
Powerful	  

Presenta.ons	  
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What	  is	  a	  presentaGon?	  

NOT	  a	  set	  of	  slides!	  
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What	  you’ll	  do	  today	  

Prepare	  much	  of	  an	  upcoming	  presentaGon	  
	  
Use	  tools	  for	  future	  presentaGon	  prep	  
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Two	  Skill	  Sets	  

Organized	  
Content	  

Physical	  
Delivery	  

Powerful	  
PresentaGon	  
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Physical	  Delivery	  Skills	  
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6	  



What	  did	  she	  say?	  
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PresentaGon	  Nerves	  

Start	  of	  
presentaGon	   End	  of	  

presentaGon	  
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Organizing	  Content	  
	  

Purpose	  
	  

Audience	  

Content	  Elements	  

Visual	  Aids	  
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My	  intenGon	  
Do	  something	  
See	  results	  

Purpose	  

  


 ★	  

Purpose	  =	  Audience	  AcGon	  

What	  do	  I	  want	  my	  audience	  to	  DO	  
a^er	  hearing	  my	  presentaGon?	  
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Exercise:	  Clarify	  
the	  Purpose	  1	  

Write	  the	  answer	  to	  this	  quesGon	  for	  your	  presentaGon:	  
	  
What	  do	  I	  want	  my	  audience	  to	  do	  a^er	  hearing	  my	  presentaGon?	  
	  
	  
	  
Or,	  fill	  in	  the	  blank:	  
	  
A^er	  hearing	  my	  presentaGon,	  my	  audience	  will	  	  __________________.	  
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Exercise:	  Clarify	  
the	  Purpose	  2	  

Groups	  of	  3	  or	  4.	  	  Use	  the	  handout.	  
	  
1.  Determine	  which	  of	  the	  purpose	  statements	  is	  

correct	  as	  wrieen.	  
	  
2.  Rewrite	  the	  other	  statements	  to	  make	  them	  purposeful.	  	  
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Purpose	  Pifalls	  

know	  
want	  to	  

understand	  
discuss	  

review	  feel	  

believe	  
learn	  

analyze	  
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Powerful	  Purpose	  Verbs	  
Approve	  
	  

Agree	  
	  

Implement	  
	  

Make	  an	  appointment	  
	  

Register	  
	  

Decide	  
	  

Create	  
	  

Select	  
	  

Put	  on	  the	  calendar	  
	  

Submit	  
	  

Develop	  
	  

ParGcipate	  
	  

Solve	  
	  

Allocate	  
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Organizing	  Content	  
	  

Purpose	  
	  

Audience	  

Content	  Elements	  

Visual	  Aids	  
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Audience	  Analysis	  
YOU	   AUDIENCE	  

What	  you	  know	  about	  
your	  audience.	  

Ask	  more	  
ques.ons!	  
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Exercise:	  Audience	  Analysis	  

Use	  the	  Audience	  Analysis	  handout.	  
	  
For	  your	  presentaGon’s	  audience,	  answer	  the	  quesGons.	  
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WIIFM?	  

What’s	  in	  it	  for	  me?	  
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Make	  a	  Long	  List	  of	  QuesGons	  
Your	  Audience	  Will	  Have	  
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Organizing	  Content	  
	  

Purpose	  
	  

Audience	  

Content	  Elements	  

Visual	  Aids	  
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Tradi.onal	   Modern,	  Persuasive	  

Background	  

	  
Research	  

	  
Findings	  

	  
RecommendaGon	  

	  
Conclusion	  

Point/Purpose	  

Problem	  to	  be	  solved	  

Recommendation	  

Benefits	  

	  	  	  Evidence	  

Next-‐step	  acGon	  

Background	  

Organizing	  Formats	  
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Types	  of	  Persuasive	  Evidence	  

StaGsGcs	  
	  
Facts	  
	  
Examples	  
	  
Analogies	  
	  
Expert	  Judgment	  
	  
Personal	  Incident	  

QuanGfy	  as	  much	  as	  possible:	  
	  

•  Time	  
•  Dollars	  
•  Percentages	  
•  Number	  of	  people,	  things	  
•  Space	  
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Organizing	  Content	  
	  

Purpose	  
	  

Audience	  

Content	  Elements	  

Visual	  Aids	  
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Visual	  
55%	  Vocal	  

	  	  	  38%	  

Words	  
	  	  7%	  

Albert	  Mehrabian,	  Ph.D.	  
Professor	  Emeritus,	  UCLA	  
	  

Believability	  and	  RetenGon	  
of	  Messages	  
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DILBERT:	  ©	  Scoe	  Adams/Dist.	  by	  United	  Feature	  Syndicate,	  Inc.	  
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©	  The	  New	  Yorker	  CollecGon	  2003	  Alex	  Gregory	  from	  cartoonbank.com.	  	  All	  Rights	  Reserved.	  
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TSG Report includes: 
 
 

  Expense Ratio (bps) – Total annual management fees in Basis points. 

  Spread (¢) – The difference in the volume-weighted average bid and offer 
for all executed orders less than 10,000 shares.  Measure of the average cost 
an investor pays for each share. 

  Spread (bps) – The difference in the volume-weighted average bid and offer 
for all executed orders less than 10,000 shares.  Calculation: Spread ($) 
divided by Weighted Volume Average Price ($).  

  Average Quote Size (shares) – The average quoted depth in shares available 
at the national best bid and offer.  (This provides a true representation of the 
aggregated size in shares at the inside.) 

  Average Quote Size ($) – The average quoted depth in dollars available at 
the national best bid and offer.  (This provides a true representation of the 
aggregated size in dollars at the inside.) 
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TSG Report includes 
 
 
 
 
 

  Expense Ratio (bps)  

  Spread (¢)  

  Spread (bps) 

  Average Quote Size (shares) 

  Average Quote Size ($) 
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1 

ace Re-acation Recommendation By Store 

-4ft +4ft 

Recommended Action: 
 

OPTION A: 
• Cut 4ft from Juice 
•  Allocate +4ft to Yogurt 
•  Final footage: 

-> Juice 16ft 
-> Yogurt 16ft 

 

+4ft 

Recommended Action: 
 
OPTION B: 
•  Swap Juice with Cheese 
•  Cut butter to 4ft 
•  Final footage: 

-> Juice 20ft 
-> Yogurt 16ft 
-> Butter 4ft 

Option A Option B 

-4ft 

Space Allocation Recommendation 
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Our organization chart 
Ooopsee Accident Insurance, Ltd.

Alexandra Rosvadamsky

Acid Indigestion
Beverage Director

Juerg Ovadiah

Marcial Arts
HR

Jack Sprat
Dietician

Red Okamoto
IT

Rosemary Benhamo

Ivo Costa DaSilva

Geraldo Ooopsee
COO

Walter Krissel
Director of Advertising

Harlan Betancourt
SOB

Ophelia Cash Lionel Knightingale
VGK

Penina Pendragon
Storyteller

Browynn Amzallag

Dwight  Bourn
FBI

Attila the Hun
Warlord

Darth Vader
Outsourcing

Blanche Marker
Copy Princess

Sergio Buarque Hollanda

Geraldine Ooopsee
CFO

Bettina Levine
MBA

Holland Tunnel
Transportation

Edward Lizard
TV

Peter Rabbit
Garden Director

Dixie LaRouxe Peter Piper

Bambee Levine

Laura Lepain
RBI

Martha Stewart

Bernie Kornfeld

Mead Morrison
CIA

Bing Cherry
Catering

Morgan LeFay
Resident Sorceress

Geralynne Ooopsee
Managing Director

Hepsebah St. John
Poet

Gerald Ooopsee
CEO

OOOPSEE INTERNATIONAL!
GLOBAL,	  NATIONAL,	  LOCAL	  
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Anima.on	  Overload	  
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I believe in 
angles. 
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Avoid	  Boring	  
Headings	  

IntroducGon	  
	  
Background	  
	  
Summary	  
	  
Conclusion	  
	  
Agenda	  
	  
	  

Why	  We’re	  Here	  
	  
Here’s	  the	  Problem	  
	  
Key	  Points	  for	  Next	  Month	  
	  
Next-‐Steps	  for	  You	  
	  
Results	  Needed	  Today	  
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Title	  Photo	  
Light
26.3%

Blended
19.1%

Greek
18.4%

PAH
12.4%

Kids
10.8%

Large 
Cups
9.0%

FOB
Flavored

4.0% RecommendaGon:	   Project	  Phases	  
1.  Xxxxxx	  
2.  Xxxxxxxxx	  
3.  Xxxxxx	  
4.  xxxxxxxx	  

Benefits	  for	  Your	  
Department	  

Save $11,000	  

Reduce per 
person cost 
by $150	  

versus	  

Proposed	  Timeline	  

Feb.	   July	  

Next	  Steps	  

[3rd	  piece	  of	  
evidence:	  get	  
from	  Mickey.]	  

TBD	  
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Q &	  A 
AnGcipate	  quesGons	  
Prepare	  responses	  
Handle	  professionally	  
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Rephrase	  Ques.ons	  
Before	  Answering	  

Paraphrase	  the	  quesGon’s	  meaning	  
in	  all	  new	  words.	  
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Make	  Your	  PresentaGons	  
More	  Powerful	  

1.  Get	  someone	  to	  film	  you	  presenGng	  or	  pracGcing	  a	  presentaGon.	  	  
Look	  at	  the	  video.	  

2.  Use	  presentaGon	  prep	  tools	  in	  order:	  
-‐-‐Purpose	  
-‐-‐Audience	  
-‐-‐Content	  
-‐-‐Visual	  Aids	  

3.  Focus	  on	  your	  listeners	  and	  their	  needs	  
4.  PracGce	  out	  loud	  
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