like about your voice, your use of
props, transitions, or PowerPoint slides, etc. The value of this type of
question is that it focuses entirely on one aspect of your ability to
present, and therefore, the feedback is highly focused and decidedly
useful.

nnnnnnnnnnnn

(R R
EXERCISE Design a question on which you would like to get highly
71 focused feedback. Then list the people you can solicit this

§§ feedback from.

7. Audio/Video Feedback

Taped feedback is one of the best sources of feedback presenters
can get. The problem is, no one likes the way they look or sound on
tape. A frequent comment is, “But I don’t sound like that!” Yes, you
do. The tape is a more accurate indicator of how you sound to other
people. Remember, the voice that you hear when you speak is how it
sounds in your head. You are “hearing” the subtleties and nuances
that your brain intended. The audience is not privy to those inten-
tions, so all they hear is the sound waves that fall on their ears. Our
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advice is to tape yourself, grit your teeth, and listen to it. If you don’t
like what you hear on tape, there is a good chance that the audience
may be thinking the same thing.

No matter what you think about how you look or sound, what you
see and hear is honest and accurate. In addition, taping yourself af-
fords these advantages:

¢ You can play it for others to obtain their feedback and
impressions.

¢ You can try various presentation strategies and
techniques and compare them.

¢ You can capture not only what you say, but also how
you say it.

¢ You can immediately see if your body language is
congruent with your verbal presentation.

Audio and videotaped feedback is important for all aspects of the
presentation, and it is especially important for the beginnings and
endings because they carry such weight in the presentation. Remem-
ber, 25 percent of the impact from any presentation is from the begin-
ning, and 25 percent is from the ending.

Brad: One night, as I was preparing for a presentation, I asked my
son to videotape the beginning, the ending, and one section
from the middle that I was not happy with. Based on seeing
the tape, the beginning was excellent. I saw clearly how to
strengthen the ending. But I was still stuck on how to make
that troublesome point in the middle work. I tried three
variations before deciding on a fourth (which combined ele-
ments of the other three) before I was happy with it. As an
added bonus, my son now has a much better understanding
of what his Dad does for work and his younger sister has
already volunteered for the next time I need a cameraperson.

If the cameraperson also knows a great deal about presentations
and/or the content of your presentation, you can also benefit from his
or her expertise. One point to remember is that you also benefit from
feedback from people who don’t know the content area, especially if
you will have people attending the presentation who are not familiar
with your topic or content. In other words, to increase the validity of
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this exercise, you should consider asking your “coach” to be as simi-
lar to the presentation audience as possible.

Another advantage of taping every presentation is that you can
capture those special moments when something wonderful happens
by surprise. Victor Borge, one of the great entertainers of all time
recorded every single performance. Why? He said, “Because I never
know when I might say something funny.”

8. The Component Parts Analysis

The component parts analysis is an evaluation of the individual
components that make up your presentation. The component parts
analysis will help you get a good sense of what parts of the program
are working well, what parts need to be improved, and what ones need
to be eliminated. Examples of component parts are: exercises, activi-
ties, stories, and visual aids.

The beauty of a component analysis is that it will save you from
erroneous assumptions. For example, Brad has been giving a presen-
tation on dealing with difficult people for more than 10 years. In the
presentation, he shows a film that he was getting tired of using and
had planned to remove from his presentation. However, when he per-
formed the component parts analysis, participants rated it as one of
the most highly rated parts of the presentation so it remained as an
integral part of the course.

What will be very helpful is how the components are rated. You
may find that the participants in general do not rate one of your favor-
ite exercises nearly as favorably as you thought they would and you
may, in fact, make the presentation much more effective by eliminating
that exercise and replacing it with something that the participants find
much more effective. Conversely, you may find that a part of the pre-
sentation that you don’t like or, as in Brad’s case, have grown tired of,
is rated as one of the most valuable aspects of the presentation.

Warning! Our experience indicated that there is usually more dis-
crepancy in how well or how poorly individual components are evalu-
ated than there is when the participants evaluate the presentation as
a whole. That is to say, the ratings of the components are usually
significantly lower than the rating for the course as a whole. We
believe this is because different components have a greater or lesser
appeal to the participants than does the course as a whole—so don’t
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be surprised or put off if the ratings for the components are lower
than the ratings for the full program.

An example of a course component parts evaluation appears in
Figure 7-5. Note that this is a components evaluation that was de-
signed for our particular course. You can build your own form by
removing our examples and substituting your own.

Ficure 7-5: ComPONENTS PARTS EvaLuaTioN ForM

Please rate the following course components on their usefulness on the
following scale, where 1 is not useful and 7 is very useful:

1. Exercise 1-2: The characteristics of the best and worst teachers I had in
school.

1 2 3 4 5 6 7

2. Understanding the four learning styles: theorists, reflectors, activists,
and pragmatists.

1 2 3 4 5 6 7

3. Identifying your purpose and the film clips used to illustrate ITEM: to
Inform, to Touch the emotions, to Entertain, and to Move to action.

1 2 3 4 5 6 7

4. Mastering one-minute talks.

1 2 3 4 5 6 7

5. Mind mapping using the TRAP model to reach each of the learning
styles of your audience members.

1 2 3 4 5 6 7
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6. Developing powerful beginnings.

1 2 3 4 5 6 7

7. The use of games to make it both fun and memorable.

1 2 3 4 5 6 7

8. The two-voice exercises: Moses Supposes and “This is the best presenta-
tion I ever attended” exercise.

1 2 3 4 5 6 7

9. Would you recommend changing any of the components? If yes, which
ones? How would you recommend changing them?

10. Do you have any additional suggestions regarding the components of
the course or the way in which they are structured?

Thank You

However, you don’t have to wait for the end of the presentation to
do a component analysis. You can do an instant component analysis.

9. Instant Component Analysis

There is an easy and fun way to get feedback on any of the compo-
nents, new or old. For example, Brad introduced a new exercise to a
group of participants in The Seven Strategies of Master Presenters course.
The exercise was to develop a mind map for one section from this
book. Participants then developed a presentation based upon their
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mind map and applied the TRAP model (theorists, reflectors, activ-
ists, and pragmatists) to their presentation in order to make the pre-
sentation applicable to the learning style of the members of their
audience. They were instructed to use a different colored marker for
each learning style.

The beauty of using different colors is that the presenters get im-
mediate feedback on how balanced their presentation is. For example,
if green is the color that represents ways to involve the theorists, and
there is hardly any green on the page, then the presenters know that
they may need to develop more ways to involve the theorists in their
audience. The participants then explained their mind map to the whole
group. For example, one participant explained how he would make
“the buddy system” attractive to theorists as well as to reflectors,
activists, and pragmatists.

After completing this exercise, Brad suspected that his instruc-
tions were not clear enough nor was the time that had been allotted
for the exercise sufficient. So he decided to do an Instant Component
Analysis. He then asked each participant to fill out a yellow 3 X 3 inch
Post-it Note on what worked in the exercise and to rate the exercise
on a scale from 1 to 10 where 1 “didn’t work” and 10 “worked very
well.” He also asked them to fill out a pink note on what would have
made the exercise better. When they finished, they were asked to
affix their Post-It-Notes on the flip chart paper that had “What
Worked?” at the top and “What Would Make It Better?” written in
the middle. After the exercise, they took a break. When the class
started again, Brad reviewed the feedback. The average rating for
the effectiveness of the exercise was 8.6. Typical comments of what
worked and what would make it better are illustrated in Figure 7-6
starting on page 226.
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FI1GURE 7-6
What Worked?
Reading the How the map helps Combining the
assignment as with actual techniques forced us
homework and then presentation. to understand rather
designing the than just recite the
presentation as the elements.
first task in the
morning.
Got everyone
interested and
involved.
Moving from Implementing Seeing how
practice or theory TRAP and mind different teams
into reality. mapping helps in approached the
organizing ideas in problem.
presenting.
Seeing how to get Teamwork in Team participation,
ideas across preparation and hearing other
visually. relating people’s views on
brainstorming ideas the same topic.
to the TRAP
definitions. Reinforced the

TRAP model.
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What Would Make It Better?

More specific More time to prepare More rehearsal on
instructions. a suitable our part.
. presentation, that is,
Add 10 minutes the last thing you do
more prep time for on Day One is the
the in-class exercise. mind map—first
thing we do on Day
Two is the developing
and presenting the
presentation.
Using the A second exercise
techniques to solve to enforce what we
an actual problem have just done.
(case) would be Although, I think
more effective. this exercise
worked well.

There is one more way to use an instant component analysis. If
the presentation has 10 parts, and if you give the presentation fre-
quently, you can evaluate a different component each time you give
the presentation. By the time you have given the presentation 10 times,
you will have evaluated each component. Both the quality of this feed-
back and the quantity are absolutely guaranteed to improve your pre-
sentation content and style of delivery. In summary, instant component
analysis is one of the easiest, more immediate, and most fun ways to
elicit that feedback. And as presenters, we learn how to make the
presentation more interesting for both the participants and ourselves.

10. Be Vigilant For Opportunities
to Maximize Feedback
There is a scene from The Sixth Sense in which Haley Joel Osment

plays the role of Cole, an 8-year-old boy, and Bruce Willis plays the
role of Malcolm Crowe, a renowned child psychologist. The scene
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opens with Cole standing in the entryway of his house and Malcolm
sitting in the middle of the living room. Malcolm tries to get his young
patient to open up to him by wisely asking Cole if he would like to
play a game (games are the natural language of children). The essence
of the game is that Malcolm will try to guess what Cole is thinking. If
Malcolm guesses correctly, Cole will take a step closer, and if Malcolm
guesses incorrectly, Cole will take a step back. If Malcolm guesses
correctly enough, Cole will sit down and they will have a conversa-
tion, if he does not guess correctly enough and Cole reaches the front
door of his home, both the game and the session are over.

One of the many things that is so intriguing about this scene is
that Malcolm has set it up so that he gets immediate feedback as to
the accuracy of his perceptions about Cole. Likewise, Master Pre-
senters are vigilant for opportunities and develop methods to maxi-
mize the feedback that they receive. This ability is clearly demonstrated
in the following two examples.

For Master Presenters there are no obstacles or excuses that stand
between them and their goal of maximizing salient feedback. Brad
was presenting a keynote at the Year 2000 Millennium Conference in
Ottawa. He was the keynote speaker on the second day. Janet Lapp
was the keynote speaker on the first day. Brad had arrived a day ahead
of his presentation to get a good sense of the conference and to tie his
remarks into both the conference in general and to Janet Lapp’s com-
ments in particular.

Brad: I was waiting to talk to Janet at the end of her presentation.
There was a long line ahead of me, so I decided to listen to
the questions and Janet’s answers as I waited. Three things
particularly impressed me: 1) the number of people who
stood in line to speak to Janet; 2) the quality of her answers;
and 3) how aggressively she asked for salient feedback at
the end of the presentation. I used the word “aggressive”
here in a very positive sense. I also heard the quality of the
feedback that Janet received. Watching Janet reinforced my
dictum that we live in a feedback-rich world. Most of us do
not “harvest” the feedback that exists.
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David: I have found audience feedback has risks as well as rewards.
The rewards come in the form of affirmation that you con-
nected in the manner in which you intended, coupled with
legitimate suggestions of how to make your points better.
Every Master Presenter depends on this kind of feedback.
This is how we grow.

Yet there are risks in processing feedback as well. Some
people are simply poor listeners. Therefore, if you try to
adjust your presentation based on the comment of someone
who clearly misheard or misinterpreted you, you could end
up trying to fix a problem that doesn’t exist, except in the
mind of one poor listener. This is another reason why taping
yourself is so important. If an evaluation that says you said
something, you can go to the tape to verify or refute the
feedback in question.
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Write down three opportunities that exist for you to re-

EXERCISE : .
ceive more feedback about your presentations.

7-2
/49

11. Seek Feedback from Spouses,
Children, and Significant Others

It was potentially one of the most important presentations of Brad’s
life. He was flying to Toronto to give a presentation to Meeting Pro-
fessionals International. MPI is the world’s largest association of
meeting professionals and one of their primary responsibilities is to
organize meetings and conventions. If he did a good job it would in-
crease the likelihood that he would give more presentations and key-
notes. To add more pressure, the potential publisher of his newest
book was coming to hear him present. If he presented well, it would
dramatically increase the likelihood that he would get the contract; if
he did not present well, the contract was history.
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Brad: I had already booked our family’s annual Easter weekend
retreat at Nova Scotia’s beautiful White Point Beach Lodge.
There were many wonderful activities that the children could
engage in and there would be lots of time for me to refine my
presentation, practice it, and record it. Although I really liked
the introduction, exercises, the transitions, and the ending,
there was a part in the middle that I just wasn’t happy with.

I asked my children—Katie, age 10, and Andrew, age 13—to
listen to parts of the presentation, which included the part I
wasn’t happy with. Surprisingly, they both thought it was
quite good. However, when it came to the part in the middle,
Katie suggested that I change the order of a few of the words
and that I add some increased emphasis and vocal variety to
the parts I was having the most trouble with. Her feedback
was right on. This once again proves that we live in a feed-
back-rich world, but most of us, however, do not do enough
to harvest the feedback that exists.

David: Seek advice from many; accept advice from few. I learned
this as I prepared for the World Championship of Public
Speaking. As I went to various Toastmasters clubs to prac-
tice, on two specific points I heard constant and unanimous
criticism. I had learned that the quickest way to please no
one is to try to please everyone, so with each rehearsal when
criticism on those two points was raised, I thanked the evalu-
ator for his comments and then promptly told myself, “This
is not negotiable.” I then turned to my most trusted advisor,
my wife, Beth. She, knowing me better than anyone else,
said, “Yes, this is who you are, and this is right for you.”
The lesson was clear: Turn to people who know you best for
the best advice.

12. The Results Achieved Over Time Evaluation

It is all well and good to find out that the participants enjoyed the
presentation and that all of the presentation’s components worked.
However, the acid test is whether the presentation had a long-term
impact on the “bottom line,” the corporate culture, or whatever the
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desired goal was of the presentation. This is the most important and
the most difficult-to-measure form of feedback. But measure it we
must if we are to objectively determine the ROI (return on invest-
ment) for doing the presentation.

One way to get some of this data is to survey the people who
attended the presentation and ask them for tangible proof that the
materials that were presented have, in fact, been put into practice and
have made a positive difference to the attendees and/or to their orga-
nizations. To better determine the long-term effects of the presenta-
tion, conduct a survey three months, six months, or a year after the
participants have attended the session. You can ask some general
questions about what the participants remember and what they have
been able to use, but you should also ask specific questions regarding
how well the material presented has transferred to the participants’
actual work setting. The following figure is an example of a post-pre-
sentation evaluation form.

Fi1cure 7-7: Six MonTHS TO ONE YEAR
PosT-PRESENTATION EVALUATION FORM

Presentation:

Presenter:

Date of Presentation:

As a follow-up to your attending this presentation, please rate its long-
term effectiveness:

The overall effectiveness of the presentation was:

Poor Excellent
1 2 3 4 5 6 7

Please list one to three specific things you have been able to apply from the
presentation session in your place of work and/or home life:

1.

2.
3.
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Please list one to three specific benefits in your place of work and/or home
life that have been derived from your attending this presentation:

1.

2.

3.

Please estimate the ROI (return on investment) from your attending this
presentation:

0% 25% 50% 5% 100%

Please explain:

At this point, do you have any suggestions for improving the presentation
or its effectiveness?

Thank You

A Word of Caution About
Feedback and Evaluations

David uses what he calls the 10-80-10 rule: 10 percent of any audi-
ence will like anything you do, and 10 percent will dislike anything you
do. It is the 80 percent in the middle to whom you are really speaking.
If you focus on either of the 10 percent groups at the extremes, you
will likely not connect with the majority of your audience.

If you give too much emphasis to those in the 10 percent seg-
ments, the feedback you receive may be skewed. For example, at the
end of the spectrum in which the “negative” 10 percent reside, though
their suggestions for improvement may be valid, it is possible that the
motives behind their criticism are mixed or mean spirited.
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We have found that the best way to deal with the latter type of
criticism and still maintain or enhance your credibility is to summa-
rize the evaluations and ask the meeting planner to send out a copy of
the evaluations to all of the participants. This allows the dissenters to
see how their criticism stacks up with the majority of the participants.

One excellent technique to mitigate against the effects of extreme
scores is to use Olympic scoring. In Olympic scoring, you throw out
the highest and lowest scores and then average the remaining scores.
Olympic scoring eliminates the fact that one unusually high or low
score can bias the average, which gives a result that is closer to the
true mean score (see Figure 7-8). For example, if there are fewer than
30 participants, and if one score is either much higher or lower than
the average, then that score can radically skew the average ratings for
any particular question. It is for this reason that we recommend Olym-
pic scoring with groups of 30 or fewer. To use Olympic scoring, you
simply list all of the scores for any particular question and then cross
out the highest and lowest scores for that question. By using this pro-
cess, you get a truer approximation of what the real rating should be
and it is not subject to extreme scores as demonstrated below.

FiGure 7-8

Overall evaluations of the presentation were:
5 6 7 7 6 6 5 6 7 2
Average =57/10=5.7

Using Olympic Scoring:

Overall evaluations of the presentation were:

5 6 7 7 6 6 5 6 4 -2
Average = 48/8 = 6.0
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Change the Questions Periodically

The advantage of asking the same questions all of the time is that
you have a consistent yardstick to evaluate how you are doing. The
advantage of changing the questions is that you can receive different
information, which can be very informative. You can also ask ques-
tions you previously had not thought necessary to ask or didn’t have
room to ask. Our best advice is to be consistent in your evaluation
questions until you get relatively consistent feedback. Then consider
varying the questions from time to time to see if you can elicit differ-
ent feedback on different aspects of both your content and your style.

Send copies of the evaluations to the participants. Whenever pos-
sible, we send directly or ask the organizer to send participants copies
of the evaluations to reinforce the learning and to show the partici-
pants that we take their remarks seriously. A copy of the letter we use
is reproduced in Figure 7-9.

Fi1GureE 7-9

Dear

We have enclosed the evaluations from The Seven Strategies
of Master Presenters course as an attachment to this document.
We were pleased with how hard the participants worked at
mastering the material. We ask that a copy of these evaluations be
sent to each participant as it helps to reinforce what was learned
during the presentation and it also demonstrates that we take
their feedback seriously.

Lastly, we must tell you that we are impressed with the
professionalism of the participants and the feedback they gave us
for improving the course.

Thanks again for all of your help.
Sincerely,

Brad McRae/David Brooks
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Ask for Feedback as the Session Ends

Brad: In terms of asking the participants for salient feedback as
they leave the session, I have never seen anyone do it as well
as Janet Lapp. As I was in line waiting to congratulate Janet
on her phenomenal presentation, I couldn’t help but notice
that she asked the people who were waiting to talk to her
how they liked the presentation and what she could do to
improve it. The amazing thing was that Janet really meant
it. For her, it was not just a perfunctory remark; she deeply
and sincerely wanted their feedback on how to improve the
presentation. Remember that a vague comment like, “Should
there have been more examples?” is not as helpful as asking
specifically what kind of examples the person would like to
see in the presentation. Also, ask the person’s advice as to
what should be taken out. Lastly, you can’t incorporate
everyone’s feedback. By trying to please one person, you
many displease three others or as David says, “If you try to
please everyone, you’ll please no one.” Therefore, all of this
feedback needs to be balanced.

It is also important to find out what the audience liked about the
presentation and to note what you should do more or less of. These
evaluations can also be used to start off the next day’s session or your
next presentation to the same group as a review, by highlighting items
that the participants thought were particularly important and clarify-
ing or discussing those items that needed further explanation.

In addition to maximizing their use of salient feedback, there are
two last characteristics that differentiate Master Presenters from their
less accomplished counterparts: 1) knowing the deep structure of your
presentation, and 2) stage presence or command presence.

The Deep Structure

The best way to understand what we mean by deep structure is to
use an analogy of stem cells. Stem cells have the amazing ability to
transform themselves into any type of tissue or organ. Similarly, know-
ing the deep structure of your presentation means that you know your
subject so well, and how each segment of that subject relates to each
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part of your presentation at the deepest level possible, that the pre-
senter has the ability to change the presentation “on the fly” based on
the immediate feedback he or she is receiving from the audience. For
example, if the presenter perceives that there are more pragmatists in
the audience, the presentation automatically becomes more pragmatic.
This is called “attunement”—the audience and presenter are mutu-
ally attuned to each other’s needs, wants, goals, and desires. Then, for
example, when you are asked a question, you are able to come up with
just the right example, story, simulation, metaphor, and/or research
study to best answer that question.

When the deep structure is just right, all of the elements of the
presentation work together perfectly. Master Presenters also use the
deep structure to help make their sub-audiences into one unified whole
as the following examples point out.

In Olympic figure skating, a perfect score from the judges is 6.0 in
two categories: technical merit and artistic impression. Les Brown
achieved perfect 6.0 from all those in attendance in both technical
merit and artistic impression at the National Speakers Association
2000 convention in Washington, D.C. Not only was his presentation
one of the most masterful presentations that Brad has ever had the
pleasure of seeing, Les stopped at critical points in the presentation
and told the audience exactly how he crafted each element of his pre-
sentation and then fully explained the “why” behind the “how.”

The first lesson Les Brown taught was that our audience is really
made up of sub-audiences and that your job as a presenter is to make
that audience into one unified whole. When you, as a presenter, enter
a room your audience is divided by the amount of energy they have,
their ability to attend to the presentation depending on how many other
things they have going on in their lives, by gender, by income level, by
race, and by how predisposed or prejudiced they feel towards you and
the topic you are presenting. As presenters we have to make that col-
lection of sub-audiences into one unified audience—and transforming
disparate audiences into one audience is Les Brown’s forté.

The three techniques that Les had mastered to making disparate
audiences into one audience are: the use of quotes and affirmations,
making a commitment, and affirming that commitment by shaking
the hand of the person sitting on your left and right.
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Early in his presentation, Les asked the audience to speak aloud
the words to a powerful quotation. Hearing Les’s voice intermingled
with the members of the audience’s voices was very powerful. The
words were powerful and the chorus with the audience hearing itself
made them more powerful still. Think of the powerful words from
Martin Luther King Jr.’s speech, “I Have a Dream.” In your mind,
hear Dr. King say those words. Now hear the same words spoken by
Dr. King while being echoed by the thousands of people in his audi-
ence.

To connect with your audience rather than merely speaking to
them, Les suggests that when you make a profound point, you ham-
mer it home by asking the audience members to shake hands with the
person on their left and state their intention to, for example, make a
meaningful difference. Then ask the audience members to shake hands
with the person on their right and again state their intention to make
a meaningful difference. This has a wonderful effect of bonding each
person with the person on their left and right. The audience members
can also hear this same activity going on in the background all around
them. What you can hear, if you listen carefully enough, is that all of
the sub-audiences in the room are in the process of becoming one
unified audience. We have never heard anyone do this better than Les
Brown and you can hear it too by listening to his tape Presentation
Magic by the Motivator.?

A second example is how Harold Taylor unifies his audience with
humor, using his hilarious wit to poke fun at himself. Soon everyone
is laughing, and at the same time hearing everyone else in the room
laughing serves to unify his audience.

We use surveys and ask the audience to raise their hands in re-
sponse to one or two pertinent questions such as, “How many of you
would like to double your effectiveness as presenters?” or, “Raise
you hand if you let your own personal fear keep you from being as
powerful a presenter as you would like to be.” When the people in the
audience see that everyone is grappling with the same questions and
concerns, it has a profound unifying effect on the audience. They can
see that there is more that unites them than divides them. One note of
caution: This technique can be overused. It only works well if you ask
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EXERCISE a powerful or profound question.

7-3 List any techniques that you have observed or used to
¥ unify an audience.

/ Next, outline at least one technique that you will use to
unify the audience in your next presentation.

The result of knowing your deep structure, making sure that all of
the elements in the presentation work together perfectly, and making
your sub-audiences into one unified whole is flow. In summary, if you
want to be a Master Presenter you must know the deep structure of
your presentation—not only what elements are contained within, but
how and why they fit together so well.

Command Presence

Command presence is a term that was developed in the military to
describe someone who had the quality of a leader, especially those
who would be leading soldiers into battle. The term has since been
generalized to business and other settings. Command presence is an
elusive quality, but you know it when you see it. Command presence
takes place when you walk into a room, office, or any situation and
you realize that there is someone who is in charge, even when he or
she is not formally in charge. Command presence is communicated
both verbally and nonverbally. It is an elusive quality, partly because
the whole is greater than the sum of its parts. For people who have it,
their personality and charisma fills up the room.

Brad: When my daughter was 8, she was in a ballet class. I rem-
ember going into the class and sitting down on the floor with
some of the other parents. This ballet teacher had 16
8-year-old students and the attending parents’ total atten-
tion. As I watched the ballet teacher demonstrate the steps
she wanted her students to emulate, I remember thinking
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that not only did she have the attention of everyone in the
room, but also, that she was a remarkably tall woman. I was
shocked when I stood up at the end of the class, to see that
this remarkably tall woman was in fact, rather short. Her
command presence augmented both her physical and psy-
chological stature.

Some political leaders, such as Winston Churchill were able to
use command presence to help change the tide of history. Other lead-
ers, such as Martin Luther King Jr. and Desmond Tutu, were able to
use command presence to change society. Some movie actors have
developed it. Watch Paper Chase with John Houseman or Mandela
and DeKlerk, where Sydney Poitier as Nelson Mandela and Michael
Caine as DeKlerk, give unbelievably masterful performances as ex-
amples of towering command presence. You can also watch Martin
Sheen in the television show The West Wing where just the way he
walks into a room demonstrates command presence.

For actors and presenters, command presence is called stage pres-
ence. You can get a strong sense of stage presence in the world of
professional speaking by seeing or listening to Tony Campello, Jeanne
Robertson, Marcia Steele, Les Brown, or Peter Legge who, within 10
seconds of beginning to speak, demonstrate command presence. In
summary, command presence radiates a sense that the people who
possess it are comfortable with themselves and they have a strong
sense of who they are and what they represent. They also have the
energy level, vitality, and ability to inspire people to dream of a better
future by changing the way they think and moving them to action.

One of the most important things aspiring Master Presenters can
do is to develop their command presence. One of the first steps is to
do an honest inventory of where you have command presence and
where you need to develop it. First, you can observe people who have
command presence and notice how they behave. Second, you can in-
terview people who have command presence and ask them how they
developed it. Third, you can ask for feedback on your command pres-
ence and they must be honest enough to tell you the truth. The fol-
lowing exercise has been designed to help you develop your command
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EXERCISE presence.

7-4 Please make three specific suggestions of things you could
/ do to increase your sense of command presence.

Total Quality Improvement is a continuous process requiring con-
stant analysis, assessment, and adjustment. Just as the world’s best
manufacturers use Total Quality Improvement to improve their prod-
ucts, Master Presenters depend on the 12 techniques in this chapter
to help them develop and implement their goals, and improve and
enhance every presentation. However, there is one more thing that
Master Presenters do to continually improve the skills and strategies
as a presenter by setting a lifelong goal to become a lifelong learner. It
is to this last factor that we will now turn our attention.



CONCLUSION

The Power of
Lifelong Learning

The man who graduates today and stops learning tomorrow
Is uneducated the day affer.

—Newton Dieh! Baker

Master Presenters are defined by their deft use of the seven strat-
egies examined in this book. They also have one additional overriding
attribute in common: Master Presenters are dedicated lifelong learn-
ers. In fact, it is a dedication to lifelong learning that helps them be-
come Master Presenters in the first place. We can define a lifelong
learner as someone who first has the passion and dedication to learn
from every source available. It doesn’t matter if that source is per-
sonal experience, learning through the experience of others, or from
books or courses. Second, everything that the Master Presenter knows
is integrated with everything else they learn, which leads to growth.
Third, becoming open to learning, in all its various forms and func-
tions, makes growth possible and when you make room for growth,
you make room for success.

In excepts from an article titled “From Training to Education,”
Master Presenter Nido Qubein describes one of the essential differ-
ences between Master Presenters and their less masterful counterparts.



242 | THE SEVEN STRATEGIES OF MASTER PRESENTERS

Let me make a suggestion that at first may sound strange, coming
from a management consultant. If your company has a training de-
partment, do away with it. Replace it with a Department of Education
and Development. The reason: The new business environment needs
fewer people who are trained to do things a specific way and more
people who are educated to find new ways of doing things. As Stanley
Marcus once said, “You don’t train people; you train dogs and el-
ephants; you educate people.” What’s the difference?

The word education comes from the Latin educo, which means to
change from within. Training provides an external skill. Education
changes the inner person. Training deals only with the doing level.
Education teaches people how to think. Let me give you an example:
I once ordered an apple pie and a milk shake at a fast-food restaurant.
The server smiled and asked, “Would you like a dessert with that?”
This young woman had been trained to act. She had been conditioned
to smile and try to upgrade the sale by reciting her memorized lines.
And she rehearsed them to perfection. But she had not been educated
in customer interaction. She hadn’t been taught to listen to the cus-
tomer, to think about what the customer ordered and to acquire a
feeling for what might appeal to the customer under the circumstances.

Training attempts to add on the qualities needed for success. Edu-
cation builds them in. Now don’t get me wrong. I'm not saying that
you should never train people. Training is essential when a specific
skill must be learned, or a specific procedure must be followed con-
sistently in a manufacturing process. But training should be part of a
broader educational process. One of my favorite proverbs conveys
the wisdom that when you give people fish, they’ll be hungry tomor-
row; if you teach them to fish, they’ll never go hungry. Training gives
your employees a fish—a specific skill applicable to a specific task.
Education teaches them to fish.

Corporations have no choice but to invest substantial resources
in developing people. So it’s best to invest in ways that let people
grow; that teach them to think for themselves; that create a pool of
solid candidates for promotion to higher positions.

In the same vein, Master Presenters don’t just train people; they
educate their audience and themselves—for today and tomorrow. In
fact, Nido Qubein got it just right in describing this critical difference
between Master Presenters and their less masterful counterparts.
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To help you capitalize on the power of lifelong education, we will
present seven critical methods that can help you become a lifelong learner:

1. Learn from experience.

Learn from mentors.

Learn from coaches.

Join a mastermind group.

Learn how to think like the experts.
Interview the best presenters you can find.

N LR LN

Learn from the best books to read, movies to watch,
and courses to take.

There is an extraordinary book from the Centre of Creative Lead-
ership titled The Lessons of Experience.> In doing their research for
the book, the authors documented that 50 percent of what we learn,
we learn from experience. We learn 20 percent from mentors and
coaches, 20 percent from failures, and 10 percent from formal educa-
tion. We have adapted and expanded this approach specifically for
people who want to become more like the Master Presenters we in-
terviewed in this book.

1. Learn From Experience

Darren LaCroix, the 2001 World Champion of Public Speaking,
has a six-word mantra that helped him win this prestigious title.
Darren’s mantra is “Stage Time, Stage Time, Stage Time.” In prepar-
ing for the World Championship, Darren spent as much time as he
possibly could presenting before an audience. In addition to being a
Master Presenter, Darren performs stand-up comedy. He said one of
his comedy mentors asked him, “How can you expect to be funny in
front of an audience until you are comfortable in front of an audience?”
Darren says the only way you can be comfortable in front of an audi-
ence is by spending time in front of one. Experience comes from famil-
iarity, persistence, and practice—in short—stage time. All of the Master
Presenters we interviewed took advantage of every possible opportu-
nity to speak. Where none existed, they created them. If you need more
stage time, consider joining a Toastmasters club, speaking for local
volunteer organizations, or your local Rotary or Lions club. For ex-
ample, Darren LaCroix said when he was just getting started in comedy
he searched for more opportunities to practice in front of a live audi-
ence. He said that because comedy clubs were only open at night, he
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had a limited window of opportunity. Then he found out about Toast-
masters and the fact that many of them met in the day. So he immediately
went out and joined four clubs so he could quadruple his stage time.

Many Master Presenters get some of their best stories from real-
world experience as the following example illustrates.

Brad: I was offered the opportunity to consult with and facilitate a
meeting with all of the stakeholders at the Sydney Nova Scotia
Tar Ponds Toxic Dump Waste Site, which is the worst envi-
ronmental toxic dumpsite in Canada. The stakeholders were
the combined three levels of government—federal, provin-
cial, and municipal; homeowners whose homes bordered the
toxic waste site and were therefore worthless; environmen-
talists who maintained that this area was the cancer capital
of Canada; and the soon-to-be unemployed steel workers
who were adamant that the toxic substance be incinerated
at the steel mill.

I hired a colleague who was very strong—both mentally and
physically—to work with me. The steering committee had
arranged for a two-hour meeting complete with Royal Ca-
nadian Mounted Police protection. We were told that it would
be prudent for us to facilitate the meeting right in front of
the exit doors, in case it became necessary for us to make a
quick exit.

Eighty of the most angry people I had every met attended
the meeting. The citizens of the area felt massively betrayed
by a succession of governments over the last 20 years. Mil-
lions and millions of dollars had been spent and not one
speck of soil had been remediated.

Although we had started the meeting by getting the partici-
pants to agree on ground rules, the first half of the meeting
bordered on anarchy. After an hour of venting, the partici-
pants started following the ground rules and a great deal of
progress was made in formulating criteria with which to assess
the options, and a modicum of trust began to slowly develop.

I have been trained in negotiation, mediation, and facilita-
tion skills at the Harvard Program on Negotiation. As in-
valuable as that training has been to my learning and to my
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credibility, there is no way that I could have learned as much
at Harvard as I learned in preparing for and acting as a
cofacilitator in that meeting. As part of my preparation, I
read every newspaper article that was written about the tar
ponds and conducted a number of in-depth interviews. I then
wrote up this case from each group of participants’ point of
view. In so doing, I attempted to understand each partici-
pant group’s point of view. I researched each participant’s
platform with the same depth and detail as an FBI profiler
would use to try to understand their suspect. I firmly be-
lieve that you cannot attempt to change someone’s mind if
you do not know where their mind is.

Several months later, I modified and wrote up this case and
I now have an absolutely terrific case study whereby the
participants in one of my courses have to work in groups to
decide how they would prepare for this same meeting. After
the participants give their ideas on how they would prepare
for the meeting, I debrief the session with how we set up the
meeting in reality. Comparing their results with what actually
happened is edifying both for the participants and for me.

Now that I have developed the case, tried it out, and know it
inside out, I also have a terrific story that I can use in my
presentations on how we can build our future with creative
rather than wasteful solutions.

It was documented above that leaders and executives learn 50 per-
cent of what they have learned about being a leader from experience.
It seems reasonable then that presenters would also learn 50 percent
of what they learn from experience. By judicially enhancing the types
of experiences we have, we can enliven both our training and our
keynotes while enhancing our credibility.

2. Learn From Mentors

If you have never experienced a mentoring relationship, we sug-
gest you give it a try because whether you are the mentor or the
“mentee,” you will learn and grow from the experience. If you want to
accomplish a task, learn from others who have gone before. They can
help you farther down the road, faster, just by sharing their successes
and their mistakes.
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David: As a longtime Toastmaster, I have enjoyed a many mentoring
relationships. At least once a week someone phones me to
ask questions about speaking. I answer every one, because to
teach is to learn twice. I find as I explain to others, sometimes
the answer becomes clearer to me. I also always caution those
who seek my help: “Just because I say it’s so, doesn’t mean
it’s so.” And I encourage mentees to think for themselves
after having picked through the advice I've offered.

How do you find a mentor? Look for someone whose skills or expe-
riences correspond to your needs. For example, if you need assistance in
developing a great opening, seek a mentor who begins presentations with
dynamic beginnings. Then ask that person if they will be willing to help.
Not everyone will say yes, but most will, because most people are hon-
ored that you thought enough of them to ask for their advice.

David:I am proud of the fact that I coached Mark Brown as he
prepared for the 1995 Toastmasters World Championship
of Public Speaking. Mark was the quintessential student.
He was eager to learn and a good listener, but more impor-
tantly, he was a good questioner. I watched with pride as he
went from a good questioner to a good thinker. By the end
of our mentoring sessions, he was a well-reasoned decision-
maker and had learned to teach himself. So as he stood on
the stage in 1995 holding the World Championship trophy, I
was every bit as proud of him as I was when I won the title.
But the story doesn’t stop there. Six years later, Mark
mentored Darren LaCroix as he prepared for the 2001 World
Championship. When Darren stood on the stage as World
Champion, I felt that same sense of pride all over again, for
the student had become the teacher.

3. Learn From Coaches

In the development phase, it was probably the additional training that I had
taken along the way, theatre school, modeling, voice coaching, Toastmasters,
and 1 had done a fair amount of professional theatre. 1t all helped in stage

blocking and movement, in learning 1o fill a room, of creating a more powerfi!
presence. The varions coaches 1 have used for speaking have been tremendonsly
helpful, at least when I could accept their feedback! Speaking is a
performing art, where one constantly needs to inmprove, clarify, and enbance.

—Janet Lapp
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Developing your own unique style through coaching is much like
watching a master sculptor in action. By chipping away at the stone
that shouldn’t be there, a sculptor creates his or her own unique de-
sign. Almost all of the Master Presenters we interviewed had worked,
either formally or informally, with one or more coaches or mentors
who helped them chip away at the extraneous, irrelevant, and super-
fluous to unleash their own unique potential. Excellent coaches use
all of their expertise to help you develop your own style; egocentric
coaches work to develop clones of themselves. Excellent coaches can
accelerate your learning and your career; egocentric coaches, ironi-
cally, can hold you back. Excellent coaches help to raise your self-
confidence; egocentric coaches cause you to doubt yourself and your
abilities. Excellent coaches give you options and the confidence to try
them; egocentric coaches demand that you do your presentation their
way and only their way.

In relation to her own coaching and the development of her style,
Janet Lapp says:

I got rid of everything I copied from other people—it is a
process of becoming more and more of who you are, of deciding
and making choices of who you are. It is like the story of Ghandi
and sugar. A woman came to Ghandi and asked him how she
should treat her son who was becoming obese. Ghandi asked her
to come back in two weeks. At their second meeting, he suggested
the boy stop eating sugar. The woman asked Ghandi why he didn’t
tell her that at their first meeting. Ghandi replied, “Because at that
time I was still eating sugar.” We need to use the same process in
regard to the development of our style. We need to decide at a very
fundamental level what to keep and what to eliminate or let go.

Almost every great athlete will tell you about the coaches who
helped him or her develop his or her talents. Finding coaches who can
help you move to the next level is one of the most beneficial things
you can do for your career.

There are two ways to find a coach: on purpose or by accident.
The first way is to look for someone who has the skills and abilities to
be an excellent coach and then ask him or her to coach you. For
example, Brad was going to give a showcase presentation in front of
his peers at the annual convention of CAPS (Canadian Association of
Professional Speakers).
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Brad: I practiced and practiced; worked over the content and de-
livery, in addition to audio and videotaping the presenta-
tion. It was good, but not the excellent presentation that I
wanted. I had the foresight to hire one of Canada’s best
speaking coaches, Fraser McAllan, to coach me. We spent
two hours together. I was surprised that Fraser suggested
very few changes to the content. The main focus of his sug-
gestions was to increase the frequency of my dramatic use
of hand gestures to help me tell the stories that I used to
illustrate my points. My first reaction was that I wasn’t com-
fortable with his suggestions and that I couldn’t do them.
Fraser suggested that I try them and eliminate them if I didn’t
like them. I had also brought along my video camera so we
could see what they looked like. Although this was way out
of my comfort zone, I agreed to give it a try. I had to admit
that the gestures increased drama and poignancy of the story
and made the point [ was trying to make much more impactful
and memorable. I would also like to point out that Fraser,
unlike some of the other coaches I have had, puts equal
emphasis on telling me the things that I do well in addition
to targets for improvement.

The result was that the added hand gestures and more dra-
matic body language increased the effectiveness of my presen-
tation by 100 percent. Not only that, but I learned to use gestures
more effectively in all of my presentations and the coaching I
had continues to help me teach my course on The Seven Strat-
egies of Master Presenters and in the speech coaching I do
with individual clients. All in all, it produced a huge payoff.

Whenever I am coached, I ask if I can videotape the ses-
sion. There is simply too much feedback and this feedback
is too valuable to risk not being able to remember it all. I
also like to compare the “before coaching” version with the
“after coaching” version.

The second way to find a coach is by chance. You may not be
looking for a coach when you accidentally discover someone whose
talents match your needs. The key to this approach is being alert to
opportunities when they present themselves. Chris Beckett is the
manager of a television studio at a local university. Brad hired Chris



The Power of Lifelong Learning | 249

to produce his first video and audio demo tapes, and subsequently, a
two-hour CD program.

Brad: While I hired Chris to produce my audio programs, what I
didn’t plan on was finding a voice coach at the same time.
Chris has a naturally deep baritone voice, the kind of per-
son who sounds like they were born to be on radio. What 1
didn’t realize was how much voice training Chris had had,
and he was willing to pass this knowledge on to me. I also
learned a great deal about audio and video production, all of
which will be immeasurably helpful to me in further devel-
oping my platform skills. It will also help me to produce
even better audio and video recordings of my books.

A good coach’s talent can best be described as being like a highly
focused laser. He or she will hone in on the first part of your presen-
tation and help you develop a “hook” to grab your audience’s atten-
tion. An excellent coach should also have the ability to help you gain
crystal clear clarity on what they are saying and on how to say it, in
addition to focusing on vocal variety and projecting one’s voice, when
to stand still and when and how to move. Lastly, some coaches will
gladly give you some time at no charge, but others who do this profes-
sionally will charge for their services. Coaching is worth paying for if
you want to become a Master Presenter. If your coach is able to bring
you from average to good, or from good to great, the cost for his or
her advice is worth every penny.

Don’t expect a coach, no matter how good he or she is, to trans-
form you. The coach is not supposed to be a Henry Higgins, taking an
Eliza Doolittle and molding her into something she was not. A good
coach will help you identify the strengths you have and enhance them
incrementally. But most importantly, a good coach will show you how
to teach yourself.

In addition to using live coaches, consider getting some of the
best audio and videocassettes of some of the best presentations. One
of our favorites is Gene Griessman’s presentation, Lincoln on Com-
munication.’ Gene Griessman is probably the best character speaker
in the business and his video Lincoln on Communication is perfectly
organized by topic. When we play parts of the tape to our audiences,
they always want to see the whole tape. Another jewel is the audio-
and videotapes of Les Brown from the 2000 National Speakers



250 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

Association’s Annual Meeting in Washington, D.C. We don’t think we
ever heard a speaker speak with more intentionality. Mr. Brown told us
exactly what he was doing as well as why he was doing it. Instructions
on how to order these references appear on page 258.

4. Join a Mastermind Group

The purpose of a mastermind group is to assist in and support its
members in accomplishing those activities that would serve as escala-
tors to move the group members to the next level of success in their
careers. Mastermind groups are groups of like-minded individuals who
collectively help each other develop their abilities through peer
mentoring and by holding each other responsible for achieving spe-
cific goals by specific dates. To be effective, the group should meet at
least once a month. The group that Brad belongs to is occupationally
diverse. It is made up of six individuals: three professional speakers,
two CEOs, and a vice president of a successful company. Conversely,
the mastermind support group that David belongs to is occupation-
ally similar. His group is composed of six world-champion speakers.

Brad: One of the things that I wanted to develop were audio CDs.
I had written four books, but only had one CD program. I
had been talking about developing more CD programs for a
long time, and it was well past time for action. Therefore,
one of the goals I set with my mastermind group was to
complete an additional CD program by a certain date. Be-
cause I set this as an important goal in front of people who
are important to me, I would lose face if I didn’t complete
it, plus they would hound me—I mean, inquire—about the
progress of the CD program. Likewise, one of my counter-
parts in the group is a very talented and eloquent profes-
sional speaker. Because he is the CEO of his company and
is very active with his church and his family, he has not put
pen to paper to develop written descriptions for his presen-
tations. These are absolutely necessary to secure speaking
engagements. This is something that two of us in the group
do quite well, so when he set his goal to develop three first-
rate seminar/keynote descriptions, the other members in the
group acted as coaches and mentors. Another member most
needs to work on writing a book. Her goal is to write a series
of newsletters and then turn these newsletters into a book.
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Yet another member wants to specialize in keynotes on lead-
ership and the goal of the rest of the group is to make sure
that he does everything in his power to achieve that goal.

David: The mastermind group I participate in operates similarly to
Brad’s in that we ask the others to help keep us accountable
for our individual goals. Our group is different, though, in
that all six of us are professional speakers and we all share a
common achievement: We are all world champions of pub-
lic speaking. Once a month, Mark Brown (1995 World Cham-
pion), Craig Valentine (1999 World Champion), Ed Tate
(2000 World Champion), Darren LaCroix (2001 World
Champion), Jim Key (2002 World Champion), and I meet
via conference call. Because of the similarity of our businesses,
we use our group meetings to exchange information that is of
equal benefit to us all. For example, when one of us finds a
product, service, or service provider that we like, we share it
with the others in our group, saving everyone else the time it
would take to research the same information individually.
We share tips on product development and resource sales
and we collaborate on projects that make us more effective
collectively. To an outsider it may seem odd that we would
give away information to others who could be perceived as
“the competition.” However, it’s just the opposite. We know
that all of us together know more than any one of us indi-
vidually, so if we collaborate and cooperate with people who
hold similar standards and goals, we all grow faster. It’s just
like the adage says, “A rising tide lifts all boats.”

All of the members of our mastermind groups, each of whom is a
highly motivated individual, stated that membership in the group has
made them 20- to 30-percent more effective in those areas where they
needed to grow. Warning! Other people will observe the effect of
being in a mastermind group and will want to join, but you have to be
incredibly selective. This is not a group to mentor people who are at a
different stage in development than you are. That can be done in other
venues. All of the people in your mastermind group need to be at
approximately the same level of development. Of course, you will have
different areas of strengths, and this is important because you can help
each other develop those skills, and/or those skills can be applied to
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help each other achieve their goals. The easiest way to say this is that
mastermind groups work best when made up of equally skilled peers.

5. Learn How to Think Like the Experts

Become a student of the world’s best presenters. We can study
the world’s best presenters by listening to their audiotapes, viewing
their videotapes, watching them on television, in movies, and, wher-
ever possible, by observing them in person. For example, Winston
Churchill became one of the most masterful presenters of the 20th
century. However, he was not a “naturally gifted” speaker. In fact, as a
child, he stuttered badly. Yet he became one of the world’s greatest
orators. The stories of how Churchill, Gandhi, John Kennedy, Barbara
Jordan,* and Barbara Coloroso® came to understand and apply skills
of other Master Presenters makes fascinating study and demonstrates
that none of the eminent speakers who we might choose to emulate
were “born speakers.” Each had to work at it, just like master chess
players or golf pros. To become a Master Presenter, we must learn
from the experts. You can begin by researching excellent presenters
on the Internet, in books, in movies, on videotapes, on CDs or audio-
tapes, and through in-person or telephone interviews.

HE e As shown below, make three columns. In the first col-
XERCISE .
3.1 umn, list the names of. several expert presenters and
influencers you would like to know more about. In the
second column, list what you would like to learn. For ex-
/ ample, how they accomplished what they did and the strat-
egies, skills, and methods they used to achieve their results.
In the third column, list the resources you will use to re-
search the expert(s) you have chosen. For example, you
might want to learn more about powerful beginnings, storytelling, and
the use of vocal variety. Some examples of the resources you could use are:
the Internet, library, audiotapes, and/or videotapes of presentations and
books of effective presentation skills.

Name of Expert at I Would Like to Learn Resources
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6. Interview the Best Presenters You Can Find

Another proven method to continue the lifelong learning process
of developing and delivering top-notch presentations is to interview
the best presenters you know personally or those you do not know
but would agree to be interviewed. You can select people who are
well-known presenters, such as professional speakers, business lead-
ers, entrepreneurs, politicians, community leaders, ministers, or ad-
vocates, and simply ask if you can set up a 10- to 15-minute appointment
to gain information and insights. You can use both your time and
theirs more effectively if you do some pre-interview homework. Find
out as much as you can about a specific presenter’s style and/or most
accomplished presentation by preparing high-yield questions regard-
ing strategies, methods, and techniques that they found effective. High-
yield questions invite the person you are interviewing to share
information at the most meaningful level possible. Examples of high-
yield questions are: “What did you learn as you developed and deliv-
ered effective presentations that you would have liked to have known
before you entered into your profession?” and, “What lessons about
developing and delivering effective presentations would you want to
pass on to someone who was entering your line of work?”

Alternatively, you can list three aspects of developing and deliver-
ing effective presentations about which you want to learn more. We
used both approaches in interviewing the Master Presenters who con-
tributed their stories and expertise to this book. We also learned and
benefited greatly from their experience, and this increased the breadth
and depth of our knowledge to a degree previously unimagined.

nnnnnnnnnnnn
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E Being very specific, list three aspects of developing and deliv-

XERCISE . . . .
ering effective presentations about which you want to learn

8-2 . .
more. Examples of topics are learning how to be more dy-
§§ namic, more forceful, more creative, or some other aspect
you want to develop. List up to three topics. Under each
topic, list the names of three people who you could interview
to learn more. Complete one set of interviews, learn all you
can, document and record all that you have learned, and then apply some of
those lessons before going on to the next topic.

Topic(s) Person to Interview Resource(s)
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7. Learn from the Best Books, Movies, and Courses

After winning the World Championship of Public Speaking in 1999 in Chicago, 1
came back to the Baltimore—Washington International Airport, and the first thing 1
did was to get another book on the art of public speaking.

—Craig Valentine

Learning effective presentation skills is a lifelong process. In a very
real sense, reading this book is only the beginning of that process. To
answer the question, “Where do I go from here,” we have listed several
suggestions on how to find the best information possible.

Learning From Books and Films: A bibliography of more than 50
of the best books, and audio- and videotapes on presentations skills
can be found in Appendix B. Each reference is described in enough
detail to help you make an informed choice about whether it would be
helpful to you in further developing your skills.

Learning From Courses and Speaking Organizations: Excellent
courses of study, some programmed and some self-directed, are avail-
able through a number of organizations. We list some of them here:

Toastmasters International® is the world’s largest organization to
help develop speaking, listening, and leadership skills. At Toastmas-
ters, members learn by speaking to groups and working with others in
a supportive, encouraging environment. A typical Toastmasters club
is made up of 20 to 40 people who meet once a week for one to two
hours. Each meeting gives participants an opportunity to practice
conducting meetings, giving impromptu speeches, presenting prepared
speeches, and offering constructive evaluation.

There are many advantages to Toastmasters. First, they have been
in the business of helping individuals present more effectively since
1924. Second, you can start at a level with which you feel comfortable
and gradually and systematically move up to more complex presenta-
tions. Third, there is ample opportunity to practice, as most clubs meet
two to four times a month. If you miss a meeting, you can attend a
meeting on a different night or at another club in your area, or you can
visit a club at another location if you are traveling. With more than
8,000 clubs internationally, finding a club is a relatively simple task.

At the National Speakers Association (NSA)” Annual Meeting, you
can see presentations by some of the best presenters in the business.
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Breakout and workshop sessions are designed to help you accelerate
your skills. You can also attend the “Meet the Pros™ session, which is
made up 10 individuals who get to sit down with a professional speaker
for 20 minutes to discuss a specific topic on speaking. You can meet
with three different pros and learn about three different areas of in-
terest. It is amazing how much material can be covered in such a
short period of time. Because the group is small and intimate, you can
also get burning questions answered and make contact with an expert
with whom you can talk to or correspond in the future. The array of
topics presented is impressive. David has been attending NSA meet-
ings since 1991 and Brad since 1997. We both agree that one of the
biggest mistakes we made in our careers was not joining sooner.

The NSA Youth Leadership Conference is the best-kept secret at
NSA. The program is open to children ages 10 to 16, and because it is
set up as a parallel conference and run at the same times as the adult
sessions, the children are completely looked after and their parents
can take full advantage of the adult conference.

Brad: My children and I first attended together in 2000 in Wash-
ington, D.C. I thought the Youth Leadership Conference
would be a good experience for them, to help them learn
about the speaking profession, to be exposed to some of the
best speakers in the world, and for us to have a first-class
holiday all at the same time. When I explained what would
likely happen at NSA, they said that it sounded too much
like summer school, were afraid that we would spend too
much time in Washington’s museums—and therefore would
prefer not to go. The end result, however, was that NSA was
the highlight of our summer.

After a morning of sightseeing on the first day of the confer-
ence, my children and I attended the orientation session.
The speaker for the opening session was the one and only
Zig Ziglar. After the session was over, the parents were asked
to leave, were told to relax for the rest of the afternoon,
attend the opening session, and pick the kids up at 10 p.m.
The children heard some of the best presenters in the world,
including a visit from Abraham Lincoln, a.k.a. Gene
Griessman.
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The youth counselors and the people who directed the pro-
gram were, in my children’ words, “awesome.” Their goal
was to have a better conference than the adults, and clearly
in my children’s eyes, they did. In fact, these same children
who originally did not want to go to NSA in Washington had
such a good time that they couldn’t wait to go to the next
NSA Youth Leadership Program.

There are many good reasons for people who want to improve their
presentation skills to attend NSA. If you have children, you now have
another reason to go, because it is never too early to start learning.

The National Speakers Association of Australia® was established in
1987 and its foundation and evolution has been modeled on its U.S.
counterpart. The National Speakers Association of New Zealand’ was
formed in 1994. These organizations exist to develop, promote, and
uphold the highest possible standards of the profession for the benefit
of their members and the public they serve. Any person who has an
interest in the speaking industry is eligible to apply for membership.

The Professional Speakers Association (PSA)" is a an organization
for professional speakers in Europe. PSA supports its members in
developing their presentation skills, to share best practices, and to
increase the awareness of the importance of professional speaking.
There are currently seven chapters in England and one each in Scot-
land, Ireland, and Paris/Brussels.

The Canadian Association of Professional Speakers (CAPS)" is
Canada’s professional association for speakers, trainers, and facilita-
tors. Just like NSA, CAPS has annual meetings where you can see and
learn from the best speakers in Canada. CAPS currently has 11 chap-
ters across Canada. Chapter locations and meeting times can be found
on the CAPS Website. Just like the other national associations, CAPS
offers tremendous value to it members.

Brad McRae and David Brooks offer basic and advanced courses
on The Seven Strategies of Master Presenters. Custom-designed courses
and individual coaching sessions are also available. McRae and Brooks
Seminars'> have trainers available across Canada and in the United States.

Lastly, most colleges, universities, and local and national training
organizations offer courses in presentation skills. Nationally, Dale
Carnegie® offers a presentations course as does the Christopher Leader-
ship Course' As the quality of these courses is directly proportional to
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the abilities of the person teaching the course, use your research skills
to find the right course and the right level of training to best meet
your specific needs. Warning! Don’t judge a course by its brochure.
Use your research and networking skills to find the ones that offer
the most value for your needs.

We all know from elementary school arithmetic that 3 + 3 = 6.
We also know that 3 X 3 = 9. Synergy is powerful. Synergy is based on
the effects of combining some work in all of the areas listed above.
Combining experience, mentoring, coaching, books, and courses re-
sults in compounded learning.

At this point it would be easy to congratulate yourself for having
read this book and then put the book down. However, that would be a
grave mistake. For Master Presenters and would-be Master Present-
ers, now is the time to take constructive action, and the action plan
that follows is designed to help you do just that.

Helen Keller said that “life is either a daring adventure or it is
nothing.” In your presentation adventures, we wish you Godspeed.

—Brad McRae and David Brooks

AcTioN PLAN

To overcome resistance to change, we must not only choose what to
do, we must do it with persistence, commitment, diligence, and dogged
determination. We must also be equally committed to what we are
going to stop doing—in order to make room for that which we wish to
start. Lastly, we must continue doing those things that have made
us successful in the first place.

Start;

Stop:

Continue:
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The Who’s Who of
Master Presenters

Richard Bolles, Best-Selling Author

Richard Bolles is one of the world’s most innovative presenters. He is also the
author of the phenomenal best-seller What Color is Your Parachute? (Ten Speed
Press, 2003). This book, first printed in 1970, and rewritten every year since 1975, has
sold more than 7 million copies. Richard’s Website is www.jobhuntersbible.com.

Les Brown, CPAE, and Golden Gavel Award Winner

Les Brown is one of the world’s most inspirational speakers. In 1989, he was the
recipient of the National Speakers Association’s highest honor: The Council of
Peers Award of Excellence (CPAE). In addition, he was selected one of the
World’s Top Five Speakers for 1992 by Toastmasters International and has been
awarded Toastmasters’ Golden Gavel Award. To learn more about this outstand-
ing international speaker, visit Les’s Website at www.lesbrown.com.

Mark Brown, 1995 World Champion of Public Speaking

Mark Brown speaks to several thousand students each year. His ability to connect
with children of all ages makes him in high demand by students, teachers, and
school administrators across North America. To learn more about Mark visit
www. MarkBrownSpeaks.com or www.WorldChampionSpeakers.com.

Bill Carr, Humorist
Bill Carr is one of Canada’s most hilarious speakers who also helps his
audiences see ordinary events in extraordinary ways. You can contact Bill at
carrbill@ns.sympatico.ca.
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Chris Clarke-Epstein, CSP

Chris Clarke-Epstein is one of the most respected speakers in North America and
past president of the National Speakers Association. She is noted for being one of the
most authentic and natural presenters in the world. Chris is also the author of several
books including The Instant Trainer. Chris’ Website is www.chrisclarke-epstein.com.

Warren Evans, CSP, HoF (CAPS Hall of Fame Member)

Warren Evans is a powerful blend of “facts, hope, and fun.” His presentations
combine statistics with common sense and humor to help his audiences make
sense of the numerous trends swirling around us. Warren looks at the interplay
between economics, corporate restructuring, demographics, globalization, tech-
nology, and psychographics to provide insights into social trends and the future of
work. Warren is also a past president of the International Federation of Profes-
sional Speakers. Warren’s Website is www.wevans.com.

David Foot, Author/Speaker

David Foot is an economic demographer. In most people’s hands this would be a
very dry topic indeed. Not so with David. David is one of North America’s most
creative thinkers on this topic. His sense of intellectual curiosity, passion, and
sense of humor are infectious. David is known for both his outstanding content,
his ability to customize his content to his audience’s needs, and his rollicking
good, fun style of delivery. Once you have heard David present, you will not forget
either his message or his style. Articles that demonstrate the quality of David’s
content can be found at www.footwork.com.

Bob Gray, Author/Speaker

Bob Gray is among the most unique Master Presenters we have seen. Bob is the
only person in the world who can speak backwards and write upside down at the
same time. His memory feats and style are absolutely unique. Bob’s mantra is,
“There is no such things as a bad memory...only an untrained one!” Bob has
appeared on Ripley’s Believe It Or Not, ABC’s Live with Regis and Kelly, NBC’s
Today Show, and on the CBC and BBC. You can learn more about Bob and see
and his unique style on his Website www.memoryedge.com.

Rudolph Giuliani

Rudolph Giuliani was mayor of New York City at the time of the September 11,
2001 terrorist attacks. It is because of his leadership during that time that he
became known as America’s mayor. You can learn more about Mayor Giuliani’s
approach to presentation by reading his best-selling book, Leadership (Miramax
2002).
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Gene Griessman, Author/Speaker

Gene Griessman is one of the world’s best character presenters, and the character
he brings to life is Abraham Lincoln. In fact, Gene has played Lincoln so frequently
and studied Lincoln’s life in such depth, that Gene’s friends and colleagues are
never quite sure if it is Gene Griessman playing Abraham Lincoln or Abraham
Lincoln playing Gene Griessman. The CareerTrack video starring Gene Griessman
titled, Lincoln on Communication is a classic in the field and one of the best
instructional videotapes ever made. Gene’s Website is www.presidentlincoln.com.

Lou Heckler, CSP, CPAE

Balancing wisdom, wit, and dynamic delivery, they just don’t come better than
Lou Heckler. Lou presents on Peak Performance, Customer Service, and Leader-
ship By Example. Professional speakers throughout North America also ask Lou
to help them create more effective presentations, focusing on speech organiza-
tion and delivery techniques. Lou’s Website is www.louheckler.com.

Jim Key, 2003 World Champion of Public Speaking

Jim Key is an example of persistence. He finished second in the World Champi-
onship of Public Speaking in 2001 and again in 2002. Many people would be
discouraged when coming up short the first time, let alone the second time. But
with determination and resolve, Jim went after his goal a third consecutive time
becoming the 2003 World Champion. To learn more about Jim, visit
www.JimKey.com or www. WorldChampionSpeakers.com.

Darren LaCroix,
2001 World Champion of Public Speaking

Darren LaCroix is not afraid to stand up and say “I failed, and yes, it hurt.” This
message is what propelled Darren to the top in the 2001 World Championship of
Public Speaking by reminding the audience that we all have “ouch” moments, but
that the most important moment is when we take the step after the “ouch.” Darren
illustrates his message with powerful personal examples. To learn more about
Darren, visit www.humor411.com or www. WorldChampionSpeakers.com.

Peter Legge, CSP, CPAE, and Golden Gavel Award Winner

Peter Legge is a business owner, author, presenter, and volunteer extraordinaire.
He is a Toastmasters International Golden Gavel Award winner, and is an ac-
knowledged Master Presenter by such organizations as the National Speakers
Association and the Canadian Association of Professional Speakers. Peter’s
Website is www.canadawide.com.
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Janet Lapp, CSP, CPAE

Janet Lapp is one of the most sought-after speakers in the world today on how to
adapt to an information society, and how to develop the skills to thrive with
current and future change. Janet’s Website is www.lapp.com.

Stephen Lewis, United Nations Secretary General’s
Special Envoy for HIV/AIDS in Africa

Stephen Lewis has held the offices of the Canadian Ambassador to the United
Nations, special adviser to the UN Secretary General on Africa, Assistant Secre-
tary General with UNICEF, and currently is the Secretary General’s Special
Envoy for HIV/AIDS in Africa. Mr. Lewis is a world renowned orator who uses
words of eloquence to make the world, especially Africa, a better place. Learn
more about the Stephen Lewis Foundation at www.stephenlewisfoundation.org.

Terry Paulson, CSP, CPAE

Terry Paulson is one of America’s top-rated professional speakers who speaks on
“Soaring on the Wings of Change.” He is also a past president of the National
Speakers Association. Terry is rated as one of the top 50 speakers in the United
States in The Speaking Industry Report 2002 by Lilly Walters. Terry’s Website is
www.terrypaulson.com.

Ian Percy, CSP, CPAE, HoF (CAPS Hall of Fame Member)

Ian Percy is an internationally acclaimed business and motivational speaker,
registered organizational psychologist, author, Certified Speaking Professional,
and member of both the U.S. and Canadian Speaker Halls of Fame. Ian has also
been recognized as “One of the top 21 speakers for the 21st century!” by Success-
ful Meetings magazine. Ian speaks about High Performance Leadership, Insight-
ful Change, Corporate Vision and Purpose, Achieving Competitive Advantage,
and Finding Meaning in Work. You can visit Ian’s Website at www.ianpercy.com.

Bob Pike, CSP, CPAE

Bob Pike is the master of participant-centered learning. He is known for his
ability to get the audience involved even before the presentation begins. Bob
believes that participants learn best when actively engaged in the learning pro-
cess, and his participant-centered model unlocks that power to learn and to dra-
matically increase retention and application. Bob Pike’s Website is a must-visit
at www.bobpikegroup.com.
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Nido Qubein, CSP, CPAE,
and Golden Gavel Aware Winner

Nido is a keynote speaker, seminar leader, corporate consultant, successful busi-
nessman, and author of many books and cassette learning systems. Nido doesn’t
just talk business, he lives it. He is an entrepreneur with active interests in banking,
real estate, and advertising. As a “business insider” with extensive boardroom
exposure, he’s in touch with the challenges confronting today’s businesses and
organizations. You can visit Nido’s Website at www.nidoqubein.com.

David Ropeik, Author/Speaker

David Ropeik is the Director of Risk Communications at the Harvard Center for
Risk Analysis and is responsible for communicating the Center’s approach of
keeping risk in perspective to the press, policy makers, and the public. He is also
the coauthor of Risk: A Practical Guide for Deciding What'’s Really Safe and
What'’s Really Dangerous in the World Around You (Houghton Mifflin Co., 2002).
With the world facing such challenges as West Nile virus, SARS, and terrorism,
David and his research are in great demand. Prior to joining Harvard, he was a
television reporter and news anchorman. He twice won the DuPont-Columbia
Award, often referred to as the Pulitzer Prize of television journalism. Visit
David’s Website at www.hcra.harvard.edu/ropeik.html.

Jeanne Robertson, CSP, CPAE, and Golden Gavel
Award Winner

Jeanne Robertson has been recognized by her peers with the top awards in speak-
ing. In 1989, she became the first woman to receive the Cavett Award, the highest
award of the National Speakers Association. In 1998, she became the first and still
the only female professional speaker to receive the Golden Gavel Award, the top
honor presented by Toastmasters International to non-Toastmasters. You can
visit Jeanne’s Website at www.jeannerobertson.com.

Mark Sanborn CSP, CPAE

Mark Sanborn is known internationally as a “high-content speaker who moti-
vates.” He presents 90 to 100 programs every year on leadership, team building,
customer service, and mastering change. In addition to speaking, consulting, and
training, Mark is president of Sanborn & Associates, Inc., an idea lab dedicated to
developing leaders in business and in life. You can visit Mark’s Website at
www.marksanborn.com.

Martin Seligman, Ph.D., Author/Speaker

Martin Seligman is the Fox Leadership Professor of Psychology in the Depart-
ment of Psychology at the University of Pennsylvania. He is also a best-selling
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author and was elected President of the American Psychological Association in
1998 by the largest vote in modern history. His main area of research and practice
is Positive Psychology and his mission is to Using the New Positive Psychology to
Realize Your Potential for Lasting Fulfillment.” Martin’s Website is
www.authentichappiness.org.

Tom Stoyan, HoF (CAPS Hall of Fame Member)

Tom Stoyan has served is a Master Coach to sales and management professionals
for more than 15 years. He coaches professionals to get the best out of themselves
and others by breaking through the barrier from “knowing” to “doing.” He is the
founding president of the Ontario Chapter of the National Speakers Association
that later became the Canadian Association of Professional Speakers (CAPS)
and was the first inductee into the Canadian Speaking Hall of Fame. Tom’s
Website is www.canadasalescoach.com.

Ed Tate, 2000 World Champion of Public Speaking

Ed Tate is an “attitude-improvement specialist” who works with corporations
and associations in transition. An international keynote speaker, trainer, and
author, he has earned a reputation as a speaker who energizes, educates, and
entertains. To learn more about Ed, visit www. WorldChampionSpeakers.com.

Harold Taylor, CSP, HoF (CAPS Hall of Fame Member)

Harold Taylor is the president and CEO of Harold Taylor Time Consultants
Inc., and one of a very few and select people to be inducted into the Canadian
Association of Professional Speakers” Hall of Fame. He is also one of North
America’s leading experts in time management, having written 13 books and
hundreds of articles. Harold’s Website is www.taylorontime.com.

Craig Valentine,
1999 World Champion of Public Speaking

Great presentations often use a metaphor. One of the best metaphorical presenta-
tions you will have the pleasure of listening to is The Snake Bite by Craig Valen-
tine. Craig works with organizations on strengthening leadership and management
in order to maximize effectiveness. His message stays with and inspires audiences
long after he has walked off of the platform. To learn more about Craig, visit his
Website at www.craigvalentine.com or www. WorldChampionSpeakers.com.



APPENDIX

References

Speaking and Speechwriting

Ailes, Roger, with Jon Kraushar. You Are the Message: Getting What You Want
By Being Who You Are. New York: Doubleday, 1995.

Anderson, Dan. “How to Prepare for Presentations.” Training, December 1983,
pp- 98-108.
Arredondo, Lani. How to Present Like a Pro. New Y ork: McGraw-Hill, 1990.

Booher, Dianna. Speak With Confidence: Powerful Presentations That Inform
Inspire and Persuade. New York: McGraw-Hill, 2002.

Broad, Mary and John Newstrom. Transfer of Training: Action-Packed
Strategies to Ensure High Payoff from Training Investments. Reading,
Mass.: Addison-Wesley Publishing Company, 1992.

Brody, Marjorie and Shawn Kent. Power Presentations: How to Connect with
Your Audience and Sell Your Ideas. New York: John Wiley & Sons, 1992.

Brody, Marjorie. Speaking Your Way to the Top: Making Powerful Business
Presentations (Part of the Essence of Public Speaking Series). New York:
Allyn & Bacon, 1997.

Carnegie, Dale. The Quick & Easy Way to Effective Speaking. New York:
Pocket Books, 1962.

Charney, Cy. The Portable Mentor: Your Complete Guide to Getting Ahead in
the Workplace. Toronto, Ontario: Stoddart Publishing Co. Ltd, 2000.

Cooper, Betty K. Speak With Power: Six Steps and Eight Keys for Speaking
Success. Calgary, AB: Pow!-R Publications, 1994.



References | 265

Dawson, Roger. Secrets of Power Persuasion: Everything You'll Ever Need to
Get Anything You’ll Ever Want. New Y ork: Prentice Hall, 1992.

Decker, Bert with James Demey. You ve Got to Be Believed to Be Heard. New
York: St. Martin’s Press, 1993.

Diestra, Diane. Knockout Presentations: How to Deliver Your Message with
Power, Punch, and Pizzazz. Madison, Wis.: Chandler House Press, 1998.

Glickstein, Lee. Be Heard Now! Tap Into Your Inner Speaker and
Communicate With Ease. New York: Broadway Books, 1998.

Henschel, Tom. “How to Talk so Your Audience Will Listen: Three
Ingredients for Killer Presentations.” The 1996 Annual: Volume 1,
Training, San Diego, Calif.: Pfeiffer & Company, 1996, pp. 171-187.

Hoff, Ron and Barrie Maguire (Illustrator). I Can See You Naked: A Fearless
Guide to Making Great Presentations. Kansas City, Mo.: Andrews McMeel,
1992.

Hoff, Ron. Say It In Six. Kansas City, Mo.: Andrews and McMeel, 1996.

————. Do Not Go Naked into Your Next Presentation: Nifty Little Nuggets to
Quiet the Nerves and Please the Crowd. Kansas City, Mo.: Andrews and
McMeel, 1997.

Humes, James C. Podium Humor: A Raconteur’s Treasury of Witty and
Humorous Stories. New York: Harper & Row, Publishers Inc., 1975.

. The Sir Winston Method: The Five Secrets of Speaking the Language of
Leadership. New York: William Morrow and Co., Inc., 1991.

. More Podium Humor: Using Wit and Humor in Every Speech You
Make. New York: Harper Perennial, 1993.

. Speak Like Churchill, Stand Like Lincoln: 21 Powerful Secrets of
History’s Greatest Speakers. Roseville, Calif.: Prima Publishing, 2002.

Jeary, Tony. Inspire Any Audience. Tulsa, Okla.: Trade Life Books, Inc., 1997.

Leech, Thomas. How to Prepare, Stage, & Deliver Winning Presentations. New
York: AMACOM, 1993.

Linkletter, Art. Public Speaking for Private People. Indianapolis, Ind.: The
Bobbs-Merrill Company, Inc., 1980.

Mandel, Steve. Effective Presentation Skills: A Practical Guide for Better
Speaking, 3rd Edition. Los Altos, Calif.: Crisp Publications, Inc., 2000.

Matekja, Ken and Diane Ramos. Hook 'em. New York: American
Management Association, 1996.

Noonan, Peggy. On Speaking Well: How to Give a Speech with Style, Substance,
and Clarity. New York: First Regan Books/Harper Perennial, 1999.



266 / THE SEVEN STRATEGIES OF MASTER PRESENTERS

Paulson, Terry. 50 Tips for Speaking Like a Pro. Menlo Park, Calif.: Crisp
Publications, Inc. 1999.

Peoples, David A. Presentations Plus (Second Edition). New York: John Wiley
& Sons, 1992.

Robertson, Jeanne. Don’t Let the Funny the Funny Stuff Get Away. Houston,
Tex.: Rich Publishing Company, 1988.

Slutsky, Jeff and Michael Aun. The Toastmasters International Guide to
Successful Speaking: Overcoming Your Fears, Winning Over Your
Audience, Building Your Business & Career. Chicago, Ill.: Dearborn
Financial Publishing, Inc, 1997.

Smith, Terry C. Making Successful Presentations. New York: John Wiley &
Sons, 1991.

Spicer, Keith. Winging It: Everybody’s Guide to Making Speeches Fly Without
Notes. Garden City, N.Y.: Doubleday & Company, 1982.

Spicer, Keith. Think on Your Feet: How to Organize Ideas to Persuade any
Audience. Toronto, Ontario: Doubleday Canada Ltd., 1985.

Stevenson, Doug. Never Be Boring Again. Colorado Springs, Colo.: Cornelia
Press, 2003.

Thomas, Stafford H. Personal Skills in Public Speech. Englewood Cliffs, N.J.:
Prentice-Hall, Inc., 1985.

Toogood, Granville N. The Articulate Executive. New York: McGraw-Hill,
Inc., 1996.

Urs Bender, Peter. Secrets of Power Presentations. Toronto, Ontario:
WEBCOM, 1991.

Walters, Lilly. What to Say When...You're Dying on the Platform: A Complete
Resource for Speakers, Trainers, and Executives. New York: McGraw-Hill,
1995.

Wohlmuth, Ed. The Overnight Guide to Public Speaking. Philadelphia, Pa.:
Running Press, 1983.

Wydro, Kenneth. Think on Your Feet: The Art of Thinking and Speaking Under
Pressure. Englewood Cliffs, N.J.: Prentice-Hall, Inc., 1981.

Quotations/Anecdotes

Bartlett, John and Justin Kaplan, (Ed.) Bartlett’s Familiar Quotations: A
Collection of Passages, Phrases and Proverbs Traced to Their Sources in
Ancient and Modern Literature 17th Edition. New York: Little, Brown &
Co., 2002.

Simpson, James B. (Ed.). Simpson’s Contemporary Quotations: Most Notable
Quotes from 1950 to Present. New York: HarperResource, 1997.



References | 267

Safire, William and Leonard Safir, (Eds.). Words of Wisdom: More Good
Advice. New York: Simon & Schuster, A Fireside Book, 1989.

Prochnow, Herbert. A Treasury of Humorous Quotations for Speakers, Writers
and Home Reference. New York: Harper Collins, 1969.

Language and Grammar
Bernstein, Theodore M. Do’s, Don’ts and Maybes of English Usage. New Y ork:
Times Books, 1977.

Strunk, William Jr. and E.B. White. The Elements of Style 4th Edition. Upper
Saddle River, N.J.: Pearson Allyn & Bacon, 2000.

Miscellaneous Reference
Wetterau, Bruce. New York Public Library Book of Chronologies. 1990. New
York: Hungry Minds Inc., 1994.

Park, Ken. World Almanac and Book of Facts. New York: [World Almanac]
Scripps Howard Company, 2003

Audio Tapes/CDs/Videos

Convention Cassettes Unlimited

74-923 Hovley Lane East, Suite 250

Palm Desert, CA 92260

Toll-free: 1-800-776-5454 Fax: 1-760-773-9671
E-mail: info@ConventionCassettes.com
Website: www. ConventionCassettes.com

Available from Convention Cassettes:

The Alfred Hitchcock Effect: Build Suspense into Every Story, Ann Bloch, NSA
2000 Annual Convention

Crafting Magical Moments, Jeanne Robertson, NSA 2000 Annual Convention
Kids Are Worth It, Barbara Coloroso, www.kidsareworthit.com

Lincoln on Communication, Gene Griessman, www.presidentlincoln.com
Making Time Work for You, Harold Taylor, www.taylorontime.com

Motivational PEG Session, Mark Victor Hanson, NSA 2001 Annual
Convention

The Pause that Builds Applause, L.ou Heckler, NSA 2001 Annual Convention,
Tape #59

Presentation Magic by the Motivator, Les Brown, NSA 2000 Annual Convention
Presenting To Win: The Art of Telling Your Story, Jerry Weissman, March 2003



APPENDIX

The Master Negotiator’s
Preparation Form™

Interests

Our Interests Their Interests

The Prize: The Ultimate Outcome from the Negotiation

Our Prize Their Prize
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Options at the Table

Our Options Their Options
1 1
2 2
3 3.
4 4

Standards/Objective Criteria

(Objective standards or objective criteria help the parties look at
the negotiation much more objectively and make it easier to reach
an agreement)

L

Offers

¢ Aspire to?
(The best arrangement you could get)

¢ Content with?
(Satisfactory)

¢ Live with?
(Acceptable minimal settlement)
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BATNA (Best Alternative To a Negotiated Agreement)

Our BATNA

Their BATNA

Leverage

Our Leverage

Their Leverage

Possible Trade Offs/Concessions

Our Trade Offs/Concessions

Their Trade Offs/Concessions

Type of relationship I would like to have during
and after the negotiation:
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My partner’s negotiation style is:

The style I will use in this negotiation is:

Muscle Level: The amount of Power or Force
I will bring to the table:

L N

Our Opening Statement
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Checklists

Speakers are, for the most part, road warriors. Few of us have the luxury of
speaking only in our home towns; the rest of us have to travel extensively to and
from speaking engagements. And as every frequent flyer knows, it can be mad-
dening to arrive at your destination only to discover that a key piece of equipment
you thought you had packed is still sitting at home. The checklists on the follow-
ing pages will help you think through your packing process.

Checklist 1: Don’t Leave Home Without It

Travel documents: airline tickets, government-issued ID,
frequent flyer ID number for all airlines (in case you end up on
a different airline than you intended).

Hotel information: reservation confirmation number, street
address, telephone number, and driving directions.

Rental car information: reservation confirmation number,
pick-up location, frequent-renter ID number.

Cell phone, complete with fully charged battery, battery charger,
hands-free earpiece for states that require them when driving.

Pre-paid long-distance calling card for remote locations in which
your cell phone won’t work or is not part of your service system.

Laptop computer, complete with fully charged battery, AC
adapter/battery charger, telephone cable for modem, blank
floppy disks and/or blank CD-R disks, remote control mouse.

Handouts, including not only a printed copy but a backup copy
of your handouts in your laptop computer and a second backup
copy of your handouts on disk.
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Cables and wiring, including video cable to connect your
notebook computer to an LCD projector, and a multi-outlet power
strip.

Essential office supplies, including legal pads, note cards, paper
clips, pens, pencils, highlighter, mini-stapler, calculator.

Large-display LCD travel clock to keep your presentation on
time in rooms in which wall clocks are not visible.

Resource material, including free items as well as items you
may have to sell.

Sales material, including credit card imprinter, charge slips,
order forms, merchandise bags.

Repacking material, including sealing tape and shipping labels.

Checklist 2: Preparing the Room,
Both Front and Back

(Check the following well before the audience arrives.)

Microphone

Is the volume and tone adequate?

Are there feedback or radio frequency issues?

Will you be sharing a microphone with the person who
speaks immediately before you?

If sharing a mike, how long you will have to make the
transfer of equipment?

Lighting

Does the lighting illuminate you in the best possible manner?
Are there dark voids in the speaking area?

If the lighting will be adjusted for your presentation, where
are the dimmers/switches?

If the lights will be adjusted as you speak, who will assist you
with the task?

Introduction

Have you supplied a printed, large-type printout for your
introducer?

Have you verified that the introducer can pronounce
troublesome words?

Have you determined if the introducer will wait center stage
for you to arrive at center stage?
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Room setup

Is the room a comfortable temperature?

Are the seats arranged for an optimum speaking
environment?

If you are the only speaker, have you arranged the room to
suit your needs?

Have you taped off the last few rows of seats to “encourage”
attendees to sit at the front?

Is your lectern properly set up with any material you may
need as you speak?

Back-of-the-room setup

If you have resources to sell, have you set the tablein a
high-traffic area?

Do you have appropriate signage?

Are prices clearly marked on individual items and multi-item
packages?

Do you have an assistant who can help with sales?

Will an assistant be able to watch your table to prevent
“five-finger discounts”?

Do you have free items on the table to encourage traffic?

Checklist 3: Things You Don’t Want
to Leave Behind

In the crush of activity as you conclude a presentation, it is easy to
overlook many items you brought in. We recommend you ask your host to
assign one person to be responsible for gathering the following at the end
of your presentation:

Any item left on the lectern, including notes, clock, remote
controller for mouse, any props or remaining giveaway items.

Any speaker gift you may have been presented.

Notebook computer, including your remote control receiver
(attached to a USB port), LCD cable, multi-plug power strip.

Unused handouts in the seats

Unsold resource material from the back of the room, including
resource order forms, credit card slips, credit card imprinter.
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Conclusion
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This article is published on Nido Qubein’s Website at
www.nidoqubein.com. We highly recommend that you visit his Website
and read the rest of the article as Nido goes on to eloquently discuss how to
identify the learning style of your organization and the importance of being
proactive in pursuing educational opportunities.

McCall, Morgan, Michael Lombardo, and Ann Morrison. The Lessons of
Experience: How Successful Executives Develop on the Job. New York:
Lexington Books, 1988.

Avideo or CD version of this masterful presentation is available from
Gene Griessman at 127352 Sunset Blvd., Suite D604 Pacific Palisades,
Calif. 90272. www.presidentlincoln.com.

Barbara Jordan was a United States Congresswoman who became the voice
of moral authority during the Watergate hearings. She was also the keynote
speaker at the 1976 Democratic National Convention and the first black
woman from the south to be elected to the U.S. House of Representatives.
Barbara Coloroso is the award-winning expert on parenting and the author
of the book Kids Are Worth It! (New York: HarperResource, 2002). Kids
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www.nsa.org. The National Speakers Association (NSA) became a partner
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memberships, encourage the formation of new associations for professional
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www.nationalspeakers.org.nz.
www.professionalspeakers.org.
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You can visit McRae Seminars at www.bradmcrae.com and Brooks
Seminars at www. DavidBrooksTexas.com.

www.dalecarnegie.com. Dale Carnegie Training® has helped individuals
become successful professionals for nearly a century. They offer a
comprehensive catalog of courses, seminars, and training products that
enable participants to grow and prosper both professionally and
personally. The course they offer that is most germane to the topic of this
book is High Impact Presentations.

www.christophers.org. The Christopher Leadership Course helps
participants gain self-confidence and learn speaking skills through a 10-
week program. It is especially helpful for those who need to overcome
their fear of speaking in front of a group. Participants begin by presenting
silly prepared poems, which helps participants relax, release tension, and
feel more comfortable. Participants eventually move on to present their
own prepared speeches. As the program progresses, the speeches become
longer and participants are asked to work on a project that puts them in the
position of leadership, allowing participants to further develop confidence.
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spoken to multiple thousands of business communicators, David claims one
additional distinction: over the past 13 years he has spoken to more Toastmasters
than anyone else in the world. Major international corporations have brought
David in to train their employees in effective presentation skills. He was the
highest rated trainer with a multinational seminar company for three consecutive
years, and he has appeared on nationwide television and radio broadcasts in the
United States, Canada, and Oman.



McRae and Brooks Seminars:
Helping You Get What You Deserve

The Seven Strategies of Master Presenters Seminar

This highly interactive two-day seminar will help you master the Seven
Strategies of Master Presenters. The seminar is taught by Brad, David,
and our associates across the United States, Canada, and
internationally.

Keynotes and Seminars by Brad McRae

Brad’s presentations are powerful and professional. His most requested
keynotes and seminars are:

¢ The Seven Strategies of Master Presenters

¢ The Seven Strategies of Master Negotiators

¢ The Seven Strategies of Master Leaders

¢ Optimal EQ: Developing and Enhancing Your Emotional Intelligence

Keynotes and Seminars by David Brooks

David’s presentations are entertaining, informative, practical, and memo-
rable. His most requested keynotes and seminars are:

Keynotes:
* The Seven Strategies of Master Presenters

¢ Field of Dreams: How and Why I Caught a Game Pitched by
Nolan Ryan

¢ Been There, Won That: How to Make This Your Lucky Day
Seminars:

¢ Don’t Open with a Joke, but Get Laughs Anyway
* Business Writing for Busy Professionals
¢ Goof-Proof Grammar

CD Programs:

¢ The Seven Strategies of Master Presenters
This 4-disk audio CD album covers each of the strategies used by
Master Presenters and is illustrated with examples from some of the
world’s best speakers. As retention is critical to learning, this set will
help you master the strategies and skills taught in this book.

+ The Seven Strategies of Master Negotiators
This CD contains a 45-minute keynote on the Seven Strategies of
Master Negotiators by Brad McRae, 18 Negotiation Newsletters, a
copy of the annotated bibliography and a copy of the Master Negotiators
Preparation’s Form and detailed instructions on how to fill it out.



¢ Speaking Secrets of the Champions
Produced by David Brooks, this 6-disk audio CD set features six
hours of instruction from six Toastmasters World Champions: David
Brooks, Mark Brown, Craig Valentine, Ed Tate, Darren LaCroix, and
Jim Key. It illustrates six different, but proven, ways to be a more
effective presenter.

¢ Elements of Eloquence
In this 4-disk audio CD set, David illustrates how to find and use
your own personal stories, how to make your message memorable in
as little as seven minutes, and how not to use PowerPoint.

You can contact Brad at:

5880 Spring Garden Road, Suite 400
Halifax, Nova Scotia

CANADA, B3H 1Y1

Phone: (902) 423-4680 or Fax: (902) 484-7915

E-mail: brad@bradmcrae.com
Website: www.bradmcrae.com

You can contact David at:

6300 Wallace Cove

Austin, Texas 78750

Phone: (512) 343-8000

E-mail: dbrooks@texas.net

Website: www. DavidBrooksTexas.com
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