[ first met Simon a few years ago. To be honest,

| was a little wary beforehand. I'd met lots of
“PowerPoint experts” before. I'd found most
wore “to a man with a hammer, everything looks
like a nail” blinkers. You know the type of thing:
“You're delivering a presentation? Great—we
design slides. Let’s discuss how we can make
yours whizzy and shiny.”

But he was the complete opposite.

Like me, Simon’s core belief is

that a presentation is an audience
thing. They—not the presenter—
decide whether the presentation is
good or not.

It's they who decide whether to follow the Call
To Action. Soit’s they who should be our sole
focus throughout. Get this right, and everyone
benefits. It makes things easy and quick. it's
more pleasant. Things get done.

This book will help you deliver the best
presentations of your life. You'll learn techniques
that will permanently change the way you

speak to others. | know this, because I've seen

it happen. Simon’s company and | have worked
together many times, helping thousands of
people—both presenters and audiences—enjoy
presentations more and transforming the way
companies communicate, leaders lead, and sales
teams sell.

This book will show you how to take your
audiences with you on a journey, in such a way
that they want to—and do—the things you want.

Better still, it will change how you feel about
presentations. Because, let’s face it, what you
say on the outside mirrors what you're thinking
on the inside.

But best of all? Your audiences will love that
you've read it.

And when that happens, everybody wins.

Andy Bounds

Communication expert and author of international
best sellers The Snowball Effect and The Jelly Effect
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ear communication has never been as
CI important in business as it is today. The

examples range from something as
simple as crafting a lucid e-mail to a colleague,
all the way to sharing a vision and inciting
passion in an audience via a more complex
presentation. The ability to do these things—
and so many others—is a must-have for every
successful businessperson today.

The exciting news is that
communication—business and
otherwise—has changed beyond
all recognition over the past

few years.

So much of our professional interaction has
moved away from the “old school,” formal
scenario of standing and presenting to a
group of businesspeople (often in a horseshoe
configuration of desks.. .. just to make you feel
that little more nervous/inferior).

Nowadays, we tend to find ourselves
communicating quite informally—in person
over a coffee/beer in an airport lounge or at

networking events and online via social media or

webinars. More often than not, the opportunity

for our communication (and presentations) to be

interactive crops up, and we should be grabbing
these chances with both hands.

Wherever you happen be when these exchanges
begin, you have a chance to not simply shine as
a presenter but, more important, to share your
ideas, vision, proposition, or just plain old story
in a powerful way. Add to that the fast-growing
list of presentation tools and technologies now
available to us and we're in a golden age of
presentation development. Happy days.

Of course, some people seem to have that innate
ability to get up there and present. .. and others
don’t. We all have those wonderfully talented
colleagues who are usually so gregarious—but
who freeze as soon as they step up to the front
of an audience (heck, you might be one of
them!). There are also those incredibly bright
individuals who have so much to share that they
end up confusing their audience rather than
imparting their knowledge.

Sadly, people’s inability to clearly communicate
their message through presentations in all

its forms (and we're not just talking about
PowerPoint here, as you'll find out later) can
have a devastating impact on what should be a
brilliant career.

Before We Get Started ... The Presentation Labs Hypothesis
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One of the reasons there are so many
presentation-coaching companies out there
(most are, strangely enough, run by ex-actors
who know little or nothing about business) is
that these frustrated but brilliant colleagues
recognize the importance of getting this part of
their job right. And sometimes, this coaching
works, because it was their soft skills that
needed a spit and polish. But too often, the
issue lies much deeper—in the creation and
development of the entire presentation process.
Business presentations should not be seen

as a grand performance; they should be seen

as a powerful interaction between presenter
and audience. And it’s the latter that this book
focuses on.

There are endless books, coaching companies,
and websites that offer hints and tips on
managing the soft skills part of the process (you
know the kind of thing—don't jingle change in
your pocket, don't stand in front of the projector,
check your zipper before you go on stage).
However, there’s a very scant offering in terms of
constructing and visually telling your story.

The Presentation Lab is here to change that...
for good. Over the next eight sections, I'm
going to share with you the steps and stages
required to create a presentation story that not
only works for you as the presenter but, more
important, delivers exactly what your audience
needs—no matter what environment you're
presenting in or what demographic/ethnic/
socioeconomic mix your audience is.

You see, the audience is the
most important factor in the
presentation process.

And keeping them at the core of everything we
do is vital to the success of the presentation.
But, we're already getting ahead of ourselves.
First, let’s look at where the concept of the
Presentation Lab came from in the first place.

Introduction



- person can have the

“: A |greatestideain
| the world—completely
different and novel—Dbut if that
person can’t convince enough

people, it doesn’t matter.

Gregory Berns, Neuroscientist
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Welcome to the Presentation Lab

A.
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e idea for a“Presentation Lab” has been
bubbling away for some time within my
business, Eyeful Presentations.

Th

We wanted a place to test new ideas, invite
customers and friends to try different
approaches out, and never have to worry that
they were making themselves look daft in front
of a live audience. And the Presentation Lab
does just that. We give people the opportunity
to use new technologies, develop innovative
hooks and story structures, and generally get
completely immersed.

More exciting is the fact that by creating a truly
immersive environment, we are able to equip
the most engaged, influential people within

a business with the skills and vision to make

a real difference to their corporate view of
presentations. The people who visit our Eyeful
Labs facility in the United Kingdom—or,

I would imagine, who've spent their hard-earned
money on this book—are the same people who
make change happen within an organization.
Companies need only a handful of passionate
and committed voices to point out the futility of
poor presentation thinking, and build sufficient
momentum for change.

Business presentations need to change—of that
there is no doubt. The theory and approach we
embrace at the Presentation Lab will equip you
with the insight, tools, and passion to affect that
change within your own organization.

The first step in getting your head
around the Presentation Lab
method is to recognize the reality
that there is no silver bullet that
addresses all of your organization’s
presentation woes.

You come to the answer by using a variety of
different options and solutions, mixing them up
and testing them in as open and engaging way
as you can. And hopefully, your company can
become a bit like the Presentation Lab in some
small way—a fun place where sometimes the
most random aside can spark new ideas and
presentation inspiration.

Introduction
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I remember working with the UK executive team
of a large information technology (IT) company

a few years ago. They were up against quite a
challenge, following a tough couple of years in

a crowded marketplace. They'd come to us to
support them in the launch of a new Cloud-based
service. The understandably anxious Sales and
Marketing Director wanted to push the Cloud
message’s flexibility, believing it would give

them early-mover advantage. Unfortunately, the
company’s CEO saw nothing other than a return
on investment (ROI) message working as a way

to get them out of the mire. After a couple of
hours facilitating a lively but increasingly fractious
discussion over the merits of each message,

we broke for coffee and a chance to chat about
something other than work.

Being both a keen gardener and British, the
topic of the weather quickly came up (it's a
cliché but true!). | mentioned that my Spring
crop of vegetables was suffering due to the
perpetually overcast days we'd experienced for
the past few weeks.

“You see, clouds don't always make for good
news,” | muttered, still worrying about my
green tomatoes.

“Um...that'sit...!" sparked up the CEO.

What followed was an incredibly speedy and
gratifying turnaround in presentation message.
All parties threw themselves into it with true
gusto; there was a real sense of shared passion
and vision in where we were heading with the
message. Out went the somewhat waffly focus

on the technology being “cool and sexy;" as did

the well-trodden ROI message. Instead, both

were replaced by a beautifully simple message
that played directly to their audience’s anxieties:
We can tell you—in one-syllable words—whether
your business could benefit from the new Cloud
technology in terms of efficiency, technology
costs, and flexibility, and if it can’t, we'll tell you why
not—and the other options available to you.

That pretty much sums up the Presentation Lab
approach. We want to create an environment
where new ideas can spark relatively random
thoughts and comments and then inject

them with sufficient passion and enthusiasm

to see them cross over the line from great

idea to reality. It's about giving you the skills
and, equally important, the confidence to do
this within your own organization. It will be
fun, challenging and, on occasion, headache
inducing, but | assure you it will be worthwhile . ..

Shall we begin?
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What This Book Is Not About. .. A I
3
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iting a book is one of the most exciting
Wr things I've ever done. It's my chance
to put down in black and white (or
whichever color scheme the boys in the studio
agree upon) the thoughts, frustrations, and
lessons learned over many years of working
with huge companies to improve the impact

of their presentations and their engagement
with audiences.

It's like a musician laying down their first album
after many years of touring and playing in front
of live audiences. There’s just so much to share.
And that’s where it can get tricky.

If | try to squeeze everything | know into

one book, it'll be a mess. We're bound to

fail if | overdo it and attempt to cure all the
presentation ills that befall businesses every
day. As you'll come to learn in later chapters, it's
as much about what you leave out as what you
keep and deliver on.

So with this in mind, here’s a list of the things
we won't be covering here, along with the
reasons why:

U UYL
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Soft Skills

We have some truly gifted soft skills trainers within my business who are located all over the globe.

They spend their (very long) days working with presenters to improve their ability to take the story

we have created for them and knock it out of the park in terms of personal performance. They have
an extraordinary impact; I've witnessed previously timid executives morph into powerful orators—
and, if I'm being frank, I've seen many arrogant and overly confident speakers tweaked and coerced
into becoming more genuine and selfless presenters. It's powerful stuff.

The reason I'm not including any of the soft skills alchemy in this book is that in my experience,
developing and enhancing your presentation soft skills chops is an incredibly personal journey.

Our trainers understand that many of the individual foibles that keep people from delivering a
presentation with passion, gusto, and commitment involve more than learning where to stand, how
to project your voice, and what to do with your hands. At its best, it's a process that'’s tailored to

each presenter. Therefore, squeezing a chapter in about this very involved and important element of
presenter success (note: not presentation success . .. we'll be sure to sort that out for you) seemed a
little silly—and not the best use of our (or your) time.

Getting to Prettier PowerPoint

As we'll demonstrate over the course of this book, we love PowerPoint. We think it's a tremendous
tool—when used properly and in appropriate situations. We also recognize that, despite the
somewhat boring and unoriginal bad press around its use, it’s still a firm favorite among the vast
majority of business presenters.

In a similar vein to the soft skills stuff, a good PowerPoint slide is a bespoke creation. And we will be
explaining how to create visuals to accompany your story. They will need to fit into the flow of the
presentation; sit nicely alongside you, the presenter, as a natural extension of your message and style;
and help drive your communication home.

What we won't be covering is click-by-click use, demonstrating how to work with templates, create
impactful animations, or insert videos. There are a plethora of books available for these elements
depending on the version of PowerPoint (or Keynote for that matter) you're using, and frankly |
think we have more important issues to cover, such as messaging, story structure, and audience
engagement. Don't you?

What This Book Is Not About ...



How the Presentation Industry Has Got It All Wrong

A strong statement, | know, but ever more
apparent as | consider the way business
communication is evolving these days. People
are presenting in different environments, using
new technologies and absorbing information
in new and exciting ways. Yet on the whole,
the presentation sector has not reacted at all.
If anything, it seems to be actively resisting the
new reality.

Let me explain.

Everything about the presentation messaging
and design sector is set up to address
“traditional” presentation dilemmas. These

sit firmly in the formal environment of giving
a prepared, preplanned, presentation to an
audience that typically does not ask questions
along the way.

And this is a fine approach for many kinds of
public appearances. Bid presentations fit this
model rather nicely, as do conferences, seminars,
and, to a certain extent, webinars.

But—countless other presentations situations
have moved on from this.

Many of the best and most
successful sales presentations are,
at their core, conversations.

The ability to interact, respond, and engage
with an audience is incredibly powerful—and
incredibly difficult to do with many of the
restrictive presentation structures and tools
foisted upon sales teams the world over.

Much the same can be said for those fortuitous
and serendipitous moments when you present
informally, either on a napkin over a beer in an
airport bar or using a whiteboard as part of an

inspiring and free-flowing discussion.

Despite this important change in the
presentation landscape, most experts in

this field spend their time focusing on those
diminishing formal situations. Designers work
on linear PowerPoint decks to deliver visuals for
the formal situation; authors write books about
developing presentations to engage audiences
in a formal situation—and ultimately, these are
becoming increasingly irrelevant. Rather than
worrying about coaching people on how to
stand, pace themselves, and breathe for formal
presentations, shouldn’t organizations invest in
having their teams truly understand their story—
and be able to share it with passion, relevant
content, and visuals that they can use in all kinds
of different situations?

Organizations need to ask themselves a crucial
question: Does my presentation work only as a
formal PowerPoint? Or can | share it “on the back
of an envelope” if the audience and situation
demands it?
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THE PRESENTATION LAB
The Impact (& Source) of

Poor Presentations

Element ABCDETFGH

ere’s no getting away from it: Business

Th communication is in crisis. Boardrooms
across the globe are grinding to a

halt under the weight of poor presentations.

Decisions are taking longer and, sadly, thanks

to presentations’ shockingly inadequate quality,

people are often making these decisions based

on incorrect assumptions and patchy, poorly

presented data.

We cannot overstate the negative impact these
substandard presentations have on business.
Many moons ago (excuse the pun), NASA

got pulled into a storm of debate about the
inefficiency of PowerPoint when people began
pointing to the presentation software the
“source of all evil”and a contributing factor in
the Columbia tragedy. It was argued that NASA
had become overreliant on PowerPoint when

it came to presenting and debating complex
engineering issues.

NASA's Columbia Accident Investigation Board

said in their report, “It is easy to understand how
a senior manager might read this PowerPoint
slide and not realize that it addresses a
life-threatening situation.”

Although one could debate long into the
night about the part PowerPoint had to play,
one very obvious, very important

fact remains:

The people at NASA failed to

communicate clearly.

The fact that they are incredibly intelligent,
eloquent people really didn’t matter—their
presentation failed. Adding to that the fact
that they chose, in retrospect, the wrong tool
for the job is neither here nor there. They
neglected to present their content in a way that
communicated the message clearly, and the
subsequent decision made around that board
table resulted in the tragic death of seven brave
men and women.

There’s no denying the fact incidents such

as NASA’'s wrong decision are happening in
businesses across the globe every day. As you're
reading this, someone somewhere is presenting
information in such a verbose and complicated
manner that the decision makers sitting before
them (who, let’s be frank, the presenter likely
had to chase down with all of his energy to
actually book the meeting in the first place) have
mentally checked out. Their minds are on the
stack of e-mails slowly building up back at their
desks (or, if they're a little on the rude side, on
the e-mails they’re checking on their phones

as the presenter sweats his way through yet
another PowerPoint slide).

Introduction



Maybe the audience members are thinking
about the next meeting, or what might be for
dinner that evening, or what’s on TV tonight.
Ultimately, the most pressing issue is that

the audience, especially the most important
members, the decision makers—has stopped
paying attention and is no longer listening to a
thing being shared.

The net result is that, at best, no decision will
be made. At worst, the wrong decision could
be made. If this happens, the business suffers,
leaving employees, shareholders, and other
stakeholders to feel the impact—all because
the presentation failed to deliver.

Scary, isn't it?

The Impact (& Source) of Poor Presentations &



So why do such a large number of presentations
fail? There are a number of factors, ranging from
time and skills through to executive support
and recognition of the part presentations play in
clear communication.

When working with sales and
marketing teams, we will often
highlight a behavior that we call
the Presentation Paradox.

The Presentation Paradox is prevalent in
companies large and small across the globe and
manifests itself in a last-minute panic to prepare
a presentation for a sales meeting.

Chances are the sales meeting will have been
the culmination of vast amounts of work and
investment in people, marketing, and skills
training. If you ever want to see all the color
drain from a CEO's face, have him or her calculate
the true cost of getting a trained salesperson in
front of a qualified prospect; the numbers are
mind-boggling.

Yet it is only at the last minute that the thought
of a presentation enters the salesperson’s mind.
The inevitable response is either copying and
pasting some slides together (also known as a
Frankenstein presentation), passing itonto a
Personal Assistant to create, or working on it

all night in front of the TV—all surefire ways of
creating a mediocre presentation at best.

Despite these avoidable “crimes against
presenting,’ PowerPoint is often the tool that
gets blamed for the failings of the presenter!
This injustice puts me in mind of some other
myths that need busting ...

Introduction



The Presentation Paradex

T a/////

/ //////////

DA 00 O L W WL

P AL oa)

f ales & Marke fmg Praam




THE PRESENTATION LAB

Myth Busting
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e of my biggest frustrations (and |
on wager, one of the reasons for poor

presentations becoming the normin
business today) is the prevalence of myths that
surround presentations.

We've all been party to the alleged wise words
from the “business sage”—and unfortunately
over time, many of these opinions have become
fact. Here are some of my favorites:

Myth #1: PowerPoint Is Intrinsically Evil

A couple of years ago, a Swiss chap by the name
of Matthias Poehm came up with a cunning
plan: He started a “Ban PowerPoint” political
party. Poehm’s movement garnered worldwide
publicity (which coincided rather fortuitously
with his book’s launch) and got everyone with

a blog back on the old hobbyhorse: PowerPoint
should be banned by all for the crime of
dumbing down business presentations.

PowerPoint’s biggest failing is simply that it's
too damned easy to use. Microsoft has made
available to people all over the World—and
businesspeople in particular—a tool that can
help deliver powerful visual presentations. The
drawback is that only a tiny percentage of these
people have a clue as to how to begin to create
such a presentation. Yet this (unfortunately)
doesn’t seem to deter them. The generally
accepted best guesstimate is that 30 million*
PowerPoint presentations are created or
delivered every day, which goes to demonstrate
the ease by which death by a thousand bullets
can be achieved.

However, blaming PowerPoint’s
ease of use for poor
communication within the
business boardroom is like
blaming Microsoft’s Word program
for bad speeches or Outlook for
poor e-mail content.

The blame sits squarely with the person who sat
in front of the computer and his or her inability

to understand or learn the skills required to
deliver a powerful visual presentation.

*Note: No one has been able to verify this
number, but it seems like as good a guess as we're
going to get based on the number of legal and
bootleg copies of Microsoft Office that reside on
personal computers (PCs) across the World.
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Myth #2: The Slides Are the Presentation

The most revealing sign that the tail is wagging
the dog is when a colleague—or even worse,
a prospect—asks you to send the deck of slides
while referring to them as “the presentation.”

As will become clear through the pages of this
book that a presentation is a combination of
many things, the most important being the
presenter. Sending a slide deck through to

a prospect is akin to sending the visuals that
comprise your website or brochure minus any
copy. The visuals wouldn’t (and shouldn't!)
make sense without the accompanying
commentary—which, surprise, surprise, comes
from you, the presenter.

One of the most frustrating results of this sort
of thinking is that people create slides that aim
to serve two purposes: one as a visual prompt
to support the presenter (the right way to think
about PowerPoint) and the other as a“leave
behind,” which inevitably means slides full of
explanatory text to make up for the absence

of the presenter. The net result fails on both
counts; presenters sacrifice visual impact for the
inclusion of copy. But wary of having too much
text on the slide (for we know this is a bad thing,
right?), there is insufficient detail in the words.

The impact of this on the audience is obvious:
When faced with the challenge of trying to
work their way through text heavy slides while
simultaneously listening to the presenter talking
away, they do neither particularly well—and
ultimately end up mentally checking out. The
fancy scientific explanation of this phenomenon
is Cognitive Load Theory, which, in layperson’s
terms, means that human beings are not
particularly adept at doing more than one

thing at a time. (Although this is not exactly
groundbreaking news, it’s handy to drop into

a dinner party conversation should the need
arise.)

In the world of presentations,
compromise always comes at a
cost. And the cost in this case
is a confused, unengaged, and
frustrated audience—which is
clearly not what we're after.
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Myth #3: Presentation Zen/Typography

To mangle a well-used phrase, with great
influence comes great responsibility. The
well-respected Godfather of Presentation
Design, Garr Reynolds, released his 2007 book,
Presentation Zen, to international acclaim. At
last, someone had created a reference book on
slide design that neither condemned the use
of PowerPoint nor alienated its audience with
overly complex design-speak and waffle.

Well done, Garr.

There is no doubt that Garr Reynolds has made

a difference to the way people think about their
visuals. However, as is too often the case with
this sort of book, far too many people have lost
sight of his premise due to misinterpretation and
skim reading.

It's easy to spot the warning signs that a
presentation has been “Zen'd” without the
presenter really understanding the finer details.
The use of beautifully shot, high-resolution
images that (although artistically gorgeous)
add nothing to the story being told are surefire
signals that someone has read only the liner
notes and didn’t really understand Garr’s

major points. Look out for close-up shots of
nature, ripples in water, or, God forbid, pebbles
stacked up on top of each other as examples
of where the hunt for a great image on Corbis
or iStockphoto has come at the cost of true
visual communication.
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Much the same can be said for a trend that we saw rear it's well-designed but ultimately ineffective
head a few years ago when Wordle came out.

If you've not had a chance to Wordle, | highly recommend it. It’s a lot of fun, takes no time, and
provides you with a quick and artistically pleasing way of pulling together a lot of words onto a slide.

Here's a Wordle from our own blog:
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Nice, eh? But here’s the rub: Although it might
look very nice, it’s of little or no use to you as a

presentation visual unless you really are looking , / \

to highlight the fact that presentations is a key ) ——
term in your search engine criteria. It looks great
printed out as a poster and wonderful as a blog |
visual, but it does little more than confuse a live Hl
presentation audience as they'll spend their time | —_—
trying to read the fancy font and totally stop ‘

| S R

listening to you.

In short, style over substance j - - B

never works.
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Myth #4: The 10/20/30 Rule

This comes courtesy of Guy Kawasaki, a very clever man who has done wonders in his field of

business. However, his thinking when it comes to presentations is dated, is incredibly restrictive, and
relies on an assumption that all presentations come with a slide deck—which, as you'll learn later on,
should no longer be a prerequisite.

Guy comes from a venture capital background, where time is money and patience runs short. As
such, he and his brethren have little time for presentations that meander and fail to get to the point.
That makes him like the rest of us: We don’t want to take up our precious time with a presentation
that doesn't hit the mark either. My issue with this 10/20/30 model is as follows:

Rule 1

No more than 10 slides are
allowed, in a very particular
order. Now, some elements of
Guy'’s structure work well for me.
I like the (seemingly obvious)
idea of opening with the issue
you are looking to address.
Although there’s nothing
particularly revolutionary about
this, it makes for a pleasant
change to the “this is how big
we are, this is a picture of our
head office” introduction slide
that befalls most below-par
business presentations.

| do have one beef, though:
Sticking religiously to 10 slides
is simply too restrictive. Failure
to give your message sufficient
room to grow and develop is as
detrimental to the audience as
stuffing every slide with content
and noise. Less is more is a
good guide, but don't fall into
the trap of hampering yourself.

Rule 2

Speak for no more than 20
minutes. Again, this is great
advice for a pitch where you
have been allocated a full

60 minutes. However, it's
irrelevant (and potentially
damaging) for other types of
presentation formats. As we will
explain in later sections, many
presentations have moved on
from the “I speak; you listen”
format of old. A passionate
and engaging conversation for
much longer than 20 minutes
is likely to be a sign of a
productive presentation.

Rule 3

Font size of 30. This is spot on;
if only PowerPoint and Keynote
could force good practice like
this with a button to override
those who really like seeing
their audience strain to read
their slides. But this font size
rule isn't sufficient. Making
your text large enough to read
is a great place to start, but if,
in doing so, all you've done is
increase the size of too much
text. This doesn’t address

the bigger issue: presenters
forgetting the importance of
visualization as part of their
presentation experience. If the
only purpose of PowerPoint is to
throw up large words, why not
simply print them off and hand
them over to your audience?
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“Rule 4”

There are no rules.

Guy provides some great presentation advice,
but just as with Garr’s teachings, people need

to look beyond the basic “rules.” The problem is
that people have taken Guy’s wise words about
a very specific presentation environment—the
venture capital pitch—out of context and
applied them to all presentations. So we now
have people delivering internal communications
in the same frantic style as someone pitching for
multimillion-dollar investment.

| “Rule5”

|
\" | See Rule 4.
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I guess the thing to take away from this grumpy
section is not that these myths themselves are
bad. In fact, the original ideas behind them all
stack up and are designed to help us all develop
better presentations. The issue is that the ideas
have mutated; they have been twisted and
tweaked to fit situations for which they were
never designed and suffered at the hands of
Chinese whispers or people who only read the
Cliff's Notes version.
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Alas, dear reader, there is no silver bullet for developing your presentations. (We know; we've looked.)
As explained in the next section, success is about equipping yourself with the right tools, know-how,
and most important, frame of mind to move your presentation from okay all the way to “Optimized.”
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