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Introduction

This book is for anyone who has to give a presentation of any sort to any
kind of audience. Never let presentations or public speaking worry you or
your company again. Here’s the complete solution. Whether it’s presenting
your company internally or externally, giving good or bad news, selling,
persuading, training or handling the media, this compendium of skills
covers sound working practices, exercises, checklists and case studies to
make sure that organizing and giving presentations and public speaking of
any kind becomes a pleasure and not a burden.

Each section will contain: an introduction to the subject; background
information on the subject; best practice; hints and tips; step-by-step
guides; case studies and exercises where appropriate. Sample documents,
slide and handout formats are in a separate appendix, as is a list of useful
publications.

The three essential ingredients of a
presentation

The audience

Why are they there? What do they want from the presentation? How do
they listen? What will they remember? What will turn them on or off, make
them comfortable or uncomfortable? What language do they speak? How
much do they know? What questions will they ask? What will they find
hard to listen to? What are their business needs? How do you find out
about them? Can you analyse their response? What might make them
hostile? How will you get feedback from them?
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You - the presenter

Why are you there? What do you want to achieve? What do you look like,
what do you sound like? What will you do about nerves? How will you
rehearse? How will you remember what to say? What is charisma? How
will you handle questions? What will you do if they are hostile? How will
you keep your energy up? If you are being interviewed, how will you
handle this? Do you need a Chairman or Master of Ceremonies? How
will you introduce yourself? Is there an efficient way of handling the
technology?

The presentation itself

What is it trying to achieve? What is it about? What are its limits? What
visuals or handouts will be needed, what technology is available? How
long should it be? Will it need following up? How will the information it
contains be remembered? Which parts will be difficult or hard to under-
stand? How will the script be prepared? What about the location and
staging?

Each of these three ingredients is vital to a successful presentation — like a
three-legged stool, when all the legs are there it is stable, but remove or
shorten one of them and the whole thing collapses. No matter how well-
constructed the presentation is, if it is badly delivered it will fail; no matter
how well-delivered the presentation is, if it doesn’t make sense then it will
fail. Most importantly of all, even if the presentation is perfect and the
presenter inspired and charismatic, if the audience isn’t interested or
engaged, then the presentation will certainly fail.

All these factors and many more will be covered in this book. By the end
you will have a tool kit for success, and presenting will never be the same.

Before you read on, here is a questionnaire about how you feel you
perform when presenting. Bear this in mind as you read on.

Self-assessment

Look at the categories below and give yourself a score to show how good
you consider your skills to be in each area.
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Table 0.1 Self-assessment: structure of the presentation

Good Fair Poor Oh dear!

Organization

Logic

Interest to the audience

Presentation of benefits

Positive start

Powerful ending

Good, concrete examples

Length

Balance between theory and reality

Table 0.2 Self-assessment: stance and posture

Good Fair Poor Oh dear!

Confidence

Gestures

Eye contact with the audience

Personal appearance

Use of the presentation area

Table 0.3 Self-assessment: visual aids

Good Fair Poor Oh dear!

Clarity

Interest

Number of slides

Added value

Equipment handling
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Why Give a Presentation
At All?

‘Presentation’ is a very inexact term — it covers everything from your first
job interview to a retirement speech, from a standard sales pitch to a health
and safety lecture, a progress report to a project team to an appearance
before a tribunal — anything that involves speaking to an audience of more
than one or two. So why do we do it —is there a compelling business reason
for one person to spend the time and effort to put a presentation together —
and more importantly why a group of busy business people should sit and
listen to that person?

Presentations are an extremely expensive way of getting your message
across. Well-paid and high earning sales personnel may be worth at the
very least £1 per minute. Imagine then, an audience of 20 salespeople,
listening to a half-hour presentation. This is £600 worth of time. If you then
add up all the time that they spend listening to presentations (often up to
four hours per week) you get to the massive figure of just over £9,000 per
year per person. This is £9,000 worth of time that they could have spent
selling. Add this to the amount of time that is spent preparing, delivering
and following up presentations, we are looking at a very significant sum
indeed.

Are presentations worth the effort?

It may seem strange to begin a book on presentation skills by questioning
the very need for presentations at all. This, however, is something that is
not done rigorously enough. All too often we deliver presentations without
thinking through the genuine benefits that this particular method of
passing information to others should bring, let alone concerning ourselves
with what the audience wants to gain from the presentation.
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Table 1.1 Good and poor reasons for giving a demonstration

GOOD REASONS

® If you need to communicate time-

critical information to a large group

of people

® If you need to persuade an audience

to make a choice, change their
mind, take a set of actions or pass
on information to others, and you
need to do it in person

o If the audience is interested,
concerned or needs to hear what
you are going to say

® If you need to teach skills or give

information cost effectively to more

than three or four people at once

® If you have a clear set of objectives
for the presentation

o If attending the presentation will act
as a bonding exercise for the people

involved

® If you have the time, energy and
commitment to make the
presentation

POOR REASONS

Because we always have
presentations on Thursdays

If the information you are giving is
already known to the audience and
the presentation neither re-
interprets it or puts it into a new
context

If the audience isn’t interested in
what you are going to say, or
doesn’t need to hear it.

If the audience doesn’t know why
they are there, or you re not sure
why you are presenting

If you have no objectives for the
presentation

If the audience feel they have better
things to do

If you are in any way half hearted
about the presentation

There are several major factors to consider before you start to spend any
time on preparing a presentation. Ask yourself the following questions:

Is there a better way of getting this information across? Could I use e-
mail, a written report, a short meeting, a conference call or another

method?

Have I got all the information I need?

How much will this presentation cost and is it cost-effective?

What is this presentation for? What will the audience do, think and feel
after they have heard the presentation?

If the answers are “yes’, ‘'no’, “too much’ and ‘no idea’ then you should seri-
ously consider whether a presentation is the best method in the first place.
If you think about all the presentations you have sat through in your career,
I wonder if anyone could honestly say that every one of them was worth

the time and effort involved?
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A good presentation contains many of the same constituents as a good
book. The readers should be curious about the subject. The writer should be
at least literate, if not magnificent. The chapter list should be interesting
and understandable. The words should be the best possible. The appear-
ance of the book should be impeccable. The reader should have somewhere
to sit and read comfortably. The typeface should be easy to read, and it is
helpful to know where and when they can find the book in the first place.

The most important factor in the success of both a book and a presenta-
tion is the attitude of the consumers. Just as you cannot force people to read
something they neither like nor need, so you should never force-feed an
audience with indigestible, unnecessary, uninteresting or irrelevant infor-
mation. The audience’s attitudes, responses, reactions and needs through-
out the presentation are of paramount importance — in fact, without an
audience you have no presentation.

So is there a perfect recipe for a presentation? Can a presenter realistically
expect to please all the audience all the time? Of course not. What an effec-
tive presenter can expect to do is to put the message across in a way that
involves the audience both intrinsically (by making them react, think, and
compare) and extrinsically (by making them discuss, find out more or take
certain courses of action). An effective presenter can also expect to leave
each member of the audience feeling that they have learned something that
is of use to them, in a way that made the information real to them person-
ally and with a clear sense of what the next step will be.

Of course, the presenter cannot do this without knowing a considerable
amount about the people who are going to be in the audience.

Benefits of a successful presentation

When people listen to presentations, they hope they will hear things that
will do some of the following;:

Table 1.2 What a presentation should achieve for the audience

Make money or save money Help them to be unique

Help them to protect their reputa-
tion

Save time or effort

Make them comfortable

Improve their health Help them to gain control

Save them pain Keep them safe

Make them popular, famous Gain them praise

Attract the Opposite sex Conserve their possessions

Help them to take advantage of Increase their enjoyment

opportunities

Satisfy their curiosity
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® Protect their family/business ® Help them to choose between

® Make them stylish options

e Satisfy their appetites ® Confirm their expertise

o Allow them to copy others ® Solve problems for them

® Give them beautiful things ® Amuse them

e Give them good ideas ® Give them am inside view

® Give them an expert vocabulary e Confirm their decisions

® Help them to take advantage of ® Open new markets for them
opportunities ® Help them to avoid criticism

® Help them to avoid trouble

If what you are going to say doesn’t do any of these — don't say it.

Here’s an example of a pointless presentation. The presentation was
given every half-hour to small groups of possible buyers at a huge motor
show by the chief engineer of Vitessimissimo Motors, a very prestigious
manufacturer known for high-quality, high-performance sports cars. The
car itself was slowly rotating on the display stand along with a lissome lady
and a great number of brochures. The stand was also fully staffed with
salespeople with a large screen at one side showing a looped video of the
car speeding along roads in the Tuscan hills. The brochures contained the
following information with very good photographs of the car.

The presenter had 10 slides, each of which contained the information in
one of the rows of the specification and nothing more. The presentation
took about five minutes, after which the sales force moved among the audi-
ence to answer any questions. The presenter was a brilliant engineer, but
sadly, not the world’s greatest speaker. His script consisted of reading every
word on each slide ... slowly. When asked why he was giving the presenta-

Table 1.3 Specifications of the Vitessimissimo Gran Turismo

Engine type 4244cc, eight cylinders

Power/Torque 399bhp / 7100rpm / 3391b ft / 4750 rpm
Transmission Six speed automatic

Performance 0-62mph: 5.2sec / Top speed: 177mph
Fuel/CO, 19.2mpg (combined cycle) / 345g/km
Price £84,500

Gearbox Conventional automatic transmission
Included Satellite navigation system, 4 cup-holders

Date of release October
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tion he told us: ‘All the other stands have live presentations, so we thought
we should as well

Now here’s an example of where a presentation was really needed:

The venue is a central London Hotel. The conference is for directors of
building companies in the south-east, some of whom (but not all) belong to
the SE Builder’s Association. Next month, legislation is proposed to ensure
that any building projects in flood plains, brownfield sites or green belt
land follow a set of new and extremely complicated criteria. The speaker is
the chairman of the SE Builder’s Association who has been closely involved
in the drafting of this new legislation. His association runs an extremely
useful interactive website that has highlighted three major concerns and
shown that there is much confusion about exactly how this legislation will
affect planning permissions. He intends to:

give a general overview of the new legislation with advice about where
to find out more about it;

address the three major concerns;

discuss the impact of this legislation on building costs, time scales and
logistics;

take questions.

His objectives are:

to clear up any misunderstandings;
to gain new members in the association;

to get feedback on any parts of the legislation that are unacceptable to
his members.

Not only has he his own set of objectives, he has also asked the attendees
(via the website) what they want to hear about, and has set his agenda
accordingly. There is every possibility that his presentation will be useful,
extremely interesting to the audience and therefore successful.

Exercise

Scenario: a medium sized retail store has one department selling small
electrical goods (irons, toasters, mixers, coffee machines, electric
carving knives and so on). A manufacturer’s rep wants to come and
give a presentation to show the new products that his company is
producing. The department has an electrical buyer, two assistants and
a storekeeper who are all frantically busy.

Is a presentation the best way to get the (simple) information about
the new products across? What else could be done?
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Exercise

Scenario: an insurance company is changing the cost of their policies
significantly. This is partly due to changes in the law and partly due to
the rising claims caused by what appears to be climate change.
Undoubtedly these changes are going to make the policies harder to
sell, and there are legal and financial implications that are complicated
and hard to understand.

The sales force is in the dark about this and naturally worried. Is a
presentation to the sales force called for?2 What else could be done to
get this information across quickly and effectively?

As with every consideration in this book, the audience’s needs are para-
mount and even the slightest suspicion that you might be wasting the audi-
ence’s time should give you pause for thought before going to all the effort
required (on both sides) for a presentation.

Summary

The three ingredients for a successful presentation are the audience, the
content of the presentation itself and the presenter — of these, the starting
point should always be the audience. If you consider their needs and inter-
ests, you can’t go wrong.
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Setting Expectations

When does the presentation begin? When you step onto the stage and start
to speak? Or is there anything you can do to predispose the audience to
listen actively and positively?

There is indeed a great deal that you can do to set the audience at ease.
For those of you who are used to organizing and giving presentations these
considerations will seem like self evident truths, but as with most things,
the devil is in the detail and the sheer scale of logistics for a presentation
can often scupper the project before the audience even arrives.

Take this scenario. You are a wheelchair-bound consultant at a major
London hospital. You have been asked (by your boss) to attend a conference
at the London headquarters of a major drug manufacturer. You have never
visited these headquarters. The presentation he wants you to attend is at 10
am on Monday 13 October. Your field of interest is rheumatology. You know
that this manufacturer has developed a drug that can successfully treat
arthritis. What else do you need to know?

Let’s start with the basics:

What is the address exactly?

Whereabouts in the building will the presentation take place?
Does your enterprise have a contact there?

What is their phone number and e-mail address?

How can you get there and how long will it take?

What about parking?

What about disabled access?

How long will the presentation last?

Will there be time for questions?

Are there any other presentations taking place with this one?
Is there an agenda?
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Who else will be attending?
What is the presentation about

- exactly?

Who will be speaking and what are their credentials?

What will you gain from this presentation?

Will lunch and refreshments be provided and is there a vegetarian

option?

If you don’t get answers to all these questions, you will be uncomfortable
positively in favour of attending. What
you really need is for the people organizing the presentation to send you a

and unprepared, and therefore not

delegate’s kit.

The delegate’s kit

Table 2.1 A sample delegate’s kit

Page A: Title page
Conference Title: Living with Arthritis

Sponsored by: The Arthritis Trust and Jollydrugs Plc.

Location: Conference Room 1, 3rd Floo

r West.

Address: Jollydrugs House, 14 Ashbourne Way, Notting Hill, London W8 XXX.

Date: Monday 13 October 2008.
Duration: 9.00 am—4.30 pm.

Contact: Maria Grey, Tel: (020) 7222 444 Email: mariag@jollydrugs.co.uk.

Page B: Location map and directions pa
(Include a location map here.)

BY ROAD

Southbound motorway exit
beyond Junction 13 OR
Northbound motorway exit at
junction 15

Take the A2111 to Notting Hill
and turn into Ashbourne Way.
Jollydrugs House is the tall
building opposite the police
station.

BUSES
27,27a, 204, 311

BY TAXI
Taxis available at Paddington
Station.

ge

BY RAIL

Take a train to

Paddington Station;

Take the Underground to

Notting Hill;

Turn left at the station, second right
and Ashbourne Way is on your right.
It is a three minute walk from
Notting Hill station.

PARKING

There is a large reserved parking area
and easy level access to Jollydrugs
House.

Disabled parking is provided for

10 cars.
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BY AIR
London Heathrow

Meeting rooms: There is a lift to the main conference room and a wheelchair lift to
all other meeting rooms.

Dining room and coffee lounge. Both of these rooms are on the ground floor with
excellent access and our dining room tables have been adapted to be wheelchair
friendly. There is always a vegetarian option available at meals.

Hearing aid loops: There is a hearing aid loop in the conference room.

Page C: Programme Page

TIME EVENT SPEAKER
8.45 am Registration and coffee
9.00 am Welcome Dr Maria Grey
Chief of Research
Jollydrugs Plc
9.10 am Introduction Professor Jack Ketch
Diagnosing the problem Managing Director
The Arthritis Trust
10.00 am Presentation Dr Phillippa Brain
‘Miraclextra, the drug of Chief Research Chemist
the future’ Jollydrugs Plc
10.50 am Coffee Etc.
Etc. Etc.

There will be time for questions at the end of each presentation. Handouts will be
provided.
Page D: Delegate list page

Delegate name
Dr Betty Ford

Company
Glaxcombe Plc.

Page E: Biography pages

Dr Phillippa Brain

As Chief Research Chemist of Jollydrugs Plc, Dr Brain has been working for seven
years with her team on the development of Miraclextra. Her sectors of research also
include tracking the side effects of arthritis drugs in general and specific work on ...

Papers published include: ‘ Arthritis and Ageing ...”

Her presentation “Miraclextra, the drug of the future” will cover the
development and testing of the new drug. Results so far, acceptable side effects and
contraindications ...

At the end of the presentation, delegates will be fully up-to-date with the latest
research in this field.
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Page F: Presentation page
(List the slides that will be used in the presentations.)

Page G: Evaluation form: general

The Arthritis Trust would be grateful if you would take a few minutes to complete
this form and hand it in at the end of the conference.

How useful do you think this conference has been?

Not at all Very

1 2 3 4 5 6

How did you rate the quality of the conference?

Poor Excellent
1 2 3 4 5 6

Do you feel that the conference will be of use to your company?

No Yes

1 2 3 4 5 6

Page H: Speaker evaluation
Speaker name:

Was motivated and enthusiastic about the topic 1 2 3 4 5
Presented the material in an informative manner 1 2 3 4 5
Any other comments:

Speaker name:

Was motivated and enthusiastic about the topic 1 2 3 4 5
Presented the material in an informative manner 1 2 3 4 5
Any other comments:

Page I: Conference environment evaluation

Administration 1 2 3 4 5 6
Refreshments 1 2 3 4 5 6

Venue 1 2 3 4 5 6

What I found most useful from the conference:

What I found least useful from the conference:

Please give any other comments that you feel would help us to improve
conferences in the future.

Pages F, G, H and I can be given out at the actual presentation.

A carefully prepared delegate’s kit will allay any pre-attendance
concerns that the attendees may have and should predispose them to think
positively about what they are going to listen to. There are other things that
help with this too:
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name tags for the delegates and speakers;
name plates for the speakers on the platform;
a seating plan (if appropriate);

water and mints;

seating plans for lunch;

clear signage for the conference room, coffee break room, rest rooms
and restaurant;

paper and pens for each delegate.

Never underestimate the importance of making the logistics of any presen-
tation as clear as possible. If the audience doesn’t feel that their needs have
been considered they may well have a negative mindset before the presen-
ter has even started speaking.

Booking venues

The other side of the coin is how the organizer goes about setting up a pres-
entation. Here are the things that you need to think about when organizing
a conference or set of presentations at an external venue. The same criteria
also apply when you are giving a presentation in-house.

What are the charges or cost per delegate?Where can you get informa-
tion on prices and/or an estimate?

How well equipped are the conference rooms? You will need a range of
equipment. Decide what you need for the venue to set up your room as
required. Ask to see a full equipment list.

What are the settings like in the conference rooms? The conference
room should be laid out in an appropriate style — theatre, classroom,
board room, café, etc.

Is it possible to have a working lunch? Is advance notice necessary?
What capacity is the conference room?

Where is the conference room located? Do they have a location map?
What are the parking facilities? How far is the venue from public trans-
port?

What kind of food is on offer? Are special diets also available?

Is secretarial help provided? Are there any facilities for those with
disabilities?
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What facilities are there for the organizer? Will they provide you with a
welcome desk, phone line and computer/internet modem line? Will
there be a manned reception desk and how will people register?

Do mobile phones work in the venue?

Can they provide overnight rooms for the conference organizer and the
first speakers?

Greeting the delegates

There is a comforting ritual that happens when people greet each other. It's
a natural pattern — we do it almost instinctively and it clearly signals that
we are pleased to see our visitors and that we welcome them. It's our way
of easing the passage between arriving as a ‘stranger’, i.e. someone invited
onto another person’s ground, to feeling included in what is going to
happen there.

If done well, it is the start of a successful relationship because it makes
our visitors feel special. If done badly or left out it makes the ‘stranger’
uncomfortable and often hostile.

This is how it goes: there are seven stages to the ritual.

Stage 1 — The invitation and Stage 2 — the directions

These should be as personal as possible. The initial invitation should be
addressed to the visitor, by name. A letter, a warm email or a telephone
call will do it. Now this can be difficult if you have a huge audience of
which you know only a few people, but still, a personal letter and a
delegate pack that covers everything will do the trick.

Stage 3 — The ‘inconvenience display’

This is the amount of effort that you, the host, make when you are
welcoming the visitor. This does not mean that you have to welcome
each visitor personally (although for very important visitors you
should make the effort). It is to do with how easily visitors can identify
where they are supposed to be and whom they are supposed to meet.
Good signage helps here, as does having enough people to cope with
the rush of arrivals at the start of the presentation sessions.

The length of time you keep people waiting without any information
can have a significant impact. One to five minutes’ waiting doesn’t
upset people; five to fifteen minutes’ waiting may make the visitor
worried. ‘Have I come to the right place? Have I got the date and time
right? Are they expecting me?’, are the thoughts that will be going
through their heads. Fifteen to 20 minutes’ waiting may well lead to
hostility and 20 to 30 minutes to extreme hostility. ‘If I've made the
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effort, so should they, I'm just as important as they are, they’re ineffi-
cient and I don’t like this, if this is the best they can do, why should I
trust the speakers ...” are common responses.

Over 30 minutes’ waiting is appalling — if they haven't left by that
time, they will almost certainly wish they had, and this is not the state
of mind you want the audience to have. Keeping people informed
about what is happening helps the situation but you, as organizer, need
to ensure that there are enough people around the reception area to
make this unnecessary. It does not make sense to have one overbur-
dened receptionist for a conference of 200 people.

It is important to start the conference on time — just as the audience
doesn’t want to wait to register, they don’t want to wait for the speakers
to start. This brings us on to the problem of latecomers. This is
inevitable as traffic and transport become more congested. Latecomers
obviously want to be there and are usually flustered and frustrated
with their journey. Make sure that even though the conference or
presentations may have started that there is still someone there to greet
them, and that there are seats at the back of the presentation room for
them to sneak into and sit.

Stage 4 — The “distant display’

These are the things we do naturally when we see someone we are
expecting. We smile, tilt our heads slightly, raise our eyebrows and
often make a gesture towards the visitor. So no matter how busy the
‘greeters’ are, take the time to really look at the visitor and meet them
with a smile.

Stage 5 — The ‘close display’

This is where we actually come into physical contact with our visitors

with a handshake. This is usually the only time in business that we

actually touch people. A handshake gives a great deal of information
about ourselves to the person we are greeting — and vice versa:

—  The “wet lettuce’ handshake. Limp, damp and unconvincing, no
muscle tone, no grip and absolutely no enthusiasm shown for the
person you are greeting. While concert pianists, and micro
surgeons and the Royal Family need to protect their hands, most of
the rest of us don’t.

—  The “lobster grip” handshake. A pincer movement where the hand
is held like a lobster claw and the visitor’s fingers are nipped
between the thumb and other fingers. This is very cursory and not
at all friendly.

—  The ‘iron glove’ handshake. This is intended to show strength of
character, dominance and general control. It is a particularly force-
ful, gripping handshake and often hurts, particularly if you are
wearing rings on your right hand.
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— The “get down, Fido’ handshake. Another dominant handshake
where the shaker grips the shakee’s hand and turns it over so that
their own hand is on top.

—  The ‘politician” handshake. This is intended to be warm, caring and
intimate. The shaker clasps the visitor’s hand lovingly, bringing the
left hand up to also clasp the visitor’s forearm. Can be miscon-
strued and feel over-familiar.

— The ‘I hope you have no diseases” handshake. Here the shaker
briskly shakes hands and almost immediately withdraws their
hand as if touching might convey some appalling disease. Not
friendly.

—  The ‘straight from the shoulder’ handshake. Very manly this, the
shaker keeps their arm really straight, thus forcing a distance
between them and the visitor. Supposed to be straightforward and
manly, but not very warm.

So what is a really effective handshake? There are these ingredients: speed,
clasp, length of shake and eye contact. Take your time with a handshake,
reach toward the visitor with a smile and place your hand into the visitor’s
hand as deeply as possible, the web of skin between your fingers and
thumb should come into contact with the web of skin between their thumb
and fingers. Your fingers should curl round the rest of the visitor’s hand
firmly but not too hard. Shake fairly slowly while smiling and maintaining
eye contact. Withdraw your hand slowly.

Exercise: Handshaking

Over the next few days, shake hands with as many people as possible.
How do you respond to their handshakes? If you have a group of
friends, you might like to give and get feedback on your handshaking
styles.

Stage 6 — The ‘grooming display’

This is basically the ‘small talk’ session where you get comfortable with
each other (talking about the weather, the journey and so on). Don't
miss this out — getting down to business immediately may save time,
but it doesn’t put you — or them - at ease! This is basically what the
coffee session before the presentations is designed for: it gives visitors
the time to get used to their surroundings and the people there.
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Stage 7 — The farewell.

This is basically a reverse of the last three stages. Small talk, the
farewell handshake, best wishes for the journey and so on. It is very
important visitors should be escorted out.

Summary

Never underestimate the importance of getting the logistics right for the
attendees, make it as easy as possible for them to get to the venue, register
and get comfortable. Knowing what to expect from the presentation and
the presenter primes them to listen.

For smaller audiences you can set and check expectations more person-
ally. Try to call or e-mail the attendees beforehand and find out what they
are interested in, what they already know and what they are concerned
about. The next chapter looks at how to analyse the audience before you
meet them.
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Researching Your Audience

The more you know about your audience, the more relevant and interesting
your presentation will be. Not knowing your audience is lethal. How can
you engage people, if you don’t have a clue what really interests them? But
how can you find out? Where do you start?

Recently I was at a small conference on a small island. There were seven
speakers in all and we were talking about various aspects of how compa-
nies could develop their staff and improve their motivation and company
commitment. None of the speakers had ever met anyone in the audience
before — the only people in the room that we knew were the conference
organizers and a director of the institute sponsoring it. I had had about two
months to prepare the presentation — so where to start?

First and foremost I knew that whoever came was interested in develop-
ing their staff — they were not forced to be there, so I could assume that the
subject was important to them. Next, I knew that they all belonged to the
same institute so could assume that they were possibly from the same field
in business (in this case, human resources). Finally, I knew that the majority
of the audience came from the same island so their general business,
economic and social concerns would perhaps be similar.

Already then, I knew where to start to research: the island’s business
community, institute’s concerns and interests and recent developments and
thinking about human resources (and of course the specific subject that I
had been asked to present).

Finding sources of information was easy — the Island Tourist Board and
Chamber of Commerce provided an excellent overview of the business
community. The institute’s website and brochures were a good source of
current thinking about employee development and changes in human
resource practices.

Next came the individuals in the audience. We were all sent a list of the
people attending, their job titles and the companies they worked for. When
this was analysed the results were: 40 people in human resources, two
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members of the press, eight from support services such as the ambulance
service, education, health and social services, five managing directors/
CEOs and a handful of students. There were also four people from a well-
known optical services group and another group of five from one particular
bank. Well over half of the audience worked in the banking sector.

Now it was possible to dig deeper. Websites, professional bodies and
trade journals provided in-depth information on what had been happening
in the various fields of business, and colleagues who had had dealings with
some of the individual companies gave feedback and advice.

For the next few weeks the financial pages and appointments sections of
the press became favoured reading and every item of radio and TV news
became a source of information. Finally I visited a branch (local to me) of
the optical services company and a branch of the bank with five attendees
and told them what I was going to present, and they filled me in on their
interests and concerns.

Exercise

You have been asked to speak to an audience of 25 from your local
Women's Institute about a trip to France you recently made. You are a
member of the same WI and live in the same town. What assumptions
can you make and how will you research the audience in more depth?

Exercise

You have been asked to speak to a group of dealers who sell your
company’s products about the new products that your company will
supply next year. What assumptions might be dangerous and how will
you research this?

Exercise

You have been asked to give a presentation to an investment bank that
you hope will invest vast amounts of money in your start-up company.
You cannot afford to make any assumptions whatsoever. How will you
go about researching your audience?
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Having analysed the whole audience and researched its background, you
now need to find out as much as you can about the individuals in your
audience. Obviously with a large audience (over 50) it would be difficult to
research every member, so you need to pick a representative few. In the case
of the conference I chose two bankers, one of the opticians, two HR special-
ists and one person from education services. I prepared a little question-
naire ...

What particularly interests you about xxx?
What experience do you have of xxx?
What problems have you had with xxx?
Have you had a great success with xxx?

Do you have any questions you want to ask?

. and rang them up. As always I was delighted by the response — in the
main I got through and people were willing to talk. This also meant that
when I met the audience just before the presentation there were several
people that I had already talked to, which helped with my nerves enor-
mously (it’s always a very good ploy to know at least two of the people in
the audience — apart from helping with nerves, it also gives you someone
who will give you feedback after the presentation).

There will also be times when you make a presentation to people you
know well. Life is a great deal easier in this case because you can email
them or speak to them directly or over the phone and find out exactly what
they want and need to hear.

Exercise

You are about to lead a Project Team update meeting. You know all the
individuals in the audience. Prepare a little questionnaire that you could
use before you prepare your presentation.

Exercise

Your boss has asked you to give a presentation on the progress your
team has made over the past month. What questions do you need to
ask her before you prepare your presentation?
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Exercise

You are going to an interview for a new job in three weeks’ time. The
interviewer is about to ring you to make the appointment. You know
that you will need to make a presentation as part of the interview. What
questions would you ask the interviewer that would help you to prepare
an effective presentation?

Having researched the audience’s workplace, background, business needs,
concerns and interests, is there anything else you need to know?

Here’s a cautionary tale. A colleague gave a presentation to a group of 20
dealers who sold the products his company manufactured. He was a tech-
nical ace and had carefully researched the dealers’ levels of knowledge,
areas of business, customers and sales records. He was presenting a very
sophisticated and potentially profitable new computer that would revolu-
tionize the market. It was a competent and effective presentation. At the
end there was a strange silence in the room. ‘Any questions?’ he asked —
and from the back came the sarcastic voice of the main dealer. ‘Tell us about
your delivery schedules ...".

What had happened was that the last piece of equipment that he had
presented to them had had serious problems with delivery, and the dealers
were made to wait several months before the new kit was shipped to them.
This had seriously affected their cash flow — so no matter how wonderful
the new offering was, until they had reassurance that deliveries would be
timely they were simply not going to buy.

Being a technical guru, my colleague did not know (and had not thought
to ask) if there was anything in the trading history between the dealers and
the manufacturer that might affect the presentation. The moral of this tale is
that you also need to research the history of the relationship between your-
self, your company and the audience, and bear this in mind before you put
your presentation together.

Here is another cautionary tale. A friend of mine was asked to present to
a high-powered group of personal assistants. The presentation (on office
management and databases) was about to start when she happened to look
out of the window and saw a steady stream of salespeople and staff getting
into their cars and driving off. In fact the car park was emptying rapidly.
When she commented on this she was told that the company was (as they
spoke) going broke and people were being laid off. She asked how this
would affect the people in the room. They didn’t know but were obviously
worried. She asked them if they would be more interested in hearing a pres-
entation about how to be successful at job interviews. They would, and this
is what they were given. Problem solved!
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To summarize: The more you know about your audience the better. There
are many, many sources of information — trade journals, company websites,
professional societies, professional publications, news stories, colleagues,
friends and, of course the individuals in the audience themselves. All the
information you gather will help you to tailor your presentation to their
needs. Don’t be blinkered by your own field of expertise — you need as full a
background as possible, and remember that events in the outside world
will also influence the success of your presentation. There would have been
little point, for example, in making a presentation on the benefits of a
washing powder on the day World War Two broke out.
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Audience Behaviours

Now that you have looked at the audience’s needs in terms of business
content, interest and concerns about the subject, we turn to the audience’s
personalities and thinking processes. This chapter looks at how people take
in information, what influences the way they listen and how communica-
tion really works.

What are your favourite television programmes? If you were going to a
lecture, what would you be interested in hearing? If you had to learn some-
thing new, how would you go about it? How did you learn things at school,
university or in your job? These factors influence the way you will listen or
learn at a presentation of any sort. They will also influence the way you
give a presentation. So there you are — standing in front of twenty people,
only some of which you know. How can you possibly please them all?

Learning preferences

The questionnaire in Table 4.1 will help you to understand how you respond
to new information and therefore how you are likely to behave as a presenter.

Read through each set of questions and put a tick in the columns A, B or C if
you feel you agree. You may well find that you agree with more than one
choice.

Interpreting the results

It is highly likely that there will be more than one answer for each question
(very few people have only one way of acquiring knowledge), so think hard
about your preferences. If no pattern emerges (i.e. there is a fairly even
spread of As, Bs and Cs) then you would be comfortable with any of the
methodologies mentioned here. However, if a pattern emerges then look at
the descriptions below, which give you an idea of the most comfortable
ways of learning for As, Bs and Cs.
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Table 4.1 Learning preferences

Set 1. Leisure pursuits A B C

How do you like to spend your leisure | Readingl/listening

time? to music/TV/radio Physical activities | Group activities

Set 2. Learning simple tasks (things like learning to use household equipment, using new
tools etc.)

Made a plan and | Went ahead with

read the manual no planning Asked for advice

How did you approach the task?

Reading matter or

i ?
What did you use to help yourself? reference matter

Trial and error Found an expert

Asked someone to
Improved by doing |test them or check
what they had done

How did you consolidate your Scheduled regular
learning? practice sessions

Set incremental
goals

Discussed progress

) ) 1o
How did you refine those skills? with others

Just kept on doing

Set 3. Hobbies and pastimes (like sports, music, model making, collecting)

How do you find out more about the | Books, reference

hobby or pastime? matter By doing it Clubs, friends
How often do you spend time on your . When there’s a
hobby? Regularly Spasmodically meeting

Have you taken any courses or

qualifications in the hobby or Yes or intend to No Not unless the
pastine? group wants to

Set 4. Business skills (MBA, professional qualifications, IT skills, handling new
equipment/procedures, etc.)

Peer pressure or the

Part of a personal It just happened need to keep up

Why did you learn the new skill?

plan with the group
By asking others,
How did you learn it? By yourselforﬁom By doing it having a mentor,
reference material discussion
How did you refine or develop the Practice, L .
new skill? reading/research By doing it Help from friends

A-type learners like to research things well, have a clear pattern to the
learning process, like to do things step by step, are happy with reference
material and are self-motivated. They need reassurance that they are reach-
ing the required standards, so watch over them! They often have very high
personal standards and can be highly critical of themselves. They are often
not happy with experimentation or sink-or-swim situations and have a
cautious and sometimes timid approach to new skills. They have a long
attention span and often get completely immersed in what they are doing.
They are happiest when working and researching alone, and while this can



Audience behaviours 27

be very effective, it does not give them the chance to discuss and so refine
their new knowledge.

B-type learners like to get on with things, they want to do it for them-
selves and usually have the confidence to try! They are not happy learning
from the printed page or screen. You will need to keep a weather eye out for
them in case they get into bad habits, since they usually find their own way
of doing things (which may or may not be according to laid down proce-
dures!) They become easily bored with repetitive tasks and activities that
take a long time to give a payback. When in doubt they often guess the
answer rather than refer to a manual or ask for help. They like working
with others and can be easily distracted by others or tasks that seem more
exciting. They learn fast and usually effectively but will often try to bend
the rules to get a faster result.

C-type learners learn best when they can talk about what is happening
and watch how others do things. They may be comfortable with learning
alone, but they definitely need to discuss and clarify before they can refine
their skills. They think holistically and like to know how everything fits
together and what the background is to any new information. They’re
usually logical and will question anything that seems arbitrary or sloppily
expressed. They are often intellectually experimental and will try to find
other ways of performing or integrating tasks.

Table 4.2 Types of information that each listener likes

A B C

e Likes lots of facts o Dislikes too many facts Likes background

o Likes hard information o Likes anything up to information

e Needs time to think about date and Weighs information
what they have heard groundbreaking carefully

e Likes handouts and o Likes to try for Needs to discuss
details themselves Easily sidetracked

e Needs proof, reference e Doesn’t read handouts Needs to know the
sites unless they personally thinking behind

o Likes guarantees involve him/her information

o Likes tried and tested o Likes to know what other Ethical and logical
results people think Asks complicated

e Likes listening e Easily bored questions

e Will probably take o Likes attention Hates humbug
notes o Not a diligent listener Speaks thoughtfully and

e Slow to ask questions o Usually the first to ask authoritatively

e Sceptical about questions Good listener

extravagant claims

e Speaks slowly, carefully
and often with a
questioning inflection at
the end of sentences

Enthusiastic, speaks
quickly, expressively
Likes vivid language
Prefers images to
numbers and dry facts

Likes experimenting and
trying other ways to
make things work
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Table 4.2 continued

A B C
e Stubborn, will not change e High eye contact o [s concerned about how
easily e Likes change the information will affect
e Relates facts to business o Likes to lead people
issues e Relates facts to personal e Prepared to change
e Not a lot of eye contact experiences e Takes an overall view

e High eye contact

Now let’s apply this to your audience. Just as presenters have their own
ways of presenting, so audiences have their own ways of listening.

As you can see from the above, sticking to just one style of presenting will
not help the people in the audience with different styles to be as comfortable
as they should be. Even though the information being presented is useful to
them all, the way in which it is presented makes a significant difference.

Exercise

You have been asked to give a presentation on a state of the art new
car that your company has just developed. You need to cover the
following subjects: design, performance, marque, safety features,
models and options, futures, maintenance, warranties, distribution,
reliability and compliance with green standards. Obviously the people
in the audience (all directors of potential distributors) need all of the
above information.

Thinking about the characteristics of the A, B and C listeners, which
subjects are likely to interest each of them? Draw up a prioritized list for
each type. Now take a look at all the advertisements for cars that you
can find, on television and in magazines, and see who they are aimed
at and who they miss out.

Now let’s take a look at the stages of effective communication, as shown in
Fig 4.1.

Aiming

This is what we do before we start to communicate. We think, feel, consider,
decide and plan what we are going to say. It is an entirely internal process
and is completely invisible and inaudible to the receivers. It goes on privately
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inside our heads and at great speed. Assumptions — attitudes, mind-sets
and prejudices — are the factors that affect this stage.

These are the (not always logical) bases of what we believe. In presenta-
tion terms these may mean things like:

‘They know more than me.” (How do you know?)

"They’re highly technical, they won’t want to hear about sales
messages.” (Why not — they buy things too.)

‘They’ll know that already.” (A deadly one this — the more you know,
the more you tend to think that others know. This is not always true —
what might be a self-evident truth to you may be absolutely new and
revelatory to others.)

‘This will be too technical for them, they’re salespeople.” (Another
deadly assumption — they may not know the jargon but they will prob-
ably understand if you phrase it cleverly and without tech-speak.)

Assumptions should always be examined and checked - if you don’t know
the level of your audience’s knowledge or experience, then ask them. Mind-
sets and prejudices also need to be examined carefully:

‘It will take me at least an hour to explain this.” (Think smart: less is
more.)

‘I'm breaking new ground here.” (How do you know?)

‘It's an all-male audience, they’ll never listen to a woman.” (Oh, come
on — women do have the vote after all!)

‘It's an all-female audience, they won’t want to hear about technical
details.” (See above.)

‘T'll never remember everything I want to say” (Make efficient
speaker’s notes, then.)

Our internal thoughts need to be examined as rigorously as the words we
are going to use.

Having cleared your mind of negatives and preconceptions you now
need to ask the following:

What exactly do I need to say? What is the subject? What are its limits?

Who am I saying it to? What do they do for a living, how can I interest
them; and what sort of people are they? (As, Bs and Cs, for sure);

What result do I want? What is the purpose of saying this? What's in it
for them?
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Now, how do I prioritize what I am going to say? Keep the Bs interested,
involve the Cs in your thinking and give enough detail for the As.

All this may sound a very lengthy process — after all, you haven’t even
opened your mouth yet! And yet we do it every single time we talk face-to-
face with anyone. We just need to be more efficient when we’re talking to an
audience.

Encoding

This is where the sender turns these thoughts into something that the
receiver can understand. This can be written, spoken, made into a graph or
a picture, expressed as numbers, music or movement. Think about this
scenario.

Your four-year-old child has just asked you why washing up liquid
makes bubbles. Would you give him or her a dissertation on the relative
properties of alkaline substances and their interaction with water and air, or
would you simply tell him or her that the washing up liquid traps air like
tiny balloons? We automatically encode what we say to children because
we know that they don’t have the experience we have had that would allow
them to understand a sophisticated explanation.

These are the factors that affect the way we encode our messages:

Education, experience and expertise — there is absolutely no point in
giving highly specialized information that you have gained over a
period of intense study, in a highly specialized way, to people who, for
example have never studied beyond GCSE level. Trim your informa-
tion to suit the educational and experiential level of the audience.

Mother tongue and vocabulary — unless you are lucky enough to be
bilingual, you will need to slow down and simplify your language if
the audience doesn’t speak your natural language.

Age — I used to use the death of President Kennedy as an example of
how highly-charged events are remembered — until I noticed the looks
of blank incomprehension on the faces of most of the audiences, who
hadn’t even been born when Kennedy was assassinated.

Gender - even if men are from Mars and women are from Venus, it
makes sense to use examples and references that include both sexes.

Status and secrecy or openness — this is a tricky one. We do tend to be
deferential to those in very high positions — I often wonder if the unvar-
nished truth is ever presented to autocratic leaders. It’s your call, but be
aware that your encoding may well be altered if you are affected by the
status of people in the audience.
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Personality, personal preferences and priorities — you need to make a
few assumptions based on the general ways that people behave and
encode your presentation accordingly, not just according to your own
preferences. (See above.)

These are the behaviours you need to think about.

How fast do they like to act? Some people hate to be hurried when they
hear new information — it takes a while for them to react, and they need to
think about what they have heard before they decide whether the informa-
tion is important to them. Conversely, some people are much more impetu-
ous and will rush headlong into judgement about what they have heard,
liking information to be presented to them quickly and with charisma. How
can you, the presenter, cater for both of these needs — for surely, you will
have people of both types in the audience?

Start with a positive attack, this will keep the impetuous happy, and
follow up with hard facts and reference sites, as this will keep the As and Cs
on track.

How much detail do they want to hear? If you need to go into great
detail, then put the information into a handout. The As will be happy, the Bs
probably won’t read it anyway and the Cs will read it later.

Transmission

This is where the sender passes the message on to the receiver. After trans-
mission the message is out of the sender’s control! Transmission is very
much affected by these things:

Timing — when is the presentation taking place? Prime times are in the
morning, but not just before lunch, in the afternoon but not just after
lunch and not just before the close of the day. The three ‘non-prime’
times are unavoidable, but since the audience is either thinking about
eating, thinking about digesting or thinking about going home, when
you get these slots you need to be aware of the clock and the dangers of
over-running, particularly at the close of the day. No one will be listen-
ing to your immortal words if they are thinking about traffic jams on
the ring road or train timetables.

Audibility, pause, stress and speed, tone of voice — if you can’t be heard,
you won’t be understood. To make sense of what the presenter is
saying the audience needs all the clues available to make meaning clear.

Visibility, spatial position, stance, gesture and eye contact — if you can’t
be seen, your message is harder to understand. Radio is a marvellous
medium, but you will notice that successful speakers have well modu-
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lated voices. Equally when the presenter is visible they have a barrage
of aids to understanding at their disposal, where and how they stand,
what gestures they make and possibly most importantly whether they
make eye contact with the audience. Low eye contact equals low credi-
bility.

Background distraction — if this is within your control, the audience
should not be distracted by external traffic of any sort and this defi-
nitely includes mobile phones.

To end this section on transmission, it is important to remember that any
audience is restricted by the amount of information that they can physically
process at any one time. Cognitive overload (more than six or seven facts at
any one time) exhausts them and leads to irritability and forgetfulness.
Break your information into digestible chunks.

Receiving

This is where the message is taken in. At this point the receivers (the audi-
ence) need to pay particular attention to the message. Reception is very
much affected by the following:

Timing — not just the time of day, but whether the individuals in the
audience perceive they have the time to listen to the presentation.
Research on the part of the presenter will uncover people who have
other calls on their time and need to leave early — if this is the case, get
your important messages across in the first parts of the presentation
and leave the detailed explanations until last.

Attention span — individual attention spans vary widely. As seem to be
able to concentrate for considerable time spans whereas Bs have short
attention spans and need to be regularly re-engaged to keep them
listening. Cs listen well but do need to discuss.

Interest and priorities — for really important presentations it is useful to
do a survey to see what they are really interested in and what their
priorities are, and then order the presentation accordingly.

Body language — how can you tell when people are listening carefully?
There are several indicators — they may have their heads on one side,
they may look very severe (when people are interested their facial
muscles relax). Their pupils might be dilated, they may suddenly lean
forward or back, they may nod or stroke their faces (a sign of interest),
their eyebrows may be raised or lowered. And how can you tell when
they are not listening to you but to the thoughts inside their heads?
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They might have their arms folded, they might be staring into space or
they may be looking at another person in the audience. (More about
this in Chapter 11.)

Active listening on the part of the receiver is imperative at this stage. Active
listening means listening all the way through without reacting. Asking for
clarification, paying attention to the body language and paralanguage of
the sender and encouraging the sender to continue.

Decoding

This is where the receiver tries to make sense of the message. Decoding is
very much affected by the same things that affect encoding, but from the
audience’s point of view. These are education, mother tongue, age, gender,
experience, vocabulary, knowledge, status, expertise, secrecy or openness,
personality, personal preferences and priorities.

Obviously if the sender encodes in the same way that the receiver decodes
then the message will be well understood!

Responding

This is where the receiver sends their message back and the whole cycle
starts again.
Here the responders will be considering the following things:

Do we know what we (the receivers), want out of this communication?
If the audience does not know what to expect from a presentation they
can’t be sure what they want to hear and will listen less carefully.

Could we ask for clarification when we need it? Will there be time for
questions, when will we get a chance to speak?

Have we encouraged the sender to keep on talking?

Does our body language show that we want the communication to
continue?

Are we giving enough feedback to keep the communication going on?
Are we sticking to the subject?

Are we following the social rules of communication?

The golden rule of communication is: the meaning of the message is the respon-
sibility of the sender, not the receiver.
The major danger spots in the communication cycle are:
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non-prioritization of the messages (too much is sent and in the wrong

order);

poor encoding where the sender pays no attention to the language,
experience and decoding needs of the receiver;

incongruence between the meaning of the message and the manner in
which it is sent;

poor delivery mechanisms where the message cannot be heard or seen;

poor decoding where the receiver does not ask for clarification of any
misunderstandings.

Now let’s go back to how the audience is processing the information they
are hearing. Apart from their own personality preferences, people’s brains
also have preferred ways of understanding information. These are visual,
aural and kinesic.

Table 4.3 Types of processor

Visual processor

Aural processor

Kinesic processor

Here the eyes are the
main gateway to under-
standing. To the visual
processor a picture is
truly worth a thousand
words, words alone are
not enough.

Here the ears are the
main gateway to under-
standing. They need to
not only hear, but
discuss what they have
heard If they don't they
will not fully
understand it.

Here there is a need for
D.LY. - trying it out for
themselves, tasting it,
feeling it, doing it. Input is
through doing. Kinesics
often find it hard to sit still
for long.

This is how each processor makes sense of information.

Table 4.4 Processors taking in information

Activity Visuals Aurals Kinesics

Learning Learns by looking, Learns by listening to | Learns by doing, likes
watching others, likes discussion | physical involvement
demonstrations,
pictures

Written matter

Loves vivid
descriptions,
concentrates very hard

Loves spoken drama,
not particularly
interested in
illustrations

Likes to be told what
to do, probably fidgets
when reading, not an
avid reader
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Table 4.4 continued

The complete presentation skills handbook

Activity Visuals Aurals Kinesics

Remembering Faces not names, takes | Names not faces, Remembers what was
notes, likes visual aids | needs verbal repetition | done, not what they
like mind mapping saw or heard

Imagining Thinks in pictures, Thinks in sounds, Pictures not important,
detailed visualization | subvocalizes ‘mm often gestures to help

hmmm,” remember

Distracted by Physical disorder and | Background noise, Often looks generally
people moving about | music inattentive

Problem solving | Very deliberate, plans | Talks problems out, Attacks the problem
in advance, makes lists | often talks to self physically. Often picks

and writes things
down

the solution involving
the most activity

Inactivity

Looks around, finds
something to watch,
doodles

Talks to self or others

Finds a way to move
around

New situations | Examines Talks about the Tries things out,
surroundings, looks at | situation touches and fiddles
handouts with things

Emotions Glares when angry, Blows up verbally, Gestures, moves hands
grins when happy, face | expresses emotion and limbs to express
very expressive verbally, calms down | emotion

quickly

Communication | Often quiet, may not | Likes listening but Gestures when
talk at length, can’t wait to talk. Likes | speaking, does not
impatient when has to | hearing self and others | seem to listen well,
listen for too long talk stands close when

listening

Vocabulary ‘see’, ‘look’, ‘watch’, ‘listen’, ‘hear’, ‘sounds | ‘get’, ‘feel’, ‘touch’, ‘T'll

‘imagine’, ‘I'll be
seeing you'.

like’, ‘T'll give you a
ring’.

be in touch’.

Within any audience you will have a mixture of these thinking styles. If you
can bear this in mind when putting your presentation together, you will be
seen as a skilled presenter. Make sure there are enough pictures, diagrams,
imagery and descriptions for the visuals, enough discussion points,
chances to speak, exact language and verbal information for the aurals and
enough activity for the kinesics (give them something to fiddle with if you
can).

I once went to an incredible presentation that showed how this could be
done. The speaker was head of design for a well-known racing team. He
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was giving a factory tour, explaining just why his team was winning and
describing the new technology the team was using. We started off in the
entrance hall where he showed us a map of the factory and gave us all a cup
of coffee. We were standing next to a real racing car (as driven by the world
champion and smelling deliciously of oil). All the team’s trophies were on
glittering display. He told us when the team was formed and how it was
funded. Then he took questions and after that, started the tour. We saw
everything and were encouraged to handle the things that interested us (as
far as this was safely possible). We looked at the computer screens, plans
and diagrams in the design offices, the lathes and machinery in the produc-
tion departments and the assembly plant.

Throughout the two hours (which passed very quickly) anyone could ask
any questions they wanted to, while the quieter members of the audience
could examine the equipment and components. All in all the entire audi-
ence was completely happy with the presentation and all in all the thinking
styles, personalities and interests of the audience were completely satisfied
and that is what we should be aiming for when we make a presentation.

Summary

If we take only our own learning preferences and mental processes into
consideration when we plan and deliver our presentations, then we are
short-changing the people in the audience who don’t learn and think like
us. You can guarantee that you will have all three listening styles in the
audience — the As who like to hear facts and examples and who don’t like
being hurried, the Bs who are enthusiastic and like to work fast and the Cs
who need to discuss. Cater for each of these and the whole audience will be
happy. Also think about how people process information, using vivid
pictures and images for the visuals, hard facts and excellent words for the
aurals and something that the kinesics can hold and touch.

Keep in mind the rules for good communication — always remember that
the meaning of the message is entirely the responsibility of the sender.
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How People Remember,
What They Forget

If people are to act on what we have presented to them then what we have
said must be remembered — for several days if possible.

There are basically four stages of memory — ultra short-term, short-term,
medium-term and long-term, and in order to get information into our long-
term memory (which is where we store information that we are familiar
with and use often) we must go through the first three stages. The problem
with presentations is that they are linear — they progress from start to end,
rather like a long passing train, which can mean that by the time we get to
the guard’s van we have almost certainly forgotten the number of the train.

Paying attention to how the audience’s memory works when we
construct a presentation will pay great dividends.

The four stages of memory

The ultra short-term memory gateway (in presentation terms this is the
start of each major point in the presentation) is the gateway to remember-
ing. It doesn’t hold much and it lasts for a very short time indeed.
Nonetheless, information must pass through this gateway in order to be
processed. We use our senses to open this gateway — we see, touch, smell,
taste or hear whatever the information is.

From the list below, what are the things that you remember best?

spoken words black and white written words
pictures photographs sounds
smells feelings rhyme
music actions texture

tastes colours places
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We all have our own preferences but sad to say, the first three — spoken
words, written words and black and white are the least effective ways of
making people remember — and yet these are usually the three things
presenters use — the speech, the handouts and those boring visuals!

Depending on how the information is presented, and to a certain extent
our own memory preferences, some ways of presenting are easier to
remember than others. Seeing something is often more memorable than just
hearing about it, tasting or smelling something very often leaves a stronger
impression than just hearing about it, and, particularly in the case of
manual skills, touching and doing something will be more effective than
just listening. It is also true that the more senses that are involved in
processing new information the stronger will be the memories associated
with that information.

The formation of memory is a complex chemical process, which needs
to be kick-started by presenting new information three times at the very
least, so it is important to gain the audience’s attention and interest right
from the start.

There is one other very significant fact about the ultra short-term
memory — it is all too easy to jam up the gateway with too much informa-
tion. Seven facts or fewer is all it can cope with at once — any more and the
brain becomes confused and all information is lost. This is why it is
absolutely counterproductive to present too many facts at once; the audi-
ence simply will not be able to process them and will become mentally tired
and rather irritable.

So what does all this information about the ultra short-term memory
gateway mean? It means that we should carefully structure the way we
present information to an audience right from the very start. Here’s an
example: you have been asked to present the plans for a complex office
relocation to the 12 people in your department. They only know that they
will be moving, and nothing yet about where they are going or when. You
are also aware that they have concerns about the move.

You could start with (1) an overview slide or handout of a colourful map
that shows the location of the new office in relation to the current office.
Follow this with (2) a slide showing the address of the new office and the
date when the move is to take place. Then (3) show a detailed plan of the
new office itself (with the address clearly stated in words on the slide). This
will push the information through the audience’s ultra short-term memory
gateway and on to the next stage.

The short-term memory is next. This is more capacious, and lasts a little
longer. It is somewhat like a sieve; any information that the audience isn’t
interested in or believes to be untruthful will be sieved out, whereas
anything that the audience finds useful and truthful will be retained. Here
the audience decides whether the new input is of any use. The short-term
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memory is easily bored, has a small capacity, is short-lived and very judge-
mental. It is useful to remember that if you are presenting information that
the audience may feel uncomfortable with or alarmed by, they will stop
listening to you and start listening to their own internal thoughts.

In presentation terms this is where you develop each point with examples,
comparisons, illustrations and references to what is already known. In terms
of our example of the office move, here you could show plans of the offices as
they exist now, showing what will be actually moved, and plans of the future
office showing where the office furniture and fittings will be placed. This
handles the information needs of the presentation, but there are other needs
you should consider. How does the audience feel about the move? What
concerns will they have? Any significant change causes concern to an audi-
ence, even if they know the change will be advantageous in the end.

Because the short-term memory acts as a sieve, the audience will be
worrying about how the move will affect them personally (will I get a desk
by a window? What about parking? Will there be a canteen? How far is the
new office from the shops? How will I cope with both my workload and the
move?). They will be choosing what to remember and what to ignore. At
this point it is useful to relate the information directly to each individual it
will affect. Using people’s names focuses their attention and drives the
message home.

Having put across this information as personally as you can, you have
now engaged the short-term memory.

The best way to move the new information completely through the short-
term memory sieve is to get people talking about what they have learned,
so, if you then ask the audience if anyone knows anything about the area
where the new office is located, or if they have any concerns, they will start
internalizing the new information and deciding how important it is to
them. To treat the short-term memory kindly you need to think about them
personally, hook new information to old, stress what is important and give
examples. If you do this successfully then you will have navigated the audi-
ence through the short-term memory sieve and into the medium-term
working memory.

The medium-term working memory is next. It is extremely active and
lively. Here new memories are compared with old. It is where the brain
really begins to work with the new information. It swings between existing
memories and the new information. This is what we aim for in presenta-
tions. The medium-term working memory is quite capacious and the
memories it holds can last for up to a week although they will need rein-
forcement. Again, discussion helps to reinforce the medium-term memory,
as do plenty of examples and pictures. In presentation terms, this is where
you present alternatives, give the audience choices, get them to think about
what they will do with this new information.
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Back to our example of the office move; the new information is in,
personal concerns have been addressed, and now you can move that infor-
mation through the medium-term memory by looking at the logistics and
possible pitfalls of the move. You could draw up a slide showing (graphi-
cally if possible) the detailed timetable of the move, you could collect a list
of risks and dangers from the audience, using a flip chart (this makes a
refreshing change from looking at a screen and involves the audience
directly). You could even break the audience into sub groups and ask them
to come up with a solution to the dangers on the risk list. By the time you
have done all this you should have a committed audience who can remem-
ber the main points of what you have said and who will willingly move
that information into their long-term memories.

The long-term reinforced memory is the final stage. This is a vast and
mysterious place — all our embedded skills and knowledge are stored there.
Rather like dried flowers, the colours may fade but the structure of the
memory stays the same. It would be wonderful if we could get information
into the audience’s long-term memory during a presentation — however
this is unlikely to happen since it takes several days of thinking, manipulat-
ing and using information before it is permanently stored. What we can do
though, is to make a “call to action’ at the end of the presentation that will
encourage the audience to think and talk about what they have heard in the
days or weeks following the actual presentation.

Back to our example, your final slides need to sum up what you want
them to remember about the move. Don’t overload them with information,
just put up the essentials in as colourful and memorable a way as possible.
The final reminder should be your call to action, that is, a statement of
exactly what you want them to do next. Maybe a flip chart of who does
what, or a listing of what needs to be considered. To further reinforce what
you have said it would be useful to provide them with a comprehensive
handout containing all the information you have covered that they can read
at their leisure.

To summarize so far: when you put a presentation together it is vital to
pay attention to the way the memory works — there is no point in trying to
cram too many facts into an unsuspecting audience. To start the memory
process you must lead them through the ultra short-term memory gateway
by presenting each piece of information three times (show, tell, explain)

Associations and differences

Associations are things like: smell, taste, sounds, surroundings, state of
mind, location, and physical state. The more associations we make when
we are learning something, the easier it is to remember. We rummage
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Spoken words Black and white Written words
Pictures Photographs Sounds
Smells Feelings Rhyme

Music Texture
Tastes Colours Places

Figure 5.1 What we remember well and what we remember badly

around our memories to find these associations when we need to remember
things, so making the presentation room as comfortable, interesting and
memorable as you can, will bring a set of associations to the presentation
that will fix it in their minds.

Let’s look at that list again:

spoken words black and white written words
pictures photographs sounds

smells feelings rhyme

music actions texture

tastes colours places

Read through the list at the top of the page, then shut your eyes and try to
remember everything that was on it (impossible, I know, bearing in mind
how much the ultra short-term and short-term memory can hold).
However it is likely that you did remember ‘pictures’, ‘actions’, ‘rhyme’
and “tastes’. Why? Because they were different, they stood out from the rest
of the list. Making a difference in the way you present information will help
your audience to remember what you have said. So what differences do
you have at your disposal?

You could make it brighter. You could use a bright picture on a slide,
brighter lettering, a brighter tone of voice.

You could make it louder or softer. Using stress and volume will make
the audience sit up, using pause and softness will make them listen
harder and therefore remember better.

You could change position. This is particularly effective if you are
penned up behind a lectern. The audience gets bored looking at exactly
the same background, so changing your position on the stage livens
them up.
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You could involve the audience. Asking a direct question of the audi-
ence or asking them to contribute will refresh them and make them
think about what you have said.

You could use a different media. As with changing position, the audi-
ence can easily become torpid looking at the screen all the time. You
could use a flip chart, or even change from a static screen to a video clip
or voice recording.

You could take a short break. This is very effective. The audience has
the chance to internalize what you have said — even better if you can get
them to discuss what you have said with their neighbours. When the
audience participates they have a chance to relate what you have said
to their own experience.

You could change speakers. Bringing in an expert or someone with a
terrific story to tell backs up your message effectively.

Now, a word about company templates and typefaces. With all the previous
advice about making a difference in order to be memorable, how does this
fit with the company’s desire to have recognizable and badged presenta-
tions, where the constant background and typography mitigates against
difference? Well, it means that you really do have to think about how to
make each slide count, otherwise they are going to slip by in an unending
stream of similarity. Imagine the tedium of two or three slideshows back to
back, each with identical typography and layout! There’s more about this in
the next chapter.

Numerical information

For most of us, numbers in themselves are not memorable. Look at this
statement (the speaker is talking about the opportunities for his company in
the existing export market):

Last year we shipped two thousand tonnes to Belgium, two thousand tonnes
to Iceland, two thousand tonnes to Luxemburg, two thousand tonnes to
Finland and twenty thousand tonnes to Sweden.

What is the point the speaker is making? That Belgium, Iceland,
Luxembourg and Finland are the opportunity since they are not buying as
much as Sweden? Or that Sweden is the opportunity because it is buying
ten times as much as the others? Does the actual tonnage matter?

The bald statement of numerical facts is not usually enough to make the
message memorable; it is how these facts are interpreted:
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An exciting opportunity exists for us in Belgium, Iceland, Luxembourg and
Finland. They are buying only one-tenth of the tonnage that Sweden buys,
and yet all of these countries have the same need for raw materials.

If you have a vivid backup slide showing these figures as a chart then the
audience will remember them well.

Breaking numeric information into digestible chunks makes it memo-
rable because the mind remembers the number of chunks rather than being
put off by the total amount of information. The way we remember tele-
phone numbers is an example of this. Take any 11-digit number, e.g. 01775
493943, and break it down into its component parts:

The beginning chunk, 01, tells you it is a British telephone number, 775
tells you which part of the country it is in, 49 tells you which town it is in
and the last four digits (3942) is the actual number. This gives you (01) (775)
(49) (3943), four chunks, which is easier to remember than 11 separate
digits.

Equally, if people can find a pattern in the things they need to remember,
this makes it easier to retain the memories. This is why mnemonics work so
well. For example: ‘Richard Of York Gave Battle In Vain’ gives you red,
orange, yellow, green, blue, indigo and violet (the colours of the spectrum),
and ‘How I wish I could ascertain’ by looking at the number of letters in
each word gives you 3, 1, 4, 1, 5, 9, the value of Pi ().

Exercise

You are giving a presentation on the financial standing of your
company. The year-end figures are splendid. Profits are up, costs are
down, the market is booming, the pension fund is hugely in profit and
the value of the company’s real estate portfolio is growing by the day.
The shareholders in the audience are going to be really pleased. How
can you prevent the recital of all these numbers from becoming
boring?

There are other factors that will make a presentation really unmemorable,
in fact the things listed here will cause people to actively forget: an inaudi-
ble voice talking about unrelated facts in a negative way using common-
place words and clichés are guaranteed to make the audience want to forget
your presentation. Try to make the words you use vivid, personally involv-
ing, colourful, quirky and descriptive. Modulate your voice and use
gestures to make your meaning clear.
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Exercise

Find alternatives for the following:

Big Useful Powerful State-of-the-art
User-friendly Latest Capacity Value

Fast Platform Comprehensive Leverage

Primacy and recency effect

Finally, there are several physical things that you can to do reinforce
memory. In any learning session the first and last parts are remembered
best. This is called the ‘primacy and recency effect’. To take advantage of
this, state your main message up front as well as at the finish.

START END

Many presentations are like this, the start and end
are well remembered — the middle less so.

Figure 5.2 Primacy and recency effect

Taking breaks also increases the primacy and recency effect.

uinls

Figure 5.3 Taking breaks
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Three breaks triple the effect.

There is a burst of memory energy a short time after learning, and
frequent breaks and changes of pace capitalize on this. Don’t spend longer
than 20 minutes on a subject (even a one-minute break for a stretch can
help). Every 40 minutes, take a complete break of no less than 10 minutes.
When you restart, recap quickly about where you were and add an example
of what you were talking about. The re-enlivened audience will have a
sudden memory burst and be even more receptive to the rest of the presen-
tation.

Summary

Bearing all these factors in mind, you will see that it is not enough to know
your audience’s interests — you also need to consider their personalities and
the way their brains work. The process of human memory is a complicated
business and this too must be taken into account when putting your presen-
tation together.
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Selecting Your Subject and
Organizing Your
Information

The pre-scripting phase of preparing a presentation is where you have the
chance to experiment. Obviously you need to know what you are trying to
achieve, and what the audience wants, but you still have the problem of
how to make your presentation stand out.

Imagine this: you are the spokesman for a large chain of supermarkets.
You have been asked to give a presentation to a group of journalists. What
are you going to talk about?

That's a pretty wide remit, and you’ve only got 30 minutes for the presen-
tation. You can’t possibly talk about everything you know — for one thing
this would probably take months, and for another the audience simply
wouldn’t stand for it. So you have to choose your subject.

Now add another factor into the mix. There have been terrible floods in
the Midlands and crops are severely affected. The pea crop is destroyed,
potato fields are under water and have been so for two weeks, it is harvest
time and the dreadful ground conditions mean that the wheat and corn
cannot be gathered in. Shortages of water, vegetables and bread are already
happening in the towns most severely affected by the floods because the
delivery lorries can’t get through to them.

Now you have more of an idea about what to say. The audience will not
want to hear about the splendid new tills you have installed at all your
branches. They will not be in any way interested in the fact that you have
developed a new training scheme for school leavers, or indeed care if you
have made enormous profits over the last financial year. What do they want
to hear about?

Another scenario: you are the leader of a small project team. The project
will start up tomorrow. The new team members (who have been involved
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in projects before) do not know each other or very much about the project
itself. You have called a meeting of the entire team and the project sponsors.
This meeting can take as long as you like over the space of a morning
(9.00-12.30). What will you cover at this meeting?

Setting SMART objectives

The bedrock of a good presentation is the material that you will cover. Too
much and people become confused. Too little and they feel short-changed.
As the last two chapters showed, audience research is the key, but you will
still have to rummage through your own knowledge base to pick the
subjects and the aspects of those subjects that will keep the audience happy.
To do this you need to set your objectives for the presentation clearly.
Successful objectives must be SMART:

simple enough to be expressed in one or two short sentences;
measurable by the success criteria you have set;

achievable within the boundaries of what you can do;
realistic in terms of your time scales and resources;

timed.

First, think about what you are actually trying to do with your presentation.
It may be one or many of the following;:

Selling Instructing Introducing Image making
Providing a choice  Persuading Scene setting Damage control
Updating Information cascading Giving good news  Giving bad news
Amusing Motivating Correcting

Then look back to your audience research and find out why they are attend-
ing the presentation.

Work out how you are going to measure whether you have achieved
your first objective or not. Will the question and answer session show that
the audience has got the message? Will you test the audience? Will you
have a questionnaire at the end, with a debrief of selected members of the
audience?

Next, look back over similar presentations that you or your colleagues
have given and see if what you are trying to do is achievable, bearing in
mind the time you have to deliver the presentation and the mind set that
the audience will bring to the presentation.
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Then have a look at the amount of time you can set aside for preparing
and organizing the presentation, finding, persuading and briefing other
speakers, gathering the information you will need and rehearsing.

Finally, set a realistic timescale for the presentation itself. Will 20 minutes
speaking and 10 minutes for questions be enough? Will you need more
time, and if so how can you break the presentation up into 20-minute
sections with good links between the sections?

Exercise

What objectives might you set for the supermarket spokesman'’s pres-
entation?

When you have set and checked your objectives you can then work out
what must be included, what would be useful to back these facts up, what
is unnecessary and what you should definitely not talk about at all.

Exercise

The project manager needs to set her objectives for the first meeting
with her team. What might they be?

Having set the objectives, here are some of the things that the project
manager (a real expert on project management) was thinking about putting
into her 40-minute presentation to her new team:

the history of project management;

projects that she had run in the past (all successful!);

details of the new project: project objectives, project parameters;
details about the client;

the project methodology to be used;

the importance of the project to the company;

an ‘introduce yourself “ session so people get to know each other (after
the main presentation);

allocation of roles within the project;

how the project will benefit the project team;
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difficulties the team might encounter with the project;
past projects that the company has messed up;
introduction of the project sponsors;

what will happen to the team if they fail with this project.

Note, that at this point you are just working out general points and not
going into any detail.

Should she talk about all of them? Some of them will fulfil the objectives
and some might hinder it. Some information is unnecessary at this stage
and some is vital. Some information will make the time scales impossible.
Edit the list and then prioritize it.

Exercise

You have been asked to give a presentation to a group of keen garden-
ers about suitable plants for today’s gardens. You have 30 minutes, 10
of which will be used for questions. The hot topic of the moment is the
impact of global warming and how drier summers have led to the need
for drought-resistant plants. What might you include in your presenta-
tion, bearing in mind that you have only 20 minutes?

You not only have to select what you are going to say, you also need to
think about how you will organize what you are going to say. There are
several ways of doing this. The garden expert might choose to arrange his
information into grouped items — flowers that grow in bright sunlight,
flowers that grow in dry shade and flowers that grow in both. He could
then divide these items into subgroups. Thus:

Table 6.1 Planting times

Main Groups
Dry, bright sunlight Dry, cooler shade Shade and sunlight
Flowering Foliage Flowering Foliage Flowering Foliage
plants plants plants plants plants plants
When | When | When | When | When | When | When | When | When | When | When | When
to to to to to to to to to to to to
plant | plant | plant | plant | plant | plant | plant | plant | plant | plant | plant | plant
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The spokesman for the supermarket might well choose a “time-scale’
organization where he talks about what has happened, what is happening
at the moment and what will happen in the future. Thus:

Table 6.2 Past, present and future

What has happened What's happening What will happen in

in the past now the future

Local area flooded, Importing supplies Return to local suppliers,
regional supplies from further away, no rationing, everything
limited, rationing for some temporary price back to normal

some items rises, no rationing

The project manager might choose a problem-solving approach where she
looks at what needs to be done, how it is going to be done and who is
involved.

Table 6.3 Problem-solving approach

What needs to be How this will be Who will be involved
done done
1. Fully understand 1.Interrogate project ~ 1.Everyone
project parameters statements, hold
and client needs meeting with client,
starting tomorrow
2.Fully understand the 2.Presentation from 2. Project sponsor,
importance of the project sponsor, everyone
project to the Thursday
company
3. Etc. 3. Etc. 3. Etc.

Organization methods

Whichever way you organize your information you will need to tell the audi-
ence how you are going to present the information to them. This gives them a
structure to help them understand and will set their expectations clearly. At
this point you are not writing the script, merely deciding what is going into it.
You may well find after you have started to think about your subject (and I
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often do) that the organization method that you have chosen doesn’t exactly

fit. In that case, try another method until you are satisfied — after all you

haven’t started on the script yet and so haven’t wasted much time at all.
Other options for organizing your information are as follows:

The ‘question, answer and significance’” approach (an example that
could be used by the supermarket spokesman).

Table 6.4 Question, answer and significance approach

Question Answer Significance
What has happened to There has been an Bottled water will be
the supply of bottled enormous demand and rationed to 3 litres per

water to the
supermarkets within a

supplies are running low
for the next day or so.

purchaser until Thursday

radius of 20 miles? Supplies will be back to
normal by Thursday
If the pea crop has failed,  The big suppliers of There will probably be a

what will this do to the frozen peas will be price rise when current
availability of frozen importing peas from stocks are sold
peas? European markets

‘Contrast and compare’. This is very useful when giving a selling and
demonstrating presentation. Here is an example for a company’s new

graphic design package:

Table 6.5 Contrast and compare

Fact/feature of our The way things The way we do How webeatour  Benefit of using our
package were things now competitors package
100 type fonts Only 12 type Allnew fontsare ~ Nooneelseuses  No problems with
fonts on the old fully compatible ~ so many true any printers on the
WP package with every other  type fonts market, complete
WP package on freedom of choice
the market
Text and graphics ~ Limited ability to  This is done The only other Saves time when
can be highly condense large automatically package that can ~ composing
condensed documents condense is 50% documents, saves
less effective time and money

when sending by
broadband
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‘Let me tell you a story’. This works well for ‘motherhood and apple
pie’ presentations when you are presenting the history and credibility
of your company. It is loosely based on the format of a traditional tale.
Starting at ‘once upon a time” and ending with ‘they all lived happily
ever-after” although probably not in those exact words. It gives you a
structure to hang your information on. Think about the ingredients of a
good yarn. The arrival of the hero, the arrival of the villain, the quest
for the grail, the wicked stepmother, the slaying of the dragon, the
magic spell, and use these in the narrative. You could equally choose
the plot of a play or a film and base your presentation on this.

To summarize: it is at this point, before starting to script the presentation
that you need the chance to play around with ideas. Start by defining just
what you are going to cover and how you are going to do this. Too much
information and they will not be able to remember it all, too little and the
audience will feel unsatisfied. Setting clear objectives will help with this.
Objectives must be SMART if you are going to achieve them. Having set
your objectives you can now list, prioritize and organize the information
you are going to present into ‘must know’, ‘helps to understand’, ‘nice to
know’, ‘not necessary’ and ‘positively damaging’. Now think about how
you are going to organize that information in a way that will make it
completely understandable and interesting to the audience. Until you have
thought all this through you are not ready to begin scripting.

A final exercise

You are the head of HR in a well-liked local company who is running a
recruitment drive for school leavers. You have decided to use the ‘let
me tell you a story’ approach to present your company’s history.
Choose one of the following to base your story on:

B a fairy story, (e.g. Cinderella and the ugly sisters, The Three Billy
Goats Gruff, Rumpelstiltskin, etc);
B afilm, (e.g. Star Wars, Top Gun, Shrek, Harry Potter, etc);

B a play or a musical (e.g. anything from Shakespeare, any
pantomime, Peter Pan, etc).

Lark about with this and see what you can achieve.



54

Writing the Script

Having researched your audience and selected your subjects you are now
ready to write your script. Before you do anything else you will have
decided just exactly what it is you want to achieve using the SMART objec-
tives formula.

So let’s take another example. You have been asked to make a presenta-
tion to a group of new employees on the use of fire extinguishers in each
department. You know that one-third of the audience will be joining the
pre-sales team, one-third of the audience will be joining the help desk team
and the last third will be working in the stores department. You have been
given a morning for the chalk-and-talk and demonstrations. You work for
human resources and have the services of the local fire department at your
beck and call. The presentation will take place in the lecture hall and
outside the hall where there is a fire tank and demonstration equipment.

The objectives are:

to make sure that all new employees are familiar with and know how to
use the right extinguisher in case of any fire;

to encourage all new employees to be aware of the health and safety
regulations relating to fires, particularly in their departments;

to fulfil the legal requirement to present this information.

Are the objectives simple? Yes.

Are they measurable? Yes — you can get all of them to actually use the fire
extinguishers and observe for yourself that they are handling them
correctly.

Are they achievable? Yes, this has been done before.

Are they realistic in terms of resources and time scales? Yes, you will only
be talking about four different types of extinguisher and you have the fire
service to back you up.

Timescale? Yes.
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Now you need to collect together all the information you are going to
use. You will have done this in general in the selection of subjects, but here
you need to go into much more detail. Here you need to ask yourself
several questions:

What information must I cover — exactly?

What am I not going to cover — and why not?

Which are the most important points — exactly — itemize them?
Which facts will add most value — itemize these?

What examples can I use — make these as real as possible?

In the case of information, write each subject that you are going to cover on
an index card with the related facts and examples underneath them. You
can then try different arrangements of the facts until you feel you have
prioritized them.

Now you need a structure to work with. Having a structure will speed up
the preparation of the script, keep you on track and help the audience to
listen and remember what you have said.

Structuring a script

Like a good novel, play or film, a script needs a beginning, middle and end.
To catch your audience’s interest and attention you need to start with a
bang, to keep their attention and help them to understand you need to give
relevant and interesting examples and case studies, and to help them to
remember you need to make a good summary at the end.

Because we all work under pressure, I find it very useful to start at the
end - by doing this you have the advantage of knowing exactly where you
are going and what you are going to cover. The elements of a good ending
are:

A “call to action” where you ask the audience to do something that will
make them think about what you have told them.

A summary of the main points that you have covered — not just a list of
the points, but a vivid and memorable reminder of the most important
facts.

A question-and-answer session. You will need to consider what ques-
tions might be asked and what concerns your presentation has raised.

A final summary and graceful finish.
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Exercise

You are part of the human resources department of a large merchant
bank. You are talking to the IT department about the closure of the
Huddersfield IT centre, which will be relocated to London. The audience
is in no danger of losing their jobs but changes will have to be made.
Specifically there will be an increased workload over the near future
and an expansion of the department into the suite of offices next to the
existing computer rooms. Within six months everything will settle down
and things will become less hectic. This is brand new news to the audi-
ence. These are the general points you need to have covered in the
presentation:

the advantages of the relocation of the IT centre to London;
job security and increase in salaries;

changes in working patterns and workload;

office expansion and timetable;

opportunities for all.

Plan the ending to your presentation, including a call to action.

In the case of the health and safety presentation the final summary
might cover the labelling of flammable items, the different types of fire
that might be encountered and the actual use of the extinguishers. The
question-and-answer session will undoubtedly raise concerns about
personal danger and the likelihood of particular types of fire in particu-
lar locations. The ‘call to action” might be a request for everyone in the
audience to search out the warning signs, fire risks and fire escapes in
their departments.

Write the detailed points for the ending on index cards and prioritize
them.

With the end sorted out, you now go back to the beginning. Here
you need to catch their attention immediately. There are many ways of
doing this — a startling statistic, a current news story, a pertinent quote,
an amazing picture, a fact completely related to your audience or their
company that allows you to use their name or company name.

Introduce yourself and set the audience’s expectations about your
expertise positively. This is sometimes known as the ‘credibility state-
ment’. It tells them why you are qualified to speak on the subject and
what your background is. It also allows you to put your contact details
up on the screen if you are using one; if so,