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Senior manager of D&T Development and Training in Brussels, Anne, a native Belgian, has a long international and 
multicultural experience in training, consulting and coaching in many European countries, in Latin America and Asia. She is 
fluent in French, English, German and Spanish. Anne has been working with EIB and EIF for over 10 years. 
 
Anne is designing, developing and delivering individualized and customized training programmes and workshops. She is 
specialized in the fields of communication (assertiveness, effective interpersonal communication, conflict management, 
customer care, selling techniques, public speaking, presentation techniques, working effectively in teams, persuasion and 
influencing skills, intercultural communication), leadership and management (appraisal and performance interviews, 
recruitment interviews, feedback techniques, leadership and management, leadership and management for women, 
interviewing techniques, teambuilding and team work, meeting management, chairing effectively meetings, time 
management, project management, effective management assistance, coaching techniques), personal development 
(Myers-Briggs Type Indicator®, career development, training the trainer, social competence) and youth development 
(human rights, social medias, leadership, gender equality, civic participation). More details on www.d-and-t.eu.  
 
She also does individual coaching in these areas.  
 
Besides her training and coaching activities in Chile (1995-1998), Anne collaborated in the setting up and the development 
of an internal training school of the Banco del Desarrollo. She has also worked in various change management and human 
resources projects in international companies. Since 2010 Anne delivers many Leadership and Management programmes 
for UNESCO managers from the Headquarter in Paris and the field offices. In August 2014 she has participated in Bali as a 
trainer on leadership in the Asia-Pacific Youth Training on Media and Civic Participation organized by UNESCO in 
collaboration with IFL (Indonesian Future Leaders). In November 2014 Anne delivered a leadership program in Mongolia in 
collaboration with UNESCO and the Mongolian Alliance Education “How to become a Responsible Leader”. 
 
Anne headed a specialized group of the training department in a German financial institution in Bonn (1980-1984) where 
she was responsible for international training programmes and events.    
 
She is mainly active in European institutions, in international organisations, in public and private international companies 
from various sectors, and in financial institutions. She collaborates with recognized international training companies. Anne 
is also an accredited trainer by the European Institutions, a member of the International Faculty of Pirelli and a Faculty of 
the Business School ISTUD.  
 

Some clients and cooperation partners are e.g. ABILWAYS, Airbus (France, Germany, Spain, UK), AMA (American 

Management Association, USA), AOK, Atradius, Banco del Desarrollo (Chile), Bandesorrollo (Chile), Bayer AG (Germany), 

CONET Technologies (Germany), CLS (Corporate Learning Solutions, UK), College of Europe (Belgium), Demos Benelux, 

CONET Technologies AG (Germany),  CPVO (Community Plant Variety Office, France), Demos SA (France), Dexia Insurance 

(Belgium), Deutscher Sparkassen- und Giroverband, Deutsche Sparkassenakademien, Dynabrade SARL (Luxemburg and 

Slovakia), EACEA (Education, Audiovisual and Culture Executive Agency), ECHA (European Chemicals Agency, Italy), EDA 

(European Defense Agency, Belgium), EuroJust (European Union's Judicial Cooperation Unit, Netherlands), EuSA (European 

School of Administration, Belgium), EFE (Education Formation Entreprises, Belgium), EFSA (European Food Security 

Authority, Italy), EnerSys Europe, Elotex, Electrolux,  EBF (European Bank Federation, Belgium), European Commission, 

European Council, EIF, European Research Agency (Belgium), European Ombudsman (Belgium, France), EIB, European 

Parliament, EIOPA (European Insurance and Occupational Pensions Authority), ERA (European Railway Agency, France), ESA 

(European Space Agency, Germany), ETF (European Training Foundation, Italy), ExxonMobil, ISTUD (Fondazione per la 

cultura d’impresa e di gestione, Italy), Interfases Consultores (Chile), Fortis AG, Greenhouse Group (Belgium), Grünenthal 

GmbH, ibo Beratung und Training GmbH, JRC (Joint Research Center, Italy, Germany and Belgium), I.R.I.S. Solutions & 

Experts (Belgium), JRS (Joint Research Center, Belgium, Germany and Italy), MCE (Management Centre Europe, Belgium), 

INSEAD (France and Singapore), MAN, MTI (MacWürth International), National Starch Chemicals, Novo Nordisk A/S 

(Denmark), OAMI (Oficina de Armonización del Mercado Interior, Spain), Parexel International, Pirelli (Italy and France), REA 

(Research Executive Agency, Belgium), Sanofi Pasteur (France), Solvay (Belgium), SWIFT (Belgium), UNESCO (France, Asia, 

Indonesia), UNO, UPU (Union Postale Universelle, Swizerland), Veda GmbH, Viega GmbH & Co.KG, Vygon GmbH & Co.KG, 

Xerox, Weidenhammer, World Food Programme (Peru). 

 
Anne holds a Master Degree in Applied Economic Sciences from the University of Louvain in Belgium and a Master Degree 
of Commerce from the University of Cologne in Germany. She has an accreditation in MBTI step I and step II and in DISC.  
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PLANNING AND PREPARING YOUR PUBLIC INTERVENTION 
 

 

 

Analysing your audience  
 
You need to place your audience in the centre. Know your audience, determine their preferred style 
and communicate in a way that fulfils their expectations. What they expect of you, as inspiring 
communicator, will depend on a variety of factors, including organizational and national culture, 
group history and elements of the local situation. Emphasize the importance of the group or 
organization’s shared mission and goals to encourage audience to activate their collective identities. 
Use more inclusive language like “us” and “we” instead of “I” and “you. 
 
Here are some useful questions that will help you to organize information that you want to 
communicate to your audience: 

• WIIFT – What is in it for them? 

• What is your overriding idea, your central message that your audience should remember? 

• How can you build your message to make them part of it? 

• What type of arguments do your audience want to hear? 

• What are the advantages and the benefits that your audience is looking for and how can you 
illustrate them with examples from their world? 

• How can you support your messages with inspiring, vivid and relevant examples? 

• What means are available to reach the objective (facts, references, experience, explanatory 
or practical arguments, demonstration, etc.)? 

• How can you present your points to be dealt with in their best possible light and bring your 
arguments to life? 

• What are the weaknesses and what responses could you give? 

• What are their likely opposing arguments and how could you reply to them? 

• What is their environment? Etc. 
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Defining your objective 
 

Purpose statement 
Things that matter inspire people. Write your purpose as a brief positive “statement of purpose”. 
Frame it in the terms of your audience as well as yours so that it clearly indicates your purpose and 
the benefit for them. Objectives could be for example to provide or request information, increase 
the level of knowledge or understanding, make something happen, seek approval, change an 
attitude or a relationship, sell a project or an idea, prove something, motivate acceptance or 
rejection, ask for action, entertain, teach people, raise awareness, persuade, inspire, recommend an 
action. Communicating without the desire for a result is like travelling without a destination. All 
communication springs from a need.  
 

Action purpose 
What are you expecting from your audience after your intervention?  
 

Designing the opening and closing  
 

Strong beginning 
An impactful presentation begins with a strong opening. Doing so, you can make a positive impact on 
your listeners, create immediate interest and sharpen awareness of your topic. Before really listening 
to your message, your listener needs to relate to you first. Remember that we live in an age of 30-
second commercials and sound bites.  Within the first ten sentences your communication partners 
will decide if you are worthy of their attention.  Most presenters spend the subsequent twenty 
minutes recovering from a weak start. Your first words and sentences should catch immediately the 
attention of your listeners, create rapport to your audience, build bridges for them to come to your 
side, establish your credibility, and focus their interest on your topic.  

Some opening options 
The informal opening  
“Good afternoon Ladies and 
Gentlemen I was just saying to 
Mr. James that it is obvious that 
you are all deeply interested in.” 

The mind reading opening 
This opening is particularly useful for 
skeptical audiences. “I am sure you 
are all thinking…” 

The local colour opening  
“For a generation this great hall 
was associated with the names of 
two great orators…” 

The historical opening 
“When the first negotiations 
started 3 years ago...” 
 

The factual opening 
“Nearly half of the German 
population takes at least one 
prescription drug every day.” 

The quotation opening  
Quotation related to the topic or to 
your audience: “There is nothing 
more stupid that an educated man 
if you get off the thing he was 
educated in” (W. Rogers). 

The topical opening  
You start talking about 
something in the news, or a 
recent event, and then link it to 
your topic. 

The shock opening 
This opening is good for apathetic 
audiences: strong, explosive or 
shocking facts, startling statistics or 
figures. 

The You opening 
One of the best. Example: “You are 
builders.  You are interested in...” 

The story opening 
A way of getting the audience 
interested and wanting to know 
what happens next. 
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Some catchers  
• Common ground, referring to the communication context; 

• Areas of agreement, positive points and good news; 

• Rhetorical question or pertinent question; 

• Your motivation for being here and their motivation; 

• Recent event in relation to your message;  

• Touchpoints: anecdote, story, experiences of your listeners;  

• Painting pictures “I’d like you to imagine for a moment…”; 

• Humorous remark (if it is for you and you can pull it off!); 

• Surprise, do something unexpected;  

• Your personal experience and background with the topic; 

• Provocative question. 

 
The closing 
When you reach the end of your presentation, give a closing signal and summarize briefly your main 
points, without adding any new information. Then close strongly, with an inspiring and short message 
in order to remain memorable. This is what your communication partners will remember.  Most good 
speakers will start with the end of the message in mind, or playwrights with the curtain line so that 
the maximum effect is built up and the curtain comes down when there’s that maximum impact.  
 
The close should tie together your whole presentation or speech, restate the purpose so that nobody 
is left “hanging off the cliff”, remind your audience of the key points of your message, confirm your 
purpose, and build up a final impact. 
 

Strong reminders 
• A short anecdote; 

• A quotation; 

• An action or call to action, using imperatives and future. “Do this and it will happen”; 

• Consequences for you and your audience; 

• Recommendations; 

• Common look into the future, perspective, vision.  “As a consequence of my analysis, I am 
convinced this will happen…”; 

• Outcome    “I am sure that… this will happen”; 

• Personal commitment;  

• Confirmation   “I am convinced that…”; 

• Dramatic statement; 

• A challenge; 

• A headline   “Let me leave you with one important point”; 

• Relating finale to opening, ending for example the story that you began in the opening. 
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Designing the structure of the main part 
 

Gathering and selecting information 
Here are some useful questions to ask to you: 

• What is the overriding idea, the central message of your presentation that the audience should 
remember?; 

• What type of argument is likely to appeal to financial, technical, professional people?; 

• What are the advantages and the benefits that the audience is looking for from the presentation 
(fewer constraints, more security, better productivity, better understanding, additional 
information, etc.)?; 

• How can you support that information with vivid and relevant examples, visuals, anecdotes, 
comparisons, benchmarks, etc.?; 

• What means are available to reach the objective (facts, references, experience, explanatory or 
practical arguments, demonstration, etc.)?; 

• How can you present the points to be dealt with in their best possible light and bring your 
arguments to life?; 

• What are the weaknesses and what responses could you give?; 

• What are the opposing arguments and how could you reply to them?. 

 
The first step is to brainstorm your ideas and identify the key points you need to cover to reach your 
objective, having of course your audience in mind.  
 
The Mind Mapping, introduced by Tony Buzan, a well-known expert on creativity and innovative 
thinking, is an useful technique to collect information and capture data for a speech, and then for 
structuring your thoughts. You need first to be clear about your objective and know the audience. 
You can use Mind Mapping whether you start from scratch and come up with your own ideas for a 
new presentation or whether you have been given a briefing of the subject or even inherited 
someone else’s presentation. 
 
The ABC method prioritizes the information into three categories: 

A - Information:  you MUST communicate it - key points, key messages, and key arguments; 

B - Information: you SHOULD communicate it - illustrations, evidences, facts, examples to  clarify and 

support your key messages; 

C - Information: you COULD communicate it  - additional points or examples, backup  

       information. 
  



9 

 

 

Creating paths for the main part 
Chose ways that your audience wants to follow. Develop the main body of your presentation as two-
way conversation. Imagine that your relationship with the audience began before you arrived and 
will continue after you leave. Don't talk down to your communication partners, but translate your 
message into language they are comfortable with. Organize the main body of your messages into 3 to 
7 key points. Avoid giving them too much content. Support each key point with facts and stories that 
illustrate and expand on the point.  
 
 
 
 

 

 
 

 
Having selected all the information you need to make your argument or to present your case. You 
have then to decide which way to present it. 
 
The order in which you present the key messages of your speech or presentation, and the emphasis 
each point is given, will affect the message that your audience takes away. You need therefore to use 
the most appropriate structure to give your audience the right message. 
 

  

Your objective

Key Message 1

Evidence 1,Facts 
1,

Data 1, Proofs 1

Evidence 2, Facts 
2 

Data 2, Proofs 2

........

Key Message 2 .......
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Choosing an appropriate structure 
 
 
 

 
 
 

Chronological pattern  
It is the way you live your lives: 

• Explain the background in sequence: past - present – future; 

• Describe the current situation (for variation you could begin in the present tense and then flash 
back to the past); 

• State the issues, which need to be addressed; 

• Spell out the perspectives; 

• State the steps needed to be taken.  
 

Spatial pattern 
Divide your subject matter into geographical regions. 
 

Sequential pattern 
• From the qualitative most important to the qualitative less important; 

• From the known to the unknown; 

• From the simple to complex; 

• From areas of mutual agreement to those of disagreement (esp. in front of hostile or negative 
audience);  

• From less to more or from more to less (but consistent).  
 

Problem – solution 
• Describe the situation (background, problem, cause analysis); 

• Present the objective of the proposal; 
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• Propose alternative solutions; 

• Evaluate the solutions (pros/cons); 

• Focus on the best; 

• State the actions needed to be taken. 
 

Standpoint formula  
• Your standpoint (opinion, requirement);  

• Argument (explanation, why logical, defendable…); 

• Example to illustrate your standpoint; 

• Consequence / conclusion / wrap up of standpoint; 

• Call to action / motivation to handle. 
 

F.O.R. 
• Present Facts; 

• Express Opinions; 

• Present Recommendations. 
 

The 5 steps methods 
 

 
 
 
 

Dialectical Mention the topic;

Give 1-2 pro arguments;

Give 1-2 contra arguments;

Make a synthesis / give your opinion / present the consequences;

Activate the audience / incite them to act / formulate an appeal.

Linear General background or context;

Specific problem;

Our steps;

Bring the following dates;

Our interpretation / consequences.

Parallel A has determined…. 

and interprets;

B has determined …

and interprets;

Our new interpretation explains both results.

Discrepancy Introduction / topic / situation;

A determines;

B determines;

What we have examined shows the following results…;

Call to action.

Divergence Description of the problem;

Not explained dates;

Our results give a new interpretation;

Consequence is…

Our actions.
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Drafting your intervention and preparing your notes 
Choose an option 
First option 
Record your ideas with a tape recorder and transcribe it. The written word differs from the spoken 
word and so the speech will sound more natural. Then rewrite the transcript text into an eloquent 
speech. 
 
Second option 
Redraft the transcript into short notes. The shorter your outline, the more you will maintain eye 
contact with your audience. If you orate in a foreign language where you feel less comfortable, make 
up your speech in full script first and then extract brief notes. 
 

Preparing your notes 
Short notes with headings are better than fully written text. You reduce the risk to read them and 
therefore to lose contact with your listeners. You are less likely to speak in a monotone voice and to 
minimize your gestures and body language. Nevertheless, you can use a full text in the following 
cases: if you are speaking on the record; if you are reported in any media; if you are very nervous; if it 
is crucial to cover every point and your time is tight or if the words you choose must be exactly 
correct. 
 
Notes give you more spontaneity, and more chance to create rapport with your audience. They bring 
you instant recall of the structure of your speech or presentation. 
 
If you use cue cards 

• Use thick rather than thin cards (the movements don’t distract the audience); 

• Write them clearly and large enough to be able to read them if you stand; 

• Avoid capital letters because you are not used to read these types of characters; 

• Use print and no cursive writing; 

• Number them just in case you drop them; 

• Colour-code them; 

• Underline very key words or outline points you don’t want to forget in strong colour; 

• Use bond paper, which don’t reflect light; 

• Use pictures and symbols instead of words when you can; 

• Ensure that complete thoughts are on the same card.  
 
If you write a full text 

• Make it as easy to read as possible; 

• Write it the way you would say it and don’t be too formal; 

• Deliver the message, not a technical sermon; 

• Prove your points in the most direct way; 

• Use imperatives and active form; 

• Include signpost words. These linking words are particularly useful if your audience is multi-
lingual; 

• Double or triple space your script. You can also indicate degrees of emphasis, underlining 
important words or phrases or bold for important ideas. Mark the places in a passage where you 
would draw breath to bring rhythm in the delivery. Write quotations differently than the rest of 
the speech; 

• Indicate any passages you might cut off in an emergency; 

• End each page with a complete sentence; 

• Ensure that complete thoughts are on the same page. 
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Preparing the visuals   
 

The three R of visuals 
 

 
 
 

Some reflections about visuals 
The visuals should be the servants of your speech, not its master. You are not the aural 
acompaniment to your PowerPoint slides. 
 
Steve Jobs said: ”I hate the way people use slide presentations instead of thinking. People confront a 
problem by creating a presentation. I wanted them to engage, to hash things out at the table, rather 
than show a bunch of slides. People who know what they’re talking about don’t need PowerPoint”. 
 
There are some people who speak for hours without using a single slide and they are able to 
captivate the listeners. Many talks don’t require slides.  
 
Of course, you can use slides, but they should serve as true support to what you are saying, as 
opposed to something that competes or interferes too much with your message and create barriers 
to interact actively with your listeners. 
 
The most beautiful slides will never conceal weak diction, lack of planning, and poor use of examples 
or irritating repetitive gestures. No amount of high tech visual aids will make up for a badly 
structured presentation or will turn bad presentation into a good one. The opposite is also true, for 
example a charismatic speaker who can’t produce professional slides will influence negatively the 
quality of his presentation/speech.  
 
First of all be clear about your purpose by using visuals and the impact they should have on your 
message. Always consider what is relevant and what will be the most effective. 
 

Be relevant

Any information, the images, animations 
and sounds should be totally integrated 

into your presentation or speech.

Be ruthless

Any information, the images and 
sounds should add to the effect of 

your words. If they don’t, eliminate 
them.

Be rational

Any message, the images and 
sounds should accurately convey the 
information you want your audience 

to have.
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Preparing the structure of your stories 
 

CAR structure 
Make sure you have a solid beginning, middle, and end. Breaking your story into these parts helps 
them remember the most important moments of the story, maintain continuity between telling, and 
control pacing.  

 
How to begin a story? 
The beginning must hook the audience, capturing their attention so they keep listening and 
interacting with you. In his book “Lead with a story”, Paul Smith1 wrote that a good story is like a 
recipe. Certain "ingredients" need to be part of the mix for it to be a success. He describes the CAR 
framework of great stories that means the three essential elements or acts. 
 

At first, present a Context that will engage your audience. Without context, your story may confuse 

or bore your listeners. The context provides the background information that helps your audience to 
make sense of your story. It transfers your listeners to a different world. It should also spark their 
interest and make a connection, so that they care about what you have to say. The context needs to 
address four key questions: 
• Where and when does this story take place? Clarify whether it's fact or fiction; 
• Who is the main character? To engage the emotions of your listeners, it needs to be someone 

who they can connect with yourself, or themselves; 
• What does he or she want? Explain what your main character wants to accomplish; 
• Who or what is in the way? Every story needs an obstacle or villain. This can be a person, an 

event, or a challenge. 
 

The main part of a story 
The main part of your story should include a foundational phrase. This is a key message or phrase 
that the audience can easily remember, repeat or use as a guide moving forward. It should be 
rhythmic, audience-focused, and preferably fewer than 10 words.  
Example: “Don’t get ready, stay ready”. 

                                                
1 Paul Smith: Lead with a Story: A Guide to Crafting Business Narratives That Captivate, Convince, 
and Inspire Hardcover – August 10, 2012 

Story

Begin

Context

End/ 
Result

Main 
part

Action
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According to Paul Smith this second act of the story includes an emotional hook, an Action: ups and 

downs, setbacks, conflicts, failures, a clear inciting incident, a clearly identified and palpable risk 
(what happens if we get it wrong?). The action is where defeats are experienced and lessons learnt. 
This is the catalyst that changes the direction of the story and draws your listeners in. In your story, 
your main character must "do" something. Obstacles create tension and forge an important 
connection with your listeners, because they experience them daily. 
 

How to close a story? 
The end wraps up your story and clearly calls your audience to action. Tithe story actually makes the 
point. Leave their thoughts lingering over it. Don't feel you have to explain everything, or tie together 
all loose ends. Let them go away thinking about what has been said, and drawing their own meaning 
from it. Avoid “moral of the story” endings. When you tell your audience what they should learn from 
the story, you take away their opportunity to consider what you shared and discover things for 
themselves. 

 

According to Paul Smith, the third act precipitates a Result, either favourable or unfavourable, by 

posing a question that must be resolved. When finishing your story you reveal a clear and satisfying 
end point: the payoff that your audience or interlocutors all expect and need. You also need to 
explain, subtly, what your listeners should have learned from this result. Why did you tell this story? 
What are the consequences of the actions? You do have to resolve the problem, and the best way is 
to get your audience to undertake some action to enlist them in your persuasive moment. 
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SPEAKING WITH MAXIMUM IMPACT 

Inspiring participatory approach 
 

What is it? 
Since the end of the 90’ and the development of interactive communication on Internet, there is new 
common ground, between the speaker and his audience being formed by reciprocal respect and 
equality. Whether for presentations, public speeches, for internal meetings or for face-to-face 
discussions what matters for an inspiring communication is the interaction between the speaker and 
the audience. 

In the speaker-centered approach, the speaker is focused on his communication, looking for ways to 
ensure that his speech meets his expectation for the audience. His role is distinct from his audience, 
independent. He is not really a part of a team. 

In the inspiring participatory approach, the relation between the speaker and the audience becomes 
a critical component of the process. Today, people want to be involved, to express themselves and to 
participate directly and proactively. Therefore, the design of an inspiring communication must be 
constructed of two equal parts: what the speaker provides and what the audience brings to the 
interaction. 

Speaker-centered / Inspiring participatory approach 

 

 

When you speak in public, you are, in practice, expecting them to make a ‘shift’ - moving from little 
or no knowledge to more knowledge, moving from indifference or opposition to a more favourable 

Inspiring 

Audience 
Speaker Centered 

Speaker Audience 
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attitude, asking them to take an action, to take a decision, to accept a change, etc. The onus is on you 
to make this shift as rapid, easy and comfortable as possible.  

 
 

The process of the participatory approach 
Knowing about people experiences is a constructive activity that allows you to begin the process of 
designing your communication. If you have access to both what you have to communicate and what 
experiences are influencing your audience, then you can start an inspiring and impactful presentation. 
 
 

 

What do you have to 
communicate? 
Desired results 

Audience 
Communication 

partners 

What experiences are 
influencing your 

audience? 
Context and situation 

 Impactful   
 message 
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For that, you must dedicate yourselves to what your audience needs to know or understand. 
Presenting with impact is therefore about responding to the information needs of those with whom 
you are communicating. You should involve your audience in your communication and make the 
participants actively contribute to your message. 

 
Access to people’s experiences   
Researches carried out on speeches, made by inspirational leaders, suggest that they contain more 
references to: 

• Collective history and the continuity between past and present; 

• Collective identity as opposed to individual interests; 

• The audience’s contribution at both collective and individual levels; 

• The similarity between the speaker and his/her audience but also his/her identification with 
the group in question; 

• Long term objectives and results rather than short term objectives and results; 

• Hope and faith; 

• Human values in relation to the objectives and desired outcomes. 
 
There are many ways to learn how to use audience experiences and to learn from people about their 
memories, as source of inspiration to design exciting formal communication:  

• Observe what people say, do, make and use; 

• Uncover what people know and ignore; 

• Understand what people feel and think; 

• Appreciate what people dream and desire. 
 

 
 

Observe what people say 
It tells you what they are able to express in words. Also included in the explicit knowledge is the 
answer of the question “who are they?”, their personal characteristics, their functions and roles, 
their power of influence, their interests, culture, backgrounds, etc. Further useful questions are for 
example:  

• What is your relationship with them? 

• Do you know them?  

• Which previous (positive or negative) experience do you have with them?  

• How do you feel about them?  

• How do they see you? 

Access to 
people’s 

experiences 

What people 
say, do, make 

and use

What people 
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What people 
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Watch what people do, make and use 
It provides you with observable information. Uncover what people know and ignore: it is 
complementary observable information. Useful questions are for example: 

• What is their level of knowledge and expertise about your topic? 

• How much do they know about it?  

• Are they well informed? 

• Do they understand why you are speaking? 

Understand what people think and feel 
It provides you with observable information. Uncover what people know and ignore: it is 
complementary observable information. Useful questions are for example: 

• What is their level of knowledge and expertise about your topic? 

• How much do they know about it?  

• Are they well informed? 

• Do they understand why you are speaking? 

Appreciate what people dream and desire 
It shows you how their future could change for better. Listen actively, ask and read between the lines. 
 

Create multiple touchpoints 
You can master your relation with your audience by using multiple “touchpoints”. Touchpoints are 
references to audience experiential timeline such as stories, anecdotes, metaphors and proverbs, 
highlights, and experiences. 
 
 

 
 

Touchpoints

Stories 

Anecdotes

Metaphors 

ProverbsHistory

Popular figures

Achievement
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Presence and power 
 

The right first impression 
It takes only a few seconds for someone to form a first impression. And while you might wish that 
opinion were based on your intelligence or experience, unfortunately that first impressions are 
generally shaped by what can be seen or heard in those initial few seconds. In fact, studies show that 
audiences form not one impression, but three: 

• How warm and trustworthy the speaker is? 

• What are this speaker’s intentions toward them? 

• How strong and competent is this speaker? 
 
Trustworthiness and confidence account for 80 to 90 percent of first impressions. Right first 
impressions matter to build a lasting trust. If you get off on the wrong foot, the relationship may 
never be completely right again.  
 
The best way to ensure a positive first impression is by focusing on managing your image. Image 
management is the ongoing, pro-active process of evaluating and controlling the impact of your 
appearance on you, on others, and the achievement of your goals. It is an art that provides a 
framework, addressing all the elements: clothing, body language, etiquette and vocal 
communication.” 
 
 

Strong visual impact 

 
Your body language shapes who you are: Tell your face that you are happy to be there and create 
visual impact though body language. People relate to you first before they are willing to listen to your 
message.  
 

The visual impact
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The body language impacts a great deal of how you communicate and can reflect quite accurately 
what is going on inside you. Nevertheless, the majority of people use their body language 
unconsciously. 
 

Your gestures 
The golden rule is to make gestures appropriate to you and your personality. Have natural and 
unforced hand gestures. Show what you think, feel and see. 

Vary your gestures. Draw visual pictures with your hands. 

Make open and outward gestures. Stay relaxed: arms and hands loose. Try to keep your hands above 
the waist and below the chin. 

Emphasize your words with corresponding actions. If you are counting, hold out your fingers; when 
you are making an important point, raise your arm, etc. 

Adapt your gestures to the space. For example: in front of large audiences: large gestures. 

 

 
 
 
Avoid:  

• Tentative little gestures; clasping hands or playing with keys, jewellery, pens…;  

• Overdoing your gesturing;  

• Putting your hands in your pocket for a long time;  

• Gestures which could suggest closeness or defensiveness, like arms crossed on chest, 
pointing index finger, crossed legs. 
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Your facial expression and eye contact 
Eye contact means credibility in most of the countries and it is probably the most important physical 
act onstage. Find five or six friendly-looking people in different parts of the audience and look them 
in the eye as you speak. Think of them as friends you haven’t seen in a year, whom you’re bringing up 
to date on your work. That eye contact is incredibly powerful, and it will do more than anything else 
to help your talk land.  
Make good eye contact by moving them across the room in a tic-tac-toe pattern – 3 or 4 seconds - 
and briefly locking eyes with as many people as you can. Linger long enough to complete a thought 
or statement. You want everyone in the room to feel you are speaking just to him/her. 
 
Your facial expressions should be deliberate and purposeful. If you look down or away, your audience 
will perceive it as a lack of confidence or that you are trying to remember a point you forgot. Avoid 
looking over the heads or below the faces or looking too much and/or too long at your notes or your 
script. 
 
Your facial expressions should be consistent with your message. Remember to smile. 
 

 
 

Your movements and posture 
The biggest mistake is that people move their bodies too much. They sway from side to side, or shift 
their weight from one leg to the other. People do this naturally when they’re nervous, but it’s 
distracting and makes the speaker seem weak.  Simply keeping your lower body motionless can 
dramatically improve your stage presence.  
 
Your basic starting position 
Feet 8-10 inches apart, grounded; Knees lightly bent and relaxed;  Weight evenly distributed on both 
legs;  Legs shoulder-width, apart. 
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Your posture 
Hold your head straight, neither too high nor bowed; Leave your shoulders relaxed and straight, not 
rigid;  Keep your feet forwards, open and facing your audience. 
 
Your movements 
 Move in a quiet manner to designed spots or closer to your listener; Move only with purpose; Avoid 
dancing meaningless or pacing continuously; Walk toward your audience when emphasizing a point. 

 
How you use the space 
Space is equal to “power” in most of the cultures and the more space you use the more power you 
are perceived to have, so the way you use your space will have an impact upon others. Use space to 
create a feeling of perceived personal confidence and credibility for others. 
 
If your body language takes up very little space, you may be regarded as cool, insecure or closed, 
even weak as opposed to someone taking up too much space may be perceived as too aggressive or 
arrogant. 
 

Vocal variety 
Use language that engages, not only informs. Make that every word counts – be a “wordsmith”. It’s 
not just what you say but how you say things that matters. Your voice is a strong powerful asset to 
use if you want to create impact as a dynamic, interesting, inspiring and professional participatory 
communicator. 
 

Manage voice elements 
Your tone, volume and pitch - soprano, bass - of voice, the speed – pace and rhythm -, the pausing, 
the nasality - escape of breath through the nose -, the articulation and the colour - enthusiasm or 
boredom -, will affect how your listeners perceive you and your message.  
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Introduce rhetorical pauses 
Imagine reading a newspaper without a single comma, period, or paragraph identification – just word 
after word after word.  How far could you read before losing your train of thought? In music, it is the 
pause of silence between the notes that makes the melody. 
Do you want your audience to remember and understand your message? Do you want them to take 
the message home when they go? If so, you need to give them a chance to stop and reflect upon 
what you’re saying. Use rhetorical pauses. 
 
Why? 
A pause lets them think. If you ask rhetorical questions when closing your argument, but then move 
immediately to their next sentence without pausing, it will rob your communication partners of their 
chance to catch up with your ideas or to think about how that question should shape their answers 
or decisions.  Pausing for a moment lets the audience answer the question and wrap their minds 
around your message. 
 
A pause helps them feel. After a strong opening comment or clear statement for example, your 
moment of silence can give your audience or interlocutors the chance to “feel” the same experience. 
 
A pause helps them absorb ideas. Your message travels at the speed of sound.  Even in the largest 
audience, it travels from your mouth to the people ears almost instantaneously.  But often, it takes a 
few extra seconds for your message to travel the last few inches from the people ears to their 
brains.  Pause for a moment, and you’ll give your message enough time to complete its journey. 
 
When? 
There are several opportunities where you might consider pausing such as: after you’ve said 
something important, after a rhetorical question, when you emphasize a point or stress a word, 
before beginning and after ending a story, to create suspense, to make a transition, when you want 
your partners to think, when you’ve asked them to remember a moment in their past or envision a 
common experience, or when you hit an emotional moment. 
 
How? 
Even when people purposely pause during their presentations, most of them underestimate the 
amount of time that they have paused.  What seems like an eternity of silence may, in fact, last only 
a second or two.   
Here are three tips for holding your pauses for maximum impact: 

• Count silently. Count to five in your head or after a laughter dies down; Say in your head: “One 
Mississippi, two Mississippi, three Mississippi, four Mississippi…” and then resume; 

• Look around. Make eye contact with at least three different members of your audience before 
continuing; 

• Get uncomfortable. Pause for one second longer than you think you do.  It won’t be nearly as 
long as you think it is. You’ll feel uncomfortable, but your listeners won’t. 
 

 

Master your voice 
Project your voice  
The projection of voice shows your ability to be heard without shouting, even into the very back of a 
big room. It helps you to command respect and attention of your audience, or simply to be heard 
clearly, as used by actors. Breathing correctly with a well-balanced respiration is essential for proper 
voice projection.  To practice it: Inhale on a “K” and exhale with “Ah”. Whereas in normal talking you 
usually use air from the top of your lungs, you will use air properly flowing from the expansion of the 
diaphragm, using your abdominal muscles. 
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Vary your vocal delivery 
This is also called inflection of the voice and it makes your message interesting because people are 
unconsciously sensitive to sounds. 
 
Change the speed 
Change the speed of the delivery, for example speak slowly at the beginning. Your audience has then 
time to link and to get used to your communication style. Pace your words and thoughts. There is no 
ideal speed. It depends on the situation, your mood, and your audience. However, too slow is boring, 
too quick can lead your audience to lose track of your ideas and frustrate them. A normal rate of 
speech is 150 words a minute, and you will frequently have to slow that down, for complex 
information, for numbers and figures, for anything you really want to emphasize. Speed up when you 
want your audience to accept something quickly. Slow down when you want them to think. 
 
Adapt the pitch and volume 
Deeper voices are more persuasive. Train it. For example reduce it to give a punch line or to 
dramatize a statement; speak louder to show enthusiasm or to heighten interest, speak quieter to 
make a dramatic point or to catch again the attention. A slight lift in your voice means you are asking 
a question; ending your sentence slightly lower indicates authority. 
 
Alternate rhythm 
Vary the length of your sentences, your pitch and tone of your voice. Simple words in logical groups 
can generate a natural rhythm. 
 

Controlling your nervousness 
 

 
There is nothing wrong with stomach butterflies! 

You just have to get them to fly in formation! 
 
 
 
Clarify the reasons and the symptoms of your nervousness.      
Build immediately rapport to your audience. 
Control your voice. 
Practice some relaxation techniques . 
Be well prepared. 
Know the venue. 
Have a positive mental attitude. 
Practice mental rehearsal (“future pacing”). 
Practice, practice, and practice. 
 
 

 
 
 
  



26 
 

 

Powerful delivery of your message 
 

Adopt the appropriate style 
The style you use in your interventions determines the atmosphere you want to create. Some 
presentations, like keynote presentations, are meant to be more flashy. They’re usually short on 
details and long on big concepts. They incorporate an entertainment value. These are sometimes 
called ballroom presentations. Other presentations, like internal presentations require more details, 
including graphs and statistics, and they aren’t meant to entertain.  
 
Decide on the tone of your speech: should it be formal, personal, humorous, or authoritative? 
 

Three main styles 
Informative style Emotive style Motivational style 

Direct eye contact; 
Even pitched voice; 
Strong vocal delivery; 
Poise; 
Pauses and an air of 
confidence; 
Rationality, objectivity; 
In control; 
Well prepared; 
Everything is connected to the 
head; 
Facts, figures, references; 
Sources of information. 

From the heart; 
Passionate; 
Repetitive; 
Pauses; 
Variety in vocal delivery; 
Ranges of volume, pitch and 
speed; 
Expressive body language; 
Arms as well as lungs; 
Genuineness; 
Spontaneity; 
Strong imagery. 
 

Enthusiastic; 
Moving; 
Strong gestures; 
Emphatic; 
Uses whole body; 
Authoritative voice; 
Credible; 
Committed; 
Powerful; 
Creative; 
Based on individual needs; 
Ideas-led. 
 

 

Choose the “right” style 
Be conversational  
Your presentation should be like a conversation with your audience. It is not a monologue. It is not 
about you, it is especially about them. Feel as if you are in a conversation with friends. It enhances 
your credibility. You reduce also the distance between you and your listeners, and you are not in a 
superior position. The risk, of course, if this is done badly, is that you may appear false and too 
'chummy'.  
 
Be authentic 
Especially when you tell a personal story or experience. Even if your story shows failure, poor 
judgment, or mistakes on your part, you can keep trust and rapport with your audience if you are 
prepared to appear vulnerable in front of your listeners. 
 
Use natural language 
This means to speak in a way that is true to you and your audience, and using language that speaks 
directly to them. Your audience can tell when you recite a memorized pitch or use stilted, formal 
language. It comes off sounding false and forced, and results in losing their interest and attention. On 
the other hand, when you speak in a way that is natural, both to you and your audience, you sound 
like a real person, giving your message a much stronger appeal. 
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Create an atmosphere by storytelling 
If you tell a story, use character dialogue to pump life into them. Try different voices for different 
characters. Help the audience to feel sympathy for the characters and their situation. When 
delivering the lines of your characters, use their posture, positioning, and a “slight” change in your 
voice (whether it’s pace, pitch, volume, etc.) Use facial expressions, to show the feelings of your 
characters, their nature or personality, or the situation they are in, e.g. shy, angry or cold. Use your 
hands, shoulders and body as much as you can, to show shapes of objects, scenery, actions and 
feelings. Use mime and gesture to "paint the story", like a picture. Leave a space between words or 
sentences sometimes 
 

Create a connection with your audience 
Plan to deliver a message, not a technical sermon! From the very first moments you need to create a 
connection with your audience and maintain it throughout your presentation.  

 
 
You can do that by: 

Keeping eye contact 
Before you begin to speak look at each of your listeners, then maintain eye contact with all of them.  
If you are reading your script - only for a good reason - use the so-called scooping technique: scoop 
up a sentence, then look at your audience and say it. Only speak when your eyes are up. 
 

Involving with related examples 
Choose examples related to your audience. The more they can relate to concrete situation, the more 
connections you will have with them. Find common ground and common experiences. Make 
reference to audience members. Show the value of your topic for them. Relate to their feelings. 
 

Asking direct questions 
Ask direct questions from their experience. Ask them to contribute with their ideas. Invite them to 
ask questions, even if you are running the risk to lose your red thread. 
 

Moving towards your audience  
Don’t hide behind your visuals.  They are four zones of space between people. The exact dimensions 
of these zones vary a little from one culture to another, but all cultures have them: Twelve feet or 
more is public space, twelve feet to four feet is social space, four feet to a foot and a half is personal 
space, and a foot and a half to zero is intimate space. 

Audience
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Focusing on agreement 
Learn to recognize agreement or disagreement attitudes. It is useful to identify audience interaction 
characteristics, specifically identifying signs of agreement and disagreement. This is particularly 
important for evaluating whether the topics are controversial. In addition, detecting agreement is 
important for associating action items with your communication partners and for promoting group 
dynamics.  
 

Inspire and interest your audience 
Challenge the situation 
Audiences expect two things from a speaker: a stimulating path and a challenging destination. They 
want to know where they are going with you and why. So, set the expectation near your opening on 
what you will be covering. As you write and revise, focus on structuring and simplifying. Remove 
anything that is contradictory, or confusing. Remember: If it doesn’t help you to get your core 
message across, drop it. 
 
Share your vision. Tell what can be and show how to get there. This is all about laying out the future 
and opportunities that lie ahead. Vision stories inspire people, and encourage them to feel hope or 
happiness. Here, you convince your audience that their hard work and sacrifice is worth the effort. 
You need to link their actions to a specific, valuable, and worthy outcome. Vision can inspire people 
to overcome the frustrations, obstacles, and challenges that come with change, so that they can 
achieve a worthwhile goal or ideal. 
 

Start and close your presentation differently 
Don’t waste the opening. Too often, speakers squander the time when their audience is most 
receptive: the opening. Sure, speakers have people to thank. Some probably need time to get 
comfortable. In the meantime, the audience silently suffers. When you begin to speak, come out 
swinging. Share a shocking fact or statistic. Prepare an anecdote related to your big idea. Open with a 
question and have your audience raise their hands. Get your listeners engaged early and keep the 
preliminaries short. You risk losing audience members every minute you talk. Capitalize on the 
goodwill and momentum that you will enjoy in your earliest moments on stage. 
 
Start with “why?” Defining clearly the purpose of your communication will result in real clarity for 
you and your listeners. By deciding why and what you want to achieve and why and what you want 
to do with your audience, you will discover not only what matters for your message, but also how to 
express it. In other words: what is your intention when you are communicating? What effect should 
your message produce on your communication partners? 
 
Your close is what your audience will remember. So recap your biggest takeaway. Tie everything 
together. Share a success story. Make a call to action. Don’t hold anything back. Your ending is what 
audience will ultimately talk about when they head out the door. 
 

Humanize yourself 
You and your message are one-and-the-same. If your audience does not buy into you, they will resist 
your message too. Share a story about yourself, provided it relates to your points. Throw in 
references to your family or something personal such as hobby, to reflect that you are trustworthy 
and prepare like you are having a casual conversation with a friend. You are not preaching or selling. 
You are just being you at your best.  
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Show emotions 
Your inspiring and impactful presentation may contain twenty or thirty thousand words but it will fall 
flat if it doesn’t contain genuine emotion: words are interesting but emotions are powerful. It’s not 
enough for you to tell stories and share insights. It is the emotional context, shown and experienced 
rather than narrated, that makes you inspiring. You need to show emotions while you are speaking. If 
you are emotional, your communication partners will see it. And because they will feel that emotion, 
they will connect to your message. They will get hooked. That is an “empathetic experience.” 
 

 
 
Use repetition 
You can leave a powerful impression through repetition. Hammer home key words, phrases, and 
themes. Always be looking for places to tie back and reinforce earlier points. Repeat critical points as 
if they were a musical refrain and use transitional phrases to signal intent. Take a rhetorical question 
like “What does this mean” and follow it with a pause. Silence gets attention and this tactic awakens 
participation. Similarly, a phrase like “So here’s the lesson” also captures an audience’s interest. It 
alerts the participants that something important is about to be shared that they can tune in and 
catch up.  
 

Keep it short 
The worst sin is trying to do too much. Your audience’s attention will naturally wane after a few 
minutes. They have other places to be and don’t want to be held hostage. And the longer you speak, 
the more likely you are to stray and make mistakes. So make your points and sit down. Never forget: 
this is their time, not yours.  
  

Words are 
interesting.

Emotions are 
powerful. 
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Keep your audience with you 
 
 

 
 
 

Illustrate with stories 
Clear purpose and stake of your stories 
Storytelling without purpose will go down like the proverbial lead balloon. Your story needs to fit to 
your topic or theme and provide examples for the points you are making. Make the stakes clear. For 
example, when there is a conflict or a tension in your story, you should focus on what the characters 
in your story stand to gain or lose because of that conflict. You make them seem real and involve 
your audience emotionally. Your listeners become invested in the action and the characters of the 
story. Focusing on the stakes involved in your story can also help you develop and promote your 
unique selling proposition, emphasizing the problem your customers have and how you came up 
with a new and better solution. 
 
Condense to connect 
Keep your story short. If you go on too long, the impact is lost and you stray too far from your original 
purpose. Eliminate all the inconsequential detail. The rule is if it doesn't add to the story - cut it out. 
Relate the crucial facts: who, what, where, when, why. Get quickly to your story. Don’t “pre-ramble” 
with a too long set-up. Writing the story out will help you see words that can be eliminated without 
hurting the story. 
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Keep humorous stories short 
If you bring humour in your story, be short. The size of the laugh is inversely proportional to the 
number of words used to get to the punch line. The longer the story, the funnier it must be.  
 
Draw your audience into your stories 
Invite your listeners into your scene and involve their senses. They should be in your passenger’s seat 
for that story. For example, you might say “Imagine this…”, “Have you ever had an experience 
where…”, “Let me take you with me to ...”, “You won’t believe what happened to me”.." Your 
audience members are now. 
 
Focus on the human element. The most powerful stories use emotion to connect with the listeners 
on a human level. Facts and figures can be persuasive, but stories are memorable.  
 
Find “You-focused check-ins”. That means ways to keep bringing your audience into your story. They 
keep the audience on their toes because, instead of being passive spectators, they become active 
participants. Remember, you are not doing a stage-play. You’re supposed to be having a conversation 
with your audience. Example: “You should have been with my wife and me 11 years ago as we took 
our 6 month-old daughter, Tori, to the doctors. Raise your hand if you have kids. Great, then you 
know the doctor is going to measure her length and her weight…”. 
 
You can also throw in a surprise – good or bad. Having an unexpected premise or unforeseen plot 
twist holds your audience’s attention. If you want to surprise your audience, you can also start a 
story in different places. Instead of starting it at the beginning, you can begin it in the middle or even 
at the end and work your way back to how you got there.  

 
Bring facts in your story 
Facts from your life: Give true facts and examples from your own personal, real life experience, which 
supports your subject. This makes it easier for you to tell the story because you lived it and you can 
learn it faster too. Also, someone else can't steal your story as easily if all the facts have to do with 
your life. 
 
Facts from their life: Refer to people in your audience. Refer to people, places or locations they know. 
When the audience is familiar with the elements in your story, they will become even more involved. 
As soon as you mention the company cafeteria or the previous event in Mexico, their minds race to 
the cafeteria or to Mexico to meet you and find out what happens.  
 
Storytelling don’ts 
Don't say the words “funny”, “It reminds me of”, or “I will tell you a short story”, or “I heard a good 
one the other day”. These words are so overused they alert the audience that a story is coming. This 
causes audience members to resist your story rather than get caught up in your story. They say in 
essence, “Let's see you make me laugh”, or “OK here comes another story”.  

Never say, “I don't know if I should tell this one”. If there is any doubt whatsoever that a story is not 
appropriate for a particular group, leave it out. Don’t use too many stories on the same topic. Each 
successive one will lose impact. Don’t use terms foreign to the experience of the audience. Don’t 
read your story to avoid losing immediate contact with your audience because you have to keep 
returning to your text.   
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Illustrate with figures of speech 
Figures of speech enable you to add colour and variety to your presentation so that you keep your 
listeners engrossed. You can inspire them and maintain their attention. The ideas beneath these 
concepts can be traced back to the ancient Greeks. 
 
Some of them are described below: 
 

Figures Uses Examples 

Alliteration You use close together in a series a 
number of words, having the same 
first consonant sound at the 
beginning. It makes an idea catchy 
and your communication partners 
can remember it easily. 

“Proper preparation prevents poor 
performance”, “From forth the fatal 
loins of these two foes; A pair of star-
crossed lovers take their life.” 
(Shakespeare), “Nick needed 
notebooks». 

Analogy You compare an idea or a thing to 
another thing that is quite different 
from it.  

“Dictionaries are like watches; the worst 
is better than none, and the best cannot 
be expected to go quite true.”, “Life is 
like a race. The one who keeps running 
wins the race and the one who stops to 
catch a breath lose”. 

Anaphora You make a statement, using a 
specific clause at the beginning of 
each sentence or point. The more 
you use it, the more you can evoke 
an emotional effect among your 
listeners. 

“Good night and good luck”, "Mad 
world! Mad kings! Mad composition!" 
(Shakespeare), “It was the best of times, 
it was the worst of times, it was the age 
of wisdom, it was the age of 
foolishness”. 

Antithesis You put together in a sentence two 
opposite ideas to achieve a 
contrasting effect. You can draw the 
attention of your audience on 
important points. 

“If you fail to prepare – you prepare to 
fail”,” You're easy on the eyes, but hard 
on the heart”, “Setting foot on the moon 
may be a small step for a man but a 
giant step for mankind”, “Speech is 
silver, but silence is gold”, “Patience is 
bitter, but it has a sweet fruit”. 

Ellipsis You omit some words or 
expressions, which must be supplied 
by your listeners. 

“The average person thinks he isn't.” ,“I 
love coffee; my spouse”, “If youth knew, 
if age could”, "Prosperity is a great 
teacher; adversity a greater." 

Enumeration You enumerate different 
characteristics, one by one. 

“He's a proud, haughty, consequential, 
turned-up-nosed peacock.” (Charles 
Dickens). 
 

Euphemism You soften an unpleasant word or 
expression to make it for example 
politically or ethically correct and 
look less offensive or less direct. The 
words or phrases are coded. You can 
use it as secret means or spies on a 
delicate task in a tense environment 
without making the situation worse.  

“His tongue is now a stingless 
instrument”, “Passed away”, 
“Economical with the truth” (lying), 
“Visually challenged” (short-sighted), 
“Under the weather” (sick),  “Between 
jobs” (unemployed), “Unmotivated” 
(lazy). 
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Figures Uses Examples 

Hyperbole 
 

You can exaggerate an idea or a 
situation for the sake of emphasis. 
You can also add a bit of humour to 
a story by using grandiose depictions 
of everyday things. 

“I've told you a million times not to 
exaggerate.”, “If we don’t do it now, we 
will go to bankruptcy.”, “Ages have 
passed since…”, “It is as old as the hills”, 
“We are trying to solve  thousand issues 
these days”. 

Litotes You make an understatement by 
using double negatives. You express 
positive statements by negating its 
opposite expressions. You give 
therefore an ironical effect to your 
message. 

“She's not the brightest woman” (she's 
stupid!)”, “The work is not bad”, “this is 
no minor matter”, “Not too bad”, “Your 
comments are not useless”, “I cannot 
disagree with your point of view”. 

Metaphor 
 

You make an implicit or hidden 
comparison with two things that are 
poles apart from each other but 
have some characteristics common 
between them. They evoke powerful 
images, comparing one thing to 
another as if it actually were the 
other.  

My position is as solid as the Rock of 
Gibraltar”; “He leads a stormy life”; 
“He’s got a tiger in his tank, “Food for 
thought”, “Don’t rock the boat”, “A 
tower of power/strength”, “The evening 
of our product”, “The assignment was a 
breeze”. 

Metonymy 
 

You replace the name of a thing with 
the name of something else with 
which it is closely associated. 

“The whole town’s asleep (its 
inhabitants)”, “The fair sex (women)”, 
“Have a nose for something (be 
intuitive)”, “The White House said” (the 
President). 

Paradox 
 

You contradict yourself in the same 
sentence to make your 
communication partner think 
seriously about what you have just 
said. 

“You can save money by spending it”, “I’ 
nobody”, “Wise fool”, “Bittersweet”, 
“the beginning of the end”, “War is 
peace. Ignorance is strength. Freedom is 
slavery.” (Orwell). 

Parallelism 
 

You use ideas in the same sentence 
that are grammatically the same or 
similar in their construction, sound, 
or meaning. You add balance and 
rhythm to your message giving ideas 
a smoother flow and thus you can be 
inspiring because of the repetition. 

“Like father, like son”, “It is not only just 
what we wanted, but also just what we 
needed”, “Easy come, easy go”, “What 
goes around comes around”. 

Personification 
 

You give a thing or an idea human 
attributes. You can use it to invoke 
an emotional response to something 
by making it more personable, 
friendly and relatable. 

“Time creeps up on you”, “At precisely 
6:30 am my alarm clock sprang to life”, 
“The sky weeps”, “Time and tide wait for 
none”, “The crisis swallowed the entire 
team”. 

Pleonasms You use redundancy or unnecessary 
words to repeat or emphasize 
something. 

”My personal opinion, “I think in my 
head”, “End result”, “Regular routine”, 
“You future prediction”. 

Repetition You repeat the same words or 
sentences a few times. You can use it 
to make your idea clearer, to 
emphasize a point, to confirm a fact 

“I have a dream”, “Yes we can”. 
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Figures Uses Examples 

or an idea, or to convey your 
message in much more engaging and 
notable way. 
 
Repetition often uses word 
associations to express the ideas and 
emotions in an indirect manner. 

Rhetorical 
questions 

 

You are not expecting any answer 
from your communication partners. 
You just use them to provoke their 
thoughts. In some cases, you can use 
them to poke fun as well. Sometimes 
you can use them as a tool to avoid 
getting into immediate debate.  

“What did I just say?”, “What does it 
mean?”, “What could we do now?”. 

Simile 
 

You make a direct comparison, 
showing similarities between two 
different things, using “like” or “as”. 
Simile inputs vividness into your 
message. You can also convey your 
feelings and thoughts through vivid 
word pictures. 

“Life is like a box of chocolates; you 
never know what you’re going to get”,  
“His voice is like an air horn”, “Your eyes 
are like limpid pools”, “He is as slow as a 
snail”, “They are as cunning as foxes”. 

 

Illustrate with humour 
Humour is extremely powerful, but difficult to execute. Make sure to rehearse beforehand. Humour 
humanizes you, it helps break down the walls between you and your listeners, and it’s entertaining. 
Select appropriate humour, which can put you on common ground with your audience. Of course it 
should match to your subject or the situation. Add a touch of humour only if relevant and not for the 
sake of it.  
 
However, don't use humour that is too inside, especially in a multicultural environment. Only a few 
people will understand it.  
 
Further tips about humour: 

• Self-irony or self-effacing humour is always appreciated; 

• Best humour is spontaneous, appropriate for the occasion and natural; 

• Avoid making fun of any person; 

• Avoid well-known popular jokes; 

• Make sure that no previous speakers have told the same joke; 

• If you have any doubt, don’t tell it; 

• Be prepared for humour to fail. 
 

Illustrate with quotations 
Quotations help to spice up your message. You can quote people or other’s ideas at strategically 
selected moments to provide pieces of evidence and lend fresh voices and perspectives to your 
communication. Doing so, you give added emphasis to a particularly authoritative source on your 
topic.  “Quotations will tell the full measure of meaning, if you have enough of them” (James 
Murray). “It is a pleasure to be able to quote lines to fit any occasion” (Lincoln). “I love quotations 
because it is a joy to find thoughts one might have, beautifully expressed with much authority by 
someone recognized wiser than oneself” (Marlene Dietrich). Use impactful language. 
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Use emotional and loaded language 
Loaded language refers to words, phrases, and overall verbal communication that are intended to 
inspire emotion in your listeners. This usage of language to appeal to emotion is used in everyday 
conversation and is often used by politicians, public figures, advertisers and companies.  Loaded 
language can create an emotional image that is different in each person, based on his or her 
experiences and beliefs.  

 
Examples: “peace”, “death”, “disease”, “holiday”, “Christmas”, “justice”, ”tremendous”, “shameful”. 
 

 
Foreign words are also often used as loaded language in order to give an air of knowledge, culture or 
pretence. Some common examples include: « status quo », « mutatis mutandis », « ancien régime », 
« deus ex machina ». 
 
Some metaphorical phrases are considered to be loaded. Often this is because their wordiness 
replaces simple verbs that may not evoke as much explanation. Examples: “ toe the line”, “ride 
roughshod over”, “on the order of the day”, “be subjected to”, “play a leading role in”, “fishing in 
troubled waters”, “no axe to grind”, “play into the hands of”, “render inoperative”. 

Sometimes you can use unusual or invented words to carry an especially loaded message (for 
example, creating a new word with a prefix such as mega-, mini-, Euro). 
 
 

Choose impactful words or expressions 
Use short words and short sentences. The more complex is your subject, the greater is the need for 
shorter and simpler sentences. Explain technical terminology, abbreviations and acronyms, if 
necessary but check first if you do have to use them. Use concrete words. Abstraction is your enemy. 
Speak in the present form. Use also the imperative form. “Note that…” Keep it direct, using ‘you’ and 
‘we’ that have a good personal touch. 
 
Use action words and phrases, like “we recommend”, “the results show” instead of “there has been a 
recommendation…”. Do not hesitate to use punchy, colourful and original language, avoiding too 
much familiarity or vulgarity.   
 
Use positive and powerful words, such as “guarantee”, “results”, “save”, “proven”. Limit modifiers 
such as “possibly, maybe, perhaps, however, quite, try” and reduce intensifiers, such as “extremely, 
incredibly, super”. 
 

Inspire through verbal and vocal delivery 
Appeals 
You can appeal to the emotions of your listeners. "Let's not forget that the little emotions are the 
great captains of our lives, and we obey them without realizing it." (Vincent Van Gogh).  
You can also appeal to their logic. It is the consistency and clarity of an argument as well as the logic 
of evidence and reasons. "Logic is the anatomy of thought."(John Locke).  
You can appeal to authority or your own credibility, making references to work experience or life 
experience related to the topic or to symbols that represent authority, or mentioning supporting 
sources written by authorities on the subject. 
 

http://www.yourdictionary.com/emotion
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Control your pacing 
The pacing technique is critical, since your voice is the medium. Tell your points too slowly, and the 
audience will lose interest. But go too fast, and they won’t be able to keep up. It’s okay to speed up 
and slow down the pace as long as you can gauge your audience and keep them with you.  
 

Rhetoric pauses 
Find where to pause, where to stress a word and where to go faster and do what you're saying. Take 
your time between your lines. That’s where your message lives…in the space between the lines.  
 

Emotions 
Fit your message emotionally to hook your listeners. This ability to reach people in a way that 
transcends the intellectual and rational is the mark of a great leader and speaker.  You inspire your 
audience. And when they are inspired the interactions are amazing good. 
 

Personal 
Your listeners will love you for it. Use your own experiences to poke a little fun at yourself. Exposing 
your fears, problems, habits, or misunderstandings lets the audience identify with you. You stop 
being the remote expert and become one of them.  
 

Guide your audience through signposting and linking 
When you drive on the roads, you usually know where you are on those roads. Each road has a name 
or number. Each town has a name. And each house has a number. You can look at the signposts for 
directions. In other words, it is easy to navigate the roads.  
When you give a presentation, or convey a message in a discussion or meeting, how can your 
audience know where they are? How can they know the structure of your presentation? How can 
they know what is coming next? They know because you tell them, because you put up signposts for 
them, at the beginning and all along your route.   
 
The signposting technique helps you also capture and maintain the attention of your listeners and 
make your message more memorable. Check for smooth transitions from one point to another. 
Bridge wherever you can.  Have regularly mini summaries, referring back to your roadmap. 
Examples: Repetition of the same words many times; Rhetorical question;  Flashback “Do you 
remember when I said”;  Rhetorical pause;  Changing physical position;  Variation of voice;  Words 
that establish sequences, like: “first”, “in addition”, “furthermore”, “finally”, “lastly”. 
 

Deliver with conviction and confidence 
Have you ever met someone that totally exudes passion and energy? Just being around them, 
hearing something they say or reading something they write makes you feel fabulous. It’s absolutely 
contagious. It makes you want some of what they have, and lots of it! 

And then there is the opposite: people who communicate in a drab, uninteresting fashion. They leave 
you feeling uninspired. There is no impetus to be around them or to hear about the things they do.  

Remember Steve Jobs who was well known as an excellent presenter, and his skills are on full display 
in his introductory speech. He uses repetition well. He's enthusiastic. He's natural. But most 
important, he believes what he's saying, and he's not afraid to put himself out there. If you don't get 
passionate about your idea, no one else will. 
 

You can show your passion in different ways: using descriptive words, varying the vocal delivery of 
your message, smiling with warmth and enthusiasm, conveying emotions with your facial 
expressions, using hand gestures, or good posture and gait. 
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Language to avoid 
Stock phrases, like “in my humble opinion”, “last but not least”, “by and large”; 
 
Too many modifiers such as “perhaps”, “let’s say”; “possibly, maybe, perhaps, however, quite, try”, 
or unexplained abbreviations and acronyms; 
 
Vocal viruses, repetitive filler words or phrases, such as  “um”, “okay”, „you know“, “well”, "actually", 
“actually”, “you know what I mean”,  “as a matter of fact”. Heavy phrases, like “it is to be noted 
that”, “it is assumed that”, “after extensive research it has become evident”; 
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Persuade and convince your audience 
 

Your credibility 
Irrespective of the style you choose, you have first to appear credible in the eyes of your listeners, 
you need to create some common ground with your audience.  
 
The style you choose for your presentation should be adapted to your audience.  
 
During the opening of your presentation you can establish your credibility with the audience, 
referring to your qualifications, your track records and relevant professional experience.   
 
You will be able to convince people much more easily by demonstrating your personal commitment 
and belief in what you are saying. It is also much easier to do so when you refer to your own “black 
box” (your own value system, personal logic, etc.). 
 
Above all, try to understand other people. You cannot convince people simply by categorically 
defending your position. If you only present your own ideas, it can result in failure. Include them in 
your speech. 
 
 
 
 

Facts and figures impress, but passion persuades. 
 
 
 

Some guidelines 
Common ground 
Irrespective of the style you choose, you have first to appear credible in the eyes of your listeners, 
you need to create some common ground with your audience. Above all, try to understand other 
people. You cannot convince people simply by categorically defending your position. If you only 
present your own ideas, it can result in failure. Include them in your presentation. 
 

Personal commitment 
You will be able to convince people much more easily by demonstrating your personal commitment 
and belief in what you are saying. It is also much easier to do so when you refer to your own “black 
box” (your own value system, personal logic, etc.). Use sentences like “In my experience” instead of 
“I think, I feel”. 
 

Benefits 
Show the benefits of your ideas for your audience and describe what they will lose if they don’t 
adopt them. Aristotle said: “A fool tells me his reasons; a wise man persuades me with my own”.  
Help your audience visualize the success to be gained by adopting your idea or request. Use for 
example positive associations and comparisons. 
You can also present your request as a solution that satisfies their needs or relate immediately your 
message to the needs and interests of your listeners.  
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Broken record 
Use the assertive “broken record” technique, repeating over and over again your arguments in 
different ways. 
 

Positive 
Be positive at all times and stay firm. Speak in concrete and positive terms. Emphasize what you can 
do instead of what you cannot do. Reformulate critical or negative questions of your audience in 
neutral or positive ways.  
 

Correct and well-balanced information 
Present undistorted facts, concrete figures, statistics - identify the sources -, accurate quotations, 
testimonies, vivid and timely examples and illustrations, appropriate narratives, compelling statistics, 
demonstration of products… Stress also precedent for your ideas. 
 
Less is more. The quality of your argumentation is more important than the quantity of 
argumentations you bring. Mention only arguments with added value for the issue and relating to 
the topic. 
 

Rhetorical appeals 
Consider the three aspects: logic, emotions and evidence (Aristotle). Ask at the end of your 
presentation for a public commitment. 
A powerful tool for achieving a persuasive argumentation is to use effectively three rhetorical 
appeals: ethos, pathos and logos.  
 
 

 
 

Avoid 
Refrain from using black and white terms such as “right/wrong”, “true/false”. Instead of that, use 
“partly correct”, “beneficial / harmful” and reject generalisations such as “never”, “always”. 
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INTERACTING WITH YOUR AUDIENCE  
 

Q&A sessions – General guidelines 
 
 
 

Keep answers short and to the point. Keep control. Stay calm. 
 
 
 
 

When? 
Decide the best time for questions: during or after your speech. Clarification questions should be 
allowed anytime. 
 
If you allow questions during your public intervention, be short in your answers. Ensure that all 
audience members have the same opportunity to ask questions. Address your answer to the whole 
audience (not only to the questioner). If the answer is too long, write down the question on the 
board/flip-chart and promise to come back to it after your presentation (and do it!). 
 

How? 
Listening 
Listen actively to the entire question and look at the questioner. Then, pause briefly before 
answering. Look interested in the question even if you have heard it many times before. Don’t 
express a negative reaction while the questioner is speaking, even if you have an opposite opinion. 
Interrupt the questioner politely if he/she is too longwinded. To gain time to prepare your answer 
you can re-question or paraphrase.  
 

Be brief 
Get to the point. Answer clearly and precisely without going on forever. Use the question to make 
the link with your message. 
 

Eye contact 
Answer to the entire audience. Repeat the question if necessary so that each audience member 
knows what it is about. Look first at the questioner and then extend your eye contact to the entire 
audience. Direct your answer to the whole audience to avoid a one-to-one conversation with the 
questioner and to stay connected with all of them. 
 

Closing the Q&A 
Include a final closing after the Q&A session and have it ready. Acknowledge the listener’s 
participation. Your final message should be bold and strong. 
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Avoid  
• Opening a discussion with “Do you have a question?” or “Are there any questions?”; 

• Making fun of a question; 

• Interrupting the questioner or finish his/her sentences; 

• Assuming the questioner is trying to upset you; 

• Being upset or lose your temper; 

• Judging or evaluating the question “A very good and interesting question”; 

• Speaking over a questioner; 

• Pointing at a questioner. 
 

Some difficult situations during the Q&A sessions 
 

Question time – Nobody asks 
First of all: Be prepared to wait since people may be feeling a little vulnerable and/or thinking how 
they could phrase their questions 
 
You can give the proceedings a kick start by planting someone in the audience who will ask a 
question. That will usually start the ball rolling and other people may well ask another question 
related to that topic.  
 
If after a few moments you still don’t get any question or if the discussion is not as animated as you 
would like it, you may try the ‘prompting’ tactic of asking if there aren’t any questions concerning any 
of the specific topics you brought up. You can also anticipate the situation, saying for example: “A 
question I am often asked is, that often comes up…”, “I’ll ask you one…” or find someone in the 
audience or plant someone there who will start the process. You could also throw out some open-
ended ideas to the audience.  
 

You don’t know the answer 
Admit it. Promise to find out the answer for later, and then follow up.  Invite the audience to 
comment or invite a colleague to answer. Wrong answer is worse than no answer at all. 
 

The question is tough or challenging 
The tougher the question, the shorter the answer. Answering at length reinforces negative behaviour 
and gives the impression that you are on the defensive. 
 
Listen carefully to the question and repeat it aloud, using the questioner’s name.  Show your 
understanding for his/her position (not for the solution). Stick to the facts only. 
 
Remain positive, even if you are under fire. Don’t attack or defend yourself. Don’t criticize the 
questioner. Don’t get into arguments with one of the audience members at the expense of the 
others. 
 
Ask the person an open and neutral question in order to reduce the pressure and gain time for your 
own answer, such as: 

• Elaborating questions which give the person the possibility to expand on what they have said: 
“What is it exactly that you are referring to?”; 

• Reversing the question back to the questioner: “And you, what solution would YOU 
recommend?”, “What is your view, you have obviously done some thinking about this”; 
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• Asking for specification: “What, in more precise terms, should be changed?”; 

• Call for witnesses: “John, you have lots of experience in this area, what do you think?”;  

• Deflecting the question to the other listeners: “How do the rest of the audience feel” or “I 
haven’t come across the angle before, has anybody experienced a similar problem?”; 

• Using a consensus question which gets the group to validate the direction of the discussion: 
« Can we all agree that…?”; 

• Stimulating with another question, which injects some energy into the discussion or gives it a 
new perspective: “Have we looked at the subject from all angles?  Are there any other points of 
view/ways of looking at it?”. 

 
If the questioner is confronting you with new arguments, don’t duel with him/her. Indicate that you 
have a different opinion and show that you respect his/her opinion. Then conclude smartly, wrapping 
up the essential message. 
 
Defuse the hostile question rephrasing it and change the slant in a neutral or positive way.  Never 
repeat negative comments. Questioner says: “Your conclusion makes no sense”, then you answer “If I 
understand you correctly, you are asking how I came to this conclusion…”. 
 
If possible, don’t answer hypothetical questions, such as “What if…?” 
 
Postpone the answer to a tough question and suggest that the debate is carried out afterwards at a 
convenient time. 
 
Some answer options  

Option Examples  

 
Repeat 

 
Could you please repeat your question?; 
I didn’t catch your comment, could you say it once more. 

 
Asking back  

 
Are you asking/referring to …; 
What do you concretely mean with… 

 
Paraphrase 

 
If I did get it right, your question is …; 
So, you are asking if … 

 
Reference 

 
I understand you concern. However, the right contact person for that 
question is…; 
Various customers had a similar objection and they could                        
appreciate the benefits of… 

 
Rapport 

 
That is an interesting point and if we consider …; 
I can understand your valid objection and I still think … 

 
Postponing 

 
I will come back to your answer later, in the moment I would like to focus on ; 
After this session I will give you that information.” “I think that goes. 
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The audience is hostile 
Identify the burning issues in advance. 
 
Try to create a rapport with your audience by starting with some self-effacing humour (not a joke!) or 
a story, acknowledging the problem or the points of contention or by showing the listeners that you 
understand their point of view. That doesn’t necessarily mean that you say what they might like to 
hear. It means you demonstrate concern. This show of empathy should create some common ground 
and encourage the audience to talk openly and with less negativity. 
 
Remind the audience of any shared experience.   
 
Deliver your message. Once you have laid the groundwork for your presentation through 
acknowledgement and empathy, you are ready to move into your message and deliver your content.  
Don’t forget to respect the rule of active listening. 
 
Be aware that an inadequate explanation is just as bad as no explanation at all. 
 
Back up each point with some concrete evidence and avoid hypothetical examples. 
 
If the situation permits, open the door for compromise. 
 
At the end of your presentation and the Question and Answer session, show that you are available by 
asking people to send you all their additional questions in writing. 
 

Dealing with objections of audience members 
 
Choose the appropriate technique: 

• Accept the facts; 

• Ignore what has been said and keep on with what you want to say; 

• Ask follow-up questions (“defensive tactics”); 

• Postpone / put back; 

• Forestall; 

• Get something back - “yes... and in return” (rather than “yes … but”); 

• Transform - turn a statement into a question or a wish; 

• Quote references; 

• Unsettle the other person; 

• Identification technique. 
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Dealing with difficult audience members 
 

The latecomer 
Don’t stop to recap unless the latecomer is a key person. In that case stop briefly and make a 
summary and/or review process, wasting as little time as possible. 
Focus the seating arrangements away from the door. If possible, reserve a few places at the back of 
the room for latecomers. 
If it is a chronic latecomer, ask him/her after the meeting why he/she is always so late. 
 

The early leaver 
Don’t confront in public. Find out later why this disruptive behaviour persists.   
Check at the beginning if everyone can stay until the scheduled end. If the commitment is there, a 
potential early leaver is less likely to sneak out.  
Ask the people who need to leave early to sit closer to the door.  
 

The broken record  
This person keeps bringing up the same point over and over again. 
Demonstrate that it has been heard.   
Write it on a flip chart, or have the minutes secretary read out the note he/she has taken.  
Ask him/her politely if he/she has anything else to add or if you can move on to another point.  
If the individual still seems worked up, you could suggest “Take three minutes, then, tell us what you 
have to say, then you can free your mind of it and keep in tune with the other things that we have to 
cover today”.  
 

The “doubting Thomas” 
This person is constantly criticizes everything. 
Get the whole group to agree to a process of not evaluating ideas for a set period of time. Then use 
this agreement to correct anyone who violates it, especially the “doubting Thomas”.  
Turn sceptical questions into a search for information.  
Ask him/her to take a clear position. 
 

The head shaker 
This person disagrees in a dramatic and disruptive manner. 
Ignore him/her first and focus attention on the person who is talking.  
Make him/her aware of the negative behaviour. For example, “I see you’re shaking your head. 
Perhaps you disagree. Would you like to tell us why?”  
Ask him/her to stop.  
 

The drop-out 
This person sits at the back and is disinterested. 
Ask him/her straightforward for his/her opinion on the subject or experience.  
Walk nearer to wake him/her up.  
During a break ask why he/she is not participating.  
Find out his/her areas of interest.  
 

The whisperer    
Suggest he/she shares the conversation with the rest of the people present.  
Try to get known whisperers to sit apart from each other.  
Ask politely if everyone wouldn’t mind listening.  
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Ask him/her to hold the conversation elsewhere if he/she is persistent.  
 

The loudmouth 
This person dominates the conversations. 
Wait until the other members of the audience gets tired of listening to him/her (don’t worry - they 
will!).  
Shift your focus and call on somebody else, avoiding giving him/her the opportunity to speak, but 
take care not to make him/her angry.  
Give him/her a pad of paper and ask him/her to keep a record of his/her ideas for later.  
Ask him/her to be brief - it won’t make any difference of course, but the other members of the 
audience will realize that you have recognized the type of person that you are dealing with.  
Point out that he/she is dominating the conversation and preventing the participation of others.  
If nothing else works, confront him/her directly in the session.  
 

The attacker 
This person launches personal attacks on others. 
Move between the two parties, cutting off the line of fire. Ask the two to sort out their differences 
outside, later.  
 
If he/she is attacking you as the facilitator, take a breath, thank the attacker for his/her comments, 
and ask an open question using the boomerang technique, saying, for example, ”You feel I am not 
giving you enough opportunity to state your case. What should I do to correct that imbalance?”  
 
If the attack is in defence of other group members, check the accusation with them. This can be a 
useful way of getting the whole group to help control the attacker, but take care that they don’t all 
turn on the attacker as well.  
 
Don’t allow provocation to arise.  
 

The interpreter  
This person always speaks for other people. 
Jump in and say “Hang on, let Susan speak for herself.”  
At the end of the interpretation ask the other person “Is that an accurate representation of what you 
said?”  
 

The gossiper 
This person introduces hearsay and flannel, wasting a lot of valuable time in arguments over whether 
something is true or not. 
If he/she uses vague qualifiers, stop the conversation, and ask if anyone has hard information to 
verify the story.  
If the responses are weak, then defer the matter, or  
Use the ‘parking space’ to log questions that can be checked later.  
If an answer is really important, and things cannot proceed until the truth is established, stop the 
discussion and send someone to make a phone call for a definitive answer.  
 

The know-it-all 
Acknowledge his/her experience once, but explain why the group is considering the matter.  
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The backseat driver  
This person keeps telling you what to do. 
Ask him/her to suggest a procedure and put it to the rest of the group. If group members concur, act 
on the suggestion and that will defuse him/her for a short time. If the others disagree, the argument 
will be with other group members, not with you.  
 
If he/she is really critical and hurtful, point out politely that there are different styles of facilitation, 
no one ‘right way’ and that you will be grateful for their co-operation while you adopt your own 
approach. 
 

The busybody 
This person is always ducking in and out, receiving messages, taking phone calls or dealing with a 
crisis. 
Agree at the meeting beginning among the whole group that pagers are switched off, and messages 
for group members are only delivered at break times. Exceptions are of course allowed.  
Recommend an adjournment until he/she can attend without interruption.  
Deal with him/her outside the meeting. Point out how maddening and inefficient this is, and get 
him/her to agree to make an effort. You can challenge this if need be.  
Hold meetings off-site or outside the working hours, so they are unlikely to be looked for (often not 
possible!).  
 

The talkative person    
Ask closed questions.  
Interrupt politely.  
Look for points where you can enter the discussion.  
Create time pressure referring to the agenda.  
 

The withdrawn, silent person   
Acknowledge what the person is saying by repeating it back to him/her.  
Ask open-ended and leading questions. Questions like “How do you feel about this?” or “What are 
your ideas?” are good starters. Use several verbal and non-verbal techniques.  
Frequently call the person by name.  
 

The aggressive, rude and/or rebellious person  
Ask for his/her opinion on a specific issue or point that you have raised.  
Keep calm. Control your temper. Don’t overreact or ague.  
Ask the other meeting participants to comment but don’t start a Ping-Pong match.  
Rephrase. As for example: “I’m not sure that I’ve understood you correctly. What it is that you are 
trying to say?”  
 

The joker 
If he/she is relatively discrete and intervenes in small doses – no problem!  
Don’t over-dramatize.  
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SPEAKING IMPROMPTU 
 
Sometimes you will be faced with situations where there is no time for preparation. You might need 
to answer a question in a meeting or talk on a subject or give a report or an opinion immediately.  

General guidelines 
 

Keep your temper 
Stop; stay calm and cool in order to formulate your talk. Step up to speak with confidence. 
 
Take a moment to get organized and settled. Remember your audience knows that you are speaking 
impromptu; they are interested in valid, thoughtful, and helpful comments.  
 
Don’t be afraid to be silent for a moment. Take the time to think a few seconds, and then speak, 
rather than doing your thinking out loud. 
 
Establish and maintain contact with your audience, looking and smiling. 
 

Think “on the feet” 
You need to gain some time at the beginning to put your ideas together. There are different ways to 
do it, for example repeating and paraphrasing the question or the topic, formulating some 
introductory words such as “Ladies and Gentlemen”, asking a rhetorical question, just being silent for 
a brief moment, drinking some water, writing down some key words, thanking for the opportunity to 
speak, referring to the context… 
 
Establish quickly your objective and keep it in mind when you speak. Decide quickly what your key 
message will be. Illustrate it. 
 
Organize your ideas as you talk.  
 

Your style and delivery 
Keep it conversational. Appear to enjoy speaking. 
 
Speak with animation, enthusiasm and force “I believe that”, “My experience shows… because…”. 
 
Use the principle of “here and now”. 
 
Make it personal. Speaking about personal experiences will give you courage and confidence and 
helps you to be clear, convincing and believable. 
Try to avoid “ah, ugh, so, you know, OK, etc.” 
 
Stop at the end of an idea; don't hook sentences together. No one is expecting a profound speech. 
Don't try to cover too much: be short, succinct and to the point. 
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Design the structure 
 
Introduction: be short; refer to the occasion; state the reason why you are speaking on this subject; 
get into an example immediately; share your thoughts and/or feelings with your audience; avoid 
apologizing that you are not prepared or excusing yourself. 
 
Main part: make one key message without getting off the subject or rambling on about the subject; 
choose a specific example, illustration or experience; just tell about it: when, why, where, how it 
happened, who was involved, what caused it to happen.  
Another option is to present a definite viewpoint at the beginning, support your viewpoint with 
reasons, logic and some specific data.  
 
Close: summarize by stating or restating your overall purpose or your main point and if appropriate, 
state what you want the audience to do. Close strongly, e.g. with a memorable statement. Thank the 
person who asked you to comment.  
When you have finished, stop talking.  
 

Some helpful patterns 

 

 
 

 

O
Objective

K

Key 
Point

E

Example

P

Point

The point I 
want to 
make is

R

Reason

The reason I 
say this

E

Example

My 
experience 
is

S

Summary

In summary 
my point is

A

Argument

My opinion is

R

Reason

Because

E

Example

For example

A

Agreement

In a nutshell, 
we agree that
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SPEAKING TO LARGE AUDIENCES 

Characteristics of large audiences 
Less physical presence with your audience; Less eye contact; Fewer opportunities for interaction and 
feedback; Less impact of your body language and facial expression; Questions from audience 
members are sometimes difficult to hear in the whole room. 

Some guidelines 

Using your voice effectively 
Project your voice more than usual. Make it more theatrical. Stress strongly and change the tone. 
Be conversational; speak to your audience like a smaller group to create rapport. 
Use rhetorical questions. They give the illusion of audience participation. 
Focus on the bottom of your vocal range (the lowest pitch). It is the loudest and most authoritative 
tone. 
 

Nonverbal language 
Visual contact: divide your audience into segments and rotate eye contact with the different parts as 
if you had a series of one-on-one conversation with people; don’t stare at the front row or at your 
notes; don’t look at the back wall or ceiling. 
 
Gestures: make broader and slower gestures. Keep your hands on the lectern, not on your notes. 
Slide the pages, don’t turn them over. Keep a blank sheet and pen nearby in case you want to add 
something. Don’t grip or lean on the lectern. 
 
Use of space: walk confidently from your seat to the lectern. Pause there a few seconds, look at your 
audience, then begin; don’t hide behind visuals. Your presence and impact diminishes even more; if 
possible, walk into and around your audience and move around. 
 
If you speak from a lectern: keep your hands on the lectern, not on your notes; slide the pages, don’t 
turn them over; keep a blank sheet and pen nearby in case you want to add something; don’t grip or 
lean on the lectern. 
 

Using a microphone 
If your audience is 40 or less, you should manage it without a microphone. With any microphone, 
your voice will lose some clarity. You need to speak more slowly and with exaggerated diction. Think 
about the fact that microphones amplify your chosen words but also your unchosen ones! 
 
Use a clip-on, if possible. Take off the clip after your public intervention. If possible, arrange for a 
microphone that allows you to move away and not to stick to the lectern or to your seat. 
 
Maintain a distance of at least six inches from the microphone. Don’t blow on the microphone. Don’t 
pop your “P’s” and your “S’s” into the microphone. 
 
Test any microphone before your intervention. Read long passages into it at different volumes and 
speeds. Don’t tap on it or say “Is it on?”, “Can you hear me?” but have a person at the back of the 
venue to make sure that he or she can hear you well. 
 
Don’t stare down at the microphone. 
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SPECIFIC INTERVENTIONS 

Chairing meetings 
 
Chairing a meeting means to make sure that a meeting reaches its goals. 
 

Conditions for successful meetings 
 
Setting appropriate goals: too many goals are counterproductive. 
Break your meeting into phases if several decisions have to make. 
Setting preliminary agenda with timeframes and sticking to them. 
Preparing meeting participants: participants need to know the reason of their attendance and the 
purpose of the meeting. They may have to prepare some contributions. 
 

Key points for the chairman 
 
Check the necessity of setting a meeting: Is there really a need for a meeting? Or can it be treated in 
another way? 
 
Clarify your role as a chair: How do the attendees perceive you? What do people expect from you? 
 
Pinpoint the goal(s) at the very beginning. 
 
Identify the participants (if there are participants with special roles in the meeting give them 
assignment). 
 
Schedule the best time (morning? lunch?) and locate the place. 
 
Send the agenda to the participants in advance. 
 
Arrive early in advance and arrange and check all necessary details (logistics, room, equipment, 
materials, etc.). 
 
Begin the meeting on schedule and close on time. 
 
Set a positive tone at the beginning of the meeting. “Break the ice”. 
 
Assign a person to take the minutes and if appropriate a timekeeper. 
 
Clarify the goal(s) and agenda with the attendees and achieve an agreement. 
 
Keep the meeting on schedule and on course. If an issue begins to dominate the chair must take 
control. If time is running out eliminate one of the topics or agree on another meeting to continue 
the discussion. Sometimes it is necessary to call for decision and to continue with the next topic. 
 
Ensure that the meeting is not dominated by any group/person. Try to bring out the ideas from the 
participants – even the quiet ones (e.g. “Can we have some comments from the XY department on 
this”, “I think we should hear from Mrs. Mendoza on this”). 
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Handle conflicts impartially. 
 
Summarize (requires active listening) and make assignments if necessary. 
 
Identify actions and future meeting if required, assign deadlines to get commitment. 
 
Evaluate the meeting: Try to get input by the members on what went well, what needs 
improvements for planning future meetings. 
 
Follow-up with participants assigned to do tasks. 
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Keynote speeches 
 
A keynote speaker will usually address the whole group of participants of a conference or an 
assembly. The keynote frequently anticipates the most important topics of the conference and is 
designed to arouse enthusiasm and unity. 
 

Functions of keynote speeches 
 
The keynote speech is typically the “main” speech at an event. Main functions are: 

• To present the issues of primary interest; 

• To provide a send-off to the proceedings; 

• To inspire and catalyse the attendees; 

• To bring a message that “ties together”; 

• To motivate the participants to achieve the objectives of the special event; 

• They are more on generalized topics, usually not specific; 

• The keynote may be merely entertaining as well. 
 

Some suggestions  
 
Arrange the terms with the meeting planner and host to be sure that the message and the tone of 
your keynote will fit their needs. 
 
There is no rule about keynote length. The speech might be between 30-90 minutes, depending on 
the type of the event. Ask the host what is expected of you. If no time frame is announced, you may 
tell the audience up front how much of their time you will take (e.g. “We are going to be together for 
the next 30 minutes and during this brief time …”). 
 
Tailor your keynote to your unique audience: Learn who your audience will be. What do they know, 
need and want to know as a result of your keynote? 
 
Arrive early (ensure that all equipment is working and all of your materials are there), meet and greet 
and stay after, if appropriate. 
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Debates 
 
Deliberative bodies such as parliaments, legislative assemblies and meetings of all kinds engage in 
debates and debating is common in democracies. 
 

Central features of debating 
 
Debates are similar to speeches with an opening, a body and a conclusion. The aim of the debater is 
to convince the audience of his/her arguments. 
 
As distinguished from discussions there is often a vote on the issue. They often call for decision 
(contrary to discussions which are often limited to clarification). 
 
Formal verbal discussion of an issue at a public meeting or in a parliament (e.g. budget debate) 
 

Criteria of powerful debates 
 
 

 
 
 
An effective debate is characterized by good arguments and the style of the debater. There are 
different sources of power: 

• Power of language (“the right note/tone”); 

• Power of expertise: consistence of the argumentation; handling objections assertively; 
knowledge about the topic; factual accuracy; 

• Power of personal image: posture, gestures, facial expression, adequacy, authenticity; 
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• Interpersonal skills: handling of interposed questions and interjections, open-mindedness to 
other debaters, debating is a team play. 

 

Some suggestions 
 
Stick to the time limit allowed. 
Target your argumentation. 
Control your own emotions and don’t attack personally a person. 
Separate the issue/problem (rational level) and the person (emotional level). 
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Introducing other speakers 
 

Introducing a person 
 
 
 

You have a big responsibility. 
You should make the person seem special. 

 
 
Never use the old cliché that the speaker needs no introduction. If the introduction ties the speaker 
to the audience and the topic then each introduction is unique, plus there is always something new 
about every speaker.  
 
You are the catalyst, not the performer. Do not try to upstage the speaker with your knowledge of 
the subject. Your task is to introduce the speaker, not to take centre stage. Do not dwell on your 
relationship with the speaker, even though he or she is your boss, relative or significant other.  
 
Identify yourself by name and title, unless this has already been earlier. Remember the speaker also 
needs to know who you are.  
 
Ask the person what he/she would like you to tell about him/her. Ask him/her to provide you with a 
short summary of his/her backgrounds. 
 
Become familiar with his/her credentials. Learn as much as you can about the speaker's experience, 
education, life, interests, and accomplishments - whatever helps establish the speaker's credibility on 
the topic he/she is addressing. If the credentials of the speaker are so outstanding that they must be 
shared with the audience or if there are publications the audience will want to know about, insert 
them in the program or prepare a separate commemorative handout.  
 
Pronounce correctly his/her name. If it is an unusual name, help the audience learn it. “It rhymes 
with... ” 
 
Give a personal story of this person or your personal experience with him/her. 
 
Write down the information even if you know well the person who you are introducing. But do not 
read the introduction. It will sound flat, unenthusiastic and convey the impression that you are 
unfamiliar with the subject.  
 
Be brief. For informal gatherings 30 seconds is plenty. For larger events or very formal event, aim for 
no longer than two or three minutes.  
 
A possible structure: Prepare a three-part outline. 

• Explain why this particular person is addressing the audience today. A good introduction tells 
people why this speaker is talking about this subject at this event. The first part of your 
introduction states a common problem, interest or concerns the audience shares; 

• The second part states how the speech will help them to solve that problem, interest them or 
address that concern. Intrigue the audience with a specific fact or a question; 
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• And the final part establishes the speaker's credentials to make him/her appear credible and 
important. Announce the speaker’s name at the end of your introduction.  

 
Announce the speech title as given to you by the speaker. If you have any questions about it, ask the 
speaker before the introduction.  
 
Introduction of a panel of speakers is the same except the introducer needs to describe the structure 
and format of the panel (speaking order, length of time) and the various points of view and 
perspectives of the panellists. The introduction of the individual panellists can be done two ways: All 
at once or individually as the panel program progresses. Most audiences prefer a handout with the 
panellists’' credentials so they can refer to it as the panel progresses.  
 
 

Waiting to be introduced 
Appear interested in your own introduction and eager to speak. 
Look at the person who is introducing you and look from time to time at your audience. 
 

And now… the floor is yours 
Walk assertively to the lectern or the place where you will speak. 
Don’t rush. 
Take the ground. 
Look at your audience. 
Pause, smile and speak up. 
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After-dinner speeches 

An after-dinner speech is usually a light-hearted and entertaining speech delivered during or after a 
meal. It is mostly on a special topic or an appreciation of a person. 
 
 

“At a dinner party one should eat wisely but not too well, and talk well 
but not too wisely.”  

 
(W. Somerset Maugham) 

 
 
 

Main purposes 
To entertain the audience (but that doesn’t mean that you have to avoid serious topics). 
To inspire your listeners, e.g. with an original point of view, offer something to think about. 
To present serious information, inform about important subjects, results or thoughts. 
To persuade (to change values, beliefs or behaviour). 
After-dinner speaking is performing and serious public speaking at the same time. 
 

Key rules  
Length: Keep your remarks short, around 10 minutes is appropriate (sometimes 2-3 minutes will do, 
ask the hosts). Attention spans are short. 
Recognize the atmosphere of the celebration or the event. Study the occasion and keep your eyes 
and ears wide open. Try to be on a similar wavelength with the guests. 
Keep smiling! Don't sound angry or negative. 
Clear structure 

• Always ask yourself: What is the purpose of the event? Business/social occasion, company 
dinner, annual meeting, fundraising event, work meeting, etc.; 

• What is your central message of your speech?; 

• Tell why the topic is important to you and your audience; 

• Conclude by listing the main supporting points of your speech topic; 

• Then toast to the success of the purpose of the event. 
 

Some ideas to make your speech more stimulating 
Begin with an attention gaining device to “wake your audience up”. Most of the time the guests have 
enjoyed good food and drinks, and they are relaxed and feeling themselves good. Try to flow your 
speech in the mind set and group unity of the guests. 
 
First and above all, offer something to think about. Give an original point of view that will inspire the 
audience. 
 
Practice it to develop a confident mind. 
 
Interaction is a way to be successful. Ask for answers on a question. 
 
Use props to make your speech more interesting. 
 
Present the results of a little poll you held earlier under the guests. 
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Use wordplays relating to the event. 
 
Move around the room. 
 
Make your speech topic personal. Talk about mutual personal experiences that draw the audience 
and you closer together. 
 
Create identification by telling an anecdote. 
 
Be yourself. Speak passionately, from your heart, you will be more likely to win over the audience. 
 
Depending on the occasion an amusing story about yourself can build your credibility.  
 
Look for funny statistics, quotes, expressions or expert opinions that show an incongruity or cause 
relief. 
 
Apply a good sense of humour that is relevant to your message, the audience, the atmosphere and 
the purpose of the event (no jokes unless you are an accomplished comedian). You can also use 
audio-visual humour - posters, pictures, music, video or DVD - for more understanding and insight. 
 
Turn the negative aspects of something into positive aspects for a humorous effect. 
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Proposing a toast 
A toast is a short speech. By proposing a toast, you honour (respectful regard), praise 
(recommendation expressed) or pay tribute to an organization or individual(s) at a formal occasion.  
A toast should refer to the occasion, reflect the topic and refer to achievements of the honoured 
person.  
 
Toasts can be proposed to persons, but can also be proposed to institutions such as clubs, churches 
and schools.  
 
Types of toasts: 
Loyal toast - a toast to the president of the country or to the country; typically, loyal speeches have a 
fairly well defined wording and format. If you wish to propose a loyal speech then you should 
research the local toasting traditions and customs to ensure you are doing it correctly. 
 
Informal toast - can be as short as a single word (Cheers!, Prosit!, Skal!, Salud!). You may also tell a 
short story building up to a climax, then propose your toast. 
 
Formal toast - usually consists of some introductory comments and culminates by the raising of 
drinking glasses.  At the end of the speech the giver will formally propose the toast by saying 
something similar to “Ladies and Gentleman. Charge you glasses and join me in toast to Mr. John 
Smith”. At this point the guests, but not the toastee, should stand and raise their glasses. The speaker 
then says “To John Smith*”, which the assembled guests should repeat en masse and consume their 
drinks. The guests may then sit down. 
 
Know what you will say in advance. Prepare some notes with the proper order of names, titles and 
correct pronunciations. 
 
Find out if there is a formal ritual to observe. 
 
Get the audience’s attention before beginning. Stand in some prominent place and get people's 
attention.  
 
Stand straight and strong.  
 
Address your first words to the person(s) you are honouring and then include all guests in your view. 
Make eye contact with those who are near you and with the honouree so you show that are really 
speaking to them and what you are saying is addressed to them.  
 
Be brief and concise. It shouldn’t be more than a couple of minutes. Speak slowly and clearly. 
 
Make it personal. It has to be about them and not about you. Keep the attention of the person to 
whom you are giving the toast. Be kind, and don't try to be funny if you are not. 
 
Conclude by asking the audience to raise their glasses to the person(s) being toasted. Don’t talk after 
that! 
If multiple toasts are being made, generally they are ranked in order of importance/seniority. If a 
loyal toast is being made that will come first to be followed by secondary toasts (cooks, staff etc.), 
culminating with the main toast of the evening. It is not necessary for guests to refill their glasses 
until the culmination toast. 
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Congratulations 
Avoid long-winded remarks. Five minutes are the maximum limit. If you are the fifth table speaker, 
don’t hesitate to shorten your prepared speech radically and tell just the amusing passages. 
 
Avoid visible aids like cheat sheets. An honorific address should preferably be kept free, so that it 
doesn’t sound woodenly and lengthily. As an aid to memory you could string together anecdotes on 
individual guests according to the seat order. In principle however the host should be addressed first 
of all at your beginning.  
 
Prepare with the following questions in mind: 

• Who are the main persons involved?; 

• Which history does he/she have /do they have?;  

• Were there important periods of life of this/these person/s on the way as far as there? (With the 
speech for the silver or gold wedding this is surely an important point: Which beautiful and 
difficult times did the couple master together?);  

• Which personal memories do you connect with this/these person/s? Which are so strikingly, 
typically of your relationship with the person/s and interesting, thus worth mentioning to the 
guests?;  

• Which characteristics distinguish/es the person/s? What is amiable, what particularly?;  

• What is this event about, about which life chapter? A marriage ceremony or a graduation 
ceremony? A parting (e.g. into the retirement)? An anniversary (e.g. service anniversary at a 
company?). Make free associations, what generally crosses your mind to this special event, 
which topics, which terms?;  

• What does this event mean for you personally and in your life? What do you connect with it? 
What is important to you about it?.  

 
Acknowledge the audience. 
 
Comment on the award. 
 

Commemorative speech 
Main intent: to pay tribute to a person, group, place, institution, event, monument or idea. 
 
Your function as a speaker: to highlight the reasons for the occasion, express the sentiments of 
everyone involved in the celebration. 
 
Keep your ceremonial speech short (1-5 minutes, except if you are the primary speaker) and 
eloquent (ideas and words with dramatic effects, climatic organizational pattern and intonation 
especially when concluding the speech). 
 
Adapt the speech to the special occasion, the person, place or event you are celebrating (style of 
language, tone of voice). 
 
Consider the needs of your public and try to fulfil their needs with your speech (should your speech 
create a festive mood, convey respect, allow you audience to grieve, amuse your audience?). 
 
Focus more on expressing your emotions, respect and sincerity than providing much information. Try 
to inspire and inform the audience about the achievements of the celebrated. 
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Unify the audience around emotions and sentiments you commonly share for the commemorated 
(e.g. narrate personal experience with the honouree, quote an expression he/she often uses). 
 
Refer to specific characteristics and contributions of the honouree (e.g. cite particular examples of 
the person’s virtues describe a relative unknown achievement or offer an original interpretation of 
one of his/her attributes. 
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 Media interviews 
 
 
 
 

Give the media nothing else to report but your speech. 

 
 
 

General guidelines 
 

Gather background information    
Learn all you can about the reporter or interviewer (style, experience, knowledge about your topic…). 
 
Learn all you can about the media programme (reputation, audience, format, studio audience, live 
interview…). 
 
Clarify the lengths of your intervention and the reason of the interview. 
 

Attribution 
Set the level of attribution before an interview.  
Everything you say is "on the record," unless you make another arrangement with a reporter.  
Don't say anything you don't want to see in print.  
You can give comments on background or on a "not-for-attribution" basis in special circumstances.  
Use "off the record" sparingly. It appears as if you are hiding something, and a good reporter can 
usually find out what it is.  
 

Prepare your message 
Outline the specific points or objectives you wish to make. Interviews are normally quite short, so 
remember the rule of 3.  
 
Anticipate potential questions and formulate your answers in advance. Practice your answers out 
loud. Be prepared to answer the most difficult and sensitive questions you could be asked. 
 
Draft concise, to-the-point statements. Prepare your cue cards. 
 
Prepare an effective opening and closing statements. 
 
Choose examples to illustrate your points. 
 
Practice delivering your message in 20-30 seconds. Time your answers. 
 
Keep always in mind that your real audience is the one at home. 
 
Have two or three key points in your mind that you want to make in the interview. Then make sure 
that you include these points in your answers, whatever the questions. This may require you to 
answer the question put very briefly and then say something like: "But, of course, the real issue is …". 
This will make you sound informed and authoritative. Beware, though, of using more than two or 
three; otherwise you will sound too officious.  
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Have two or three key statistics in your mind that you can use to substantiate your points.  
 
Try to finish your last sentence with a strong word. For instance: "We will pursue our objectives with 
all the resources at our command" or "All we seek is justice".  
 
If it is a live interview, when the interview is over, be sure that you can leave the scene without your 
exit being seen on screen or making a noise in the studio and, if you are wired up with a microphone, 
take it off before you leave your interview position.  
 
Press release: Even if you release the full text of your speech, it is worth to prepare (yourself!)  a 
summary of the key points of your speech in the way that you would like them reported. Before 
releasing the full text, you should have it edited all over again. Let your press release tell a complete 
story of your speech the way you want it told. Control the publication of your speech. 
 
Arrive in advance: you should meet the interviewer or reporter and ask how you will address each 
other during the interview. If possible, familiarize yourself with the surroundings (cameras, monitors, 
microphones, lights and seating arrangement).  
 

Prepare your appearance 
Make sure that your clothes are comfortable and looking good when you are sitting and standing. If 
appropriate, have instant photos or video taken prior to your performance. 
 
Ask the producer for wardrobe colour suggestions. Find out about the background colour of the set. 
 
Check if there are any dress codes, for example in some countries are short sleeves or trousers for 
women taboo. 
 
If it is a television interview and it is not in the studio, try to choose a suitable location that will make 
you look serious and professional. In the case of an industrial relations dispute, you usually see the 
manager interviewed in a quiet office with books behind him, while the trade union official is often 
interviewed in a noisy street with vehicles racing behind.  
 
If it is a television interview, be sure to dress smartly. 
 
If it is a television interview, be sure to look the interviewer squarely in the eyes, both as the 
questions are put and as you give your answers.  
 
Avoid wearing: 

• Clothing with tight patterns, pin stripes (causes an optical illusion, called moiré pattern, which 
makes you look bad)  

• Clothes with geometric shapes or large patterns; 

• Flashy, jangly jewellery or dangling earrings. It reflects light and makes noise, that will be picked 
up by the microphone; 

• Photosensitive glasses which react to light (because they will darken as soon as the studio lights 
on) or shiny frames of your eyeglasses; 

• Wear make-up (both men and women, it is often done by the make-up department). It reduces 
the glare of TV lights. 

 

Answering the questions 
Focus the media exclusively on your speech, not on other issues. 
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Control your body language. Gestures should be smaller on TV. Maintain eye contact with your 
interviewer and ignore the camera, monitor and other distractions. 
 
Have your objective clearly defined. Answer clear, concise and quotable. Avoid technical jargon. 
 
Avoid personal questions or divulge confidential material. “This information is confidential, I will not 
discuss it at this time.” 
 
Don’t get into an argument. 
 
Avoid emotional outbursts, keep calm and collected. 
 
Never say “no comment” unless it is your key message. If you can’t answer, frame your answer 
carefully (e.g. “Our organization policy has determined that this information remains private.”) 
 
Don’t feel pressured to answer immediately. If you don't have an immediate answer to a question, 
say "I will get back to you with an answer." Hold off on a response if your additional research can 
provide a more complete answer. By being 100 percent accurate, you will enhance your reputation 
as a dependable source. 
 
Try not to avoid questions. Failing to answer a question may give an impression that you are hiding 
something. If a question is sensitive, give a brief answer and move along. Be alert to major issues 
affecting your company and find out the standard company response before talking to media. Learn 
to "bridge over" to a positive statement after responding. 
 
Be accurate. If you discover information relayed to a reporter is outdated, call back the reporter with 
correct facts. He or she will appreciate your concern for accuracy. 
 
If it is a recorded interview and you make a mistake or slip up over a sentence, don't be afraid to 
offer a fresh answer. Just stop and say: "Sorry about that. Can we do that question again?"  
 
Never signal that you intend to give a multiple-point answer, as for instance: "I want to make three 
points". The chances are that the interviewer will intervene after your second (or even your first) 
point and then you look out of control. Instead make your points in response to two or three 
separate questions.  
Keep your answers simple. Never use acronyms or jargon. Radio and television are mass media and 
you cannot assume knowledge by the listeners or viewers.  
 

Difficult questions in interviews 
The hypothetical: Example: "If ... happens, what will you do?" Solution: Avoid speculation. Turn the 
conversation to a positive point. "I don't have a crystal ball, however… ". 
 
The absent party: Example: "So-and-so has stated that your institution is taking big risks..." Solution: 
Don't argue with someone who is not present. Instead of commenting on that specific statement, 
turn to something else. "I’m not familiar with that remark, but we… ". 
 
The inconsistency: Example: "In 1997, you said ...; now you're doing ... . Why the change?" Solution: 
Take an historical perspective. "The environment was different in 1997 and we… ". 
 
The suggestive question: “You have for sure the same opinion than me…”, “….. haven’t you?”. 
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After the interview 
If appropriate, send a letter of thanks to the interviewer or reporter and producer. Perhaps you will 
get another invitation. Mind, when you have done a good job on television that will have a far 
reaching pay-off.  
 
Help reporters meet deadlines. Don't make reporters wait on deadline because you neglect to return 
calls. If you commit yourself to provide information, follow through quickly. If you are unable to 
obtain the data, get back to the reporter rapidly to inform him or her.  
 
As you leave the interview, thank the program producer or researcher for the opportunity and assure 
him or her that you are always available for such interviews.  
 
When it's all over, quickly rerun the interview in your mind or, if you can, listen to it or watch it. If 
there was a question you think you could have answered better or to which you did not know the 
answer, work out how you will handle such a question in any future interview. That way, you will get 
better and better.  
 
 

Five interview failures 
 
Failure to take control 
The spokesperson is there to disseminate information, not just answer questions.  
 
Failure to anticipate questions 
There should be few or no surprises in an interview.  
 
Failure to deliver key messages 
Know the key message before the interview and practice getting it in.  
 
Failure to stick to facts 
Speculating or answering hypothetical questions can get you into trouble; 
Confine answers to what is known.  
 
Failure to stay calm 
When you stay cool, you show a willingness to cooperate with reporters and convey an impression of 
candour.  
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Media interviews: Do’s and Don’ts in a nutshell 
 

 
Know what you want to get across in the interview. Build a bridge of words from the reporter's 
question to your messages. and say them several times during the interview.  
 
Don't be afraid to admit that you don't know the answer to a question but instead offer to find the 
answer and get back to the reporter before their deadline. Never respond to questions based on 
unfamiliar facts.  
 
Don't be rushed into answering. Don't feel obliged to fill "dead air" after a tricky question. Just 
pause, think... and then answer.  
 
Don't use professional jargon. Keep your message simple, but not condescending.  
 
Find out as much as you can about the reporter and his/her story before you agree to be 
interviewed. Have they covered your business and its issues before? Who else are they talking to 
for this story? Do you really want to be in that mix? You can always politely decline an interview. 
Nobody can force you to talk if you don't wish.  
 
On TV, always dress your part, projecting a cool, clean-cut professional image.  
 
Don't look into the camera. Instead, look at whoever is talking. Avoid the temptation to look at the 
monitor or acknowledge other distractions out of camera range. And remember: you are always 
potentially on camera, even if someone else is talking. TV Director's love "reaction shots" of your 
expression or body language when someone else is verbally skewering you.  
 
Project enthusiasm for your messages. That attitude is contagious. And if you're not excited about 
your message, the reporter and audience never will be.  
 
Don’t demand to see a draft of the article before it’s published. Most newspapers and magazines 
forbid this. Instead, offer to answer follow-up questions by phone or email. A statement like this 
encourages reporters to call and check facts.  
 
Finally... don't wait for the media to come looking for you. Reach out to them with story ideas, 
professional commentary and fresh ideas. Call your local papers and radio/TV stations and 
introduce yourself to the reporter(s) covering your business. Briefly tell them about your work and 
offer to be "on call" to them should they need your expertise. And follow up with a note, a fact 
sheet and business card. You'll be amazed at their reaction as very few professionals are so 
proactive.  
 

 
 



67 

 

ANNEXES 
 

Feedback to colleague 
 
Give feedback on your colleague’s presentation. Be as precise as possible to help him/her to assess 
what he/she is good at and what are his/her “hot buttons”. 
 

 
Observations 
 

 
Your comments 

 
Did he/she give the impression to be 
nervous? 
 
 

 

 
Was his/her speech clear? 
 
 
 

 

 
Did he/she look at the whole audience? 
 
 
 

 

 
How was his/her voice?   
 
 
 

 

 
How was the body language?  
 
 
 

 

 
How was the opening of the speech? 
 
 
 

 

 
How was the conclusion? 
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Lessons learned  
 
Analyse your own visual and vocal impact you had on your audience in this introductory exercise. 
 
 
 
What I will stop doing: 
 
 
 
 
 
 
 
 
 
 
What I will start doing: 
 
 
 
 
 
 
 
 
 
 
What I will continue doing: 
 
 
 
 
 
 
 
 

 



 

Metaphors, analogies, stories, anecdotes 
 
Jot down some examples metaphors that have had a powerful effect on you or which have helped clarify or 
ensure that you remember a fact or issue. Metaphors should be logical.  
They can turn all too quickly into clichés. 
 
Some examples: Fishing (looking for something difficult to obtain), broken heart, time is a thief, it is the 
apple of my eye, feeling blue (sad), inflamed your temper, our head is spinning with ideas, life is a journey, it 
is raining cats and dogs, to shoot ideas down one by one. 
 

 
 
 
 
 
 
 

 
 
Imagine that you have met a person for the first time. This person has no experience working in the 
European Institutions or in the financial sector. Describe your job to this person, using a metaphor to 
describe what you do concretely. 

 
 

 
 
 
 
 
 
 
 
 
Tell a story to describe your current job! 
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Assessment of a speech 
 

Introduction 
Did he/she create immediately a good contact with the audience? 
How did he/she establish credibility? 
Did he/she communicate the objective of his/her presentation?  
Did he/she give an overview (mental roadmap) of the main points? 
Did he/she grab rapidly attention of the audience? 
 

Main part 
Did the key points come through clearly? 
Did the structure and organization support the purpose of the speaker? 
Were the topics meaningful and relevant to his/her audience?  
Were the topics well-structured and organized?  
How were the transitions between the different points?  
Did he/she use examples, facts, illustrations, evidence to support the speech?  
How did he/she maintain the interest of the audience throughout the presentation?  
How did he/she involve his/her audience?  
 

Conclusion 
Did he/she summarize briefly the main points? 
Was his/her conclusion strong and memorable?  
Did the audience go away with a clear message? 
Did he/she summarize the discussion points? 
Did he/she control the situation until the end of the presentation? 
 

Body language 
Did his/her gestures match his/her words? 
Was his/her posture adequate? 
Did he/she exhibit confidence and assurance? 
Did he/she control his/her nervousness? 
Did he/she maintain good eye contact with the entire audience? 
Did he/she show interest in his/her audience? 
 

Verbal language  
Was vocal variety exhibited? (Inflection, changes in tone, speed…) 
Did his/her voice support his/her purpose? 
Were the speed and volume appropriate? 
Did he/she articulate and pronounce clearly? 
Was his/her language appropriate to the audience? 
Were the words chosen vivid, clear, and evocative? 
 

Visual aids 
Were they suited to his/her audience, to the subject and to the situation? 
Were the visual aids visible for the whole audience? 
Could the audience follow them easy? 
Did the visual aids add value to his/her speech? 
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Voice – some exercises 
 
 
Vocal tone 
1. Hum at a comfortable pitch.  

 
2. Move the pitch slightly lower; pay attention to how your chest feels.  

 
3. Hum until you can feel the vibration in your chest. Continue humming once you do, attempting to 

increase the vibration.  
 

4. Next move the pitch slightly higher; pay attention to how your head feels.  
 
5. Let your mouth open. Hum until you feel the vibration in your tongue and lips, behind and above your 

mouth. Continue humming once you do, attempting to increase the vibration.  
 

6. Finally, return to your chest once more. Repeat the whole exercise, always ending with your chest in 
order to develop a full, luscious sound. 

 
 
Voice projection 
1. Sitting straight, place one hand on your belly and another behind your back opposite your hand on your 

belly.  
 
2. Breathe in, attempting to move both hands out as far as possible (it takes a lot of strength to get your 

hand on your back to move; don't worry if it doesn't). This is belly breathing. Notice how it feels; this is 
how you should breathe when you speak in order to use your full lung capacity and get the fullest, 
strongest, and richest sound.  

 
3. Exhale quickly, but make no sound as you do so. Sound is an indication of tension.  
 
4. Breathe in again. Now, when you exhale, say the first letter of the alphabet.  
 
5. Continue until you reach Z. As you progress through the alphabet, pretend that with each letter you are 

speaking to a target farther and farther away. By the time you reach the end, you should be very loud 
and strong. If you're still breathing right, you will be stronger than you could be breathing normally. 

 
 
Deeping your voice 
Take a deep breath, expand the diaphragm, release the breath slowly and say: 

I am thy father’s spirit,  
Doomed for a certain term to walk the night  
And for the Day confined to fast in fires 
Till the foul crimes done in my days of nature 
Are burnt and purged away. 
 
(Shakespeare, Hamlet, Act 1, Scene 5) 
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Examples of speeches 
 

Yes, we can 
 
If there is anyone out there who still doubts that America is a place where all things are possible, who still 
wonders if the dream of our founders is alive in our time, who still questions the power of our democracy, 
tonight is your answer. 
It's the answer told by lines that stretched around schools and churches in numbers this nation has never 
seen, by people who waited three hours and four hours, many for the first time in their lives, because they 
believed that this time must be different, that their voices could be that difference. 
It's the answer spoken by young and old, rich and poor, Democrat and Republican, black, white, Hispanic, 
Asian, Native American, gay, straight, disabled and not disabled. Americans who sent a message to the world 
that we have never been just a collection of individuals or a collection of red states and blue states. 
We are, and always will be, the United States of America. 
It's the answer that led those who've been told for so long by so many to be cynical and fearful and doubtful 
about what we can achieve to put their hands on the arc of history and bend it once more toward the hope 
of a better day. 
It's been a long time coming, but tonight, because of what we did on this date in this election at this defining 
moment change has come to America. 
 
(…)This election had many firsts and many stories that will be told for generations. But one that's on my 
mind tonight's about a woman who cast her ballot in Atlanta. She's a lot like the millions of others who stood 
in line to make their voice heard in this election except for one thing: Ann Nixon Cooper is 106 years old. 
She was born just a generation past slavery; a time when there were no cars on the road or planes in the 
sky; when someone like her couldn't vote for two reasons - because she was a woman and because of the 
colour of her skin. 
And tonight, I think about all that she's seen throughout her century in America - the heartache and the 
hope; the struggle and the progress; the times we were told that we can't, and the people who pressed on 
with that American creed: 
 
Yes we can. 
 
At a time when women's voices were silenced and their hopes dismissed, she lived to see them stand up and 
speak out and reach for the ballot. 
 
Yes we can. 
 
When there was despair in the dust bowl and depression across the land, she saw a nation conquer fear 
itself with a New Deal, new jobs, a new sense of common purpose.  
 
Yes we can. 
 
When the bombs fell on our harbour and tyranny threatened the world, she was there to witness a 
generation rise to greatness and a democracy was saved.  
 
Yes we can. 
 
She was there for the buses in Montgomery, the hoses in Birmingham, a bridge in Selma, and a preacher 
from Atlanta who told a people that We Shall Overcome.  
 
Yes we can. 
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A man touched down on the moon, a wall came down in Berlin, a world was connected by our own science 
and imagination. 
And this year, in this election, she touched her finger to a screen, and cast her vote, because after 106 years 
in America, through the best of times and the darkest of hours, she knows how America can change. 
 
Yes we can. 
 
America, we have come so far. We have seen so much. But there is so much more to do. So tonight, let us 
ask ourselves - if our children should live to see the next century; if my daughters should be so lucky to live 
as long as Ann Nixon Cooper, what change will they see? What progress will we have made? 
This is our chance to answer that call. This is our moment. 
This is our time, to put our people back to work and open doors of opportunity for our kids; to restore 
prosperity and promote the cause of peace; to reclaim the American dream and reaffirm that fundamental 
truth, that, out of many, we are one; that while we breathe, we hope. And where we are met with cynicism 
and doubts and those who tell us that we can't, we will respond with that timeless creed that sums up the 
spirit of a people: Yes, we can. 
 
Barack Obama 
Obama's speech after winning the presidential election 
Delivered November 5, 2008, Chicago 
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I have a dream 
 
(…) Let us not wallow in the valley of despair, I say to you today, my friends. 
And so even though we face the difficulties of today and tomorrow, I still have a dream. It is a dream deeply 
rooted in the American dream. 
I have a dream that one day this nation will rise up and live out the true meaning of its creed: "We hold 
these truths to be self-evident, that all men are created equal." 
I have a dream that one day on the red hills of Georgia, the sons of former slaves and the sons of former 
slave owners will be able to sit down together at the table of brotherhood. 
I have a dream that one day even the state of Mississippi, a state sweltering with the heat of injustice, 
sweltering with the heat of oppression, will be transformed into an oasis of freedom and justice. 
I have a dream that my four little children will one day live in a nation where they will not be judged by the 
colour of their skin but by the content of their character.  
 
I have a dream today! 
 
I have a dream that one day, down in Alabama, with its vicious racists, with its governor having his lips 
dripping with the words of "interposition" and "nullification" -- one day right there in Alabama little black 
boys and black girls will be able to join hands with little white boys and white girls as sisters and brothers. 
 
I have a dream today! 
 
I have a dream that one day every valley shall be exalted, and every hill and mountain shall be made low, the 
rough places will be made plain, and the crooked places will be made straight; "and the glory of the Lord 
shall be revealed and all flesh shall see it together."2 
This is our hope, and this is the faith that I go back to the South with. 
With this faith, we will be able to hew out of the mountain of despair a stone of hope. With this faith, we will 
be able to transform the jangling discords of our nation into a beautiful symphony of brotherhood. With this 
faith, we will be able to work together, to pray together, to struggle together, to go to jail together, to stand 
up for freedom together, knowing that we will be free one day. 
And this will be the day -- this will be the day when all of God's children will be able to sing with new 
meaning: 
 
My country 'tis of thee, sweet land of liberty, of thee I sing.  
Land where my fathers died, land of the Pilgrim's pride,  
From every mountainside, let freedom ring!  
And if America is to be a great nation, this must become true. 
And so let freedom ring from the prodigious hilltops of New Hampshire. 
Let freedom ring from the mighty mountains of New York. 
Let freedom ring from the heightening Alleghenies of Pennsylvania.  
Let freedom ring from the snow-capped Rockies of Colorado. 
Let freedom ring from the curvaceous slopes of California. 
But not only that: 
Let freedom ring from Stone Mountain of Georgia. 
Let freedom ring from Lookout Mountain of Tennessee. 
Let freedom ring from every hill and molehill of Mississippi. 
From every mountainside, let freedom ring… 
 
Martin Luther King, Jr. 
I Have a Dream 
Delivered 28 August 1963, at the Lincoln Memorial, Washington D.C. 
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Never Surrender 
 
We shall not flag or fail. We shall go on to the end, we shall fight in France, we shall fifth on the seas and 
oceans, we shall fight with growing confidence and growing strength in the air, we shall defend our island, 
whatever the cost may be, we shall fight on the beaches, we shall fight on the landing grounds, we shall fight 
in the fields and in the streets, we shall fight in the hills, we shall never surrender 
 
Winston Churchill  
Never Surrender 
Delivered June 4, 1940, at House of Commons, London 
 
 

IF 
If you can keep your head when all about you 
Are losing theirs and blaming it on you, 
If you can trust yourself when all men doubt you, 
But make allowance for their doubting too; 
If you can wait and not be tired by waiting, 
Or being lied about, don't deal in lies, 
Or being hated, don't give way to hating, 
And yet don't look too good, nor talk too wise: 
If you can dream - and not make dreams your master, 
If you can think - and not make thoughts your aim; 
If you can meet with Triumph and Disaster 
And treat those two impostors just the same; 
If you can bear to hear the truth you've spoken 
Twisted by knaves to make a trap for fools, 
Or watch the things you gave your life to, broken, 
And stoop and build 'em up with worn-out tools: 
 
(…) 
If you can talk with crowds and keep your virtue, 
Or walk with kings - nor lose the common touch, 
If neither foes nor loving friends can hurt you, 
If all men count with you, but none too much; 
If you can fill the unforgiving minute 
With sixty seconds' worth of distance run, 
Yours is the Earth and everything that's in it, 
And - which is more - you'll be a Man, my son!  
 
Rudyard Kipling 
If 
Published 1910, in “Rewards and Fairies “ 
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Impact language 
 

Giving more emphasis to your points 
 
If we really want to succeed, we have to work harder. 
 
The results just aren’t good enough. 
 
I think that is far too ambitious. 
 
I would like to make it quite clear. 
 
Considering the extremely high prices. 
 
It is so expensive compared to others. 
 
It’s just too complicated. 
 
 

Changes to… 
 

 
We aren’t proposing big changes 
 
It’s causing us a lot of problems 
 
I don’t see any need to change 
 
We see a need for improvements 
 
I think it’s a little premature 
 
He knew about it already 
 
She is proposing staff changes 
 
More enthusiasm is needed 
 
They are proposing cuts. 

 
We are not proposing big changes 
 
It is causing us a lot of problems 
 
I see no need to change 
 
We do see a need for improvements 
 
I do think it’s a little premature 
 
He did know about it already 
 
What she is proposing is staff changes 
 
What is needed is more enthusiasm 
 
What they are proposing is cuts. 
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  Why the best presentations are good conversations 
 
You don’t like to be talked at, and neither does your audience.  So engage listeners in a dialogue.  Here’s 
how. 
 
A PARTNER IN A PRIVATE EQUITY FIRM was recently lamenting the irritating parade of applicants who made 
a pitch for an auditing contract with his firm.  During the first presentation, he complained, the auditor 
droned on and on, piling on information the partner already knew or found irrelevant.  During the second 
presentation, the team making a pitch showed up with entertaining slides and videos, but the show felt 
artificial and false – not qualities desired in an auditor. 
 
So what was so special about the presentation from the firm he finally hired?  Their pitch, he said, felt like it 
was made by honest, competent professionals who “we just got talking to.”  They did not make a 
presentation, he said, but rather focused the conversation on the firm’s business issues and how their team 
could offer support.  
 
In the end, the partner said he believed he could trust this team and felt as though he had already hired the 
firm.  So he did.  
 
Such “conversations” aren’t accidental.  When we talked to the team representing the winning auditing firm 
– a Kingstree client – they said they had made a presentation.  But unlike their competitors, these auditors 
presented information in their own conversational style and got their listeners talking about their most 
important needs, which then allowed the presentation to zero in on those issues.   
 
In our work and research at Kingstree, we’ve found this kind of dialogue is key to engaging listeners, 
conveying credibility, and inspiring trust during a presentation – whether it’s to a large group or a small 
meeting.  This approach to presentations builds on the speaker’s unique conversational style, a style as 
unique as his thumbprint.  But it also builds on certain characteristics of conversation that are common to all 
of us, providing a framework that can enhance the impact of presentations. 
 
Traditional approaches  
 
Unfortunately, traditional advice and coaching for presenters often fails in this critical area.  For instance, 
speakers sometimes take the role-model approach and think they should emulate the great communicators.  
“Ronald Reagan was a great communicator, Winston Churchill was a great communicator, and so to be a 
great communicator myself, I must be like them.”  Unfortunately, this often leads a speaker to present an 
artificial self. 
 
Another approach is to identify what a so-called good presenter looks like – this is the “do’s and don’ts” 
approach.  First someone is filmed making a presentation.  Then she’s coached to stand up straighter, wave 
her arms like this, move around like that, add intonation to her voice, and maintain maximum eye contact 
with the audience. 
 
When the person is filmed again, the results look better: the performance is more disciplined, the presenter 
speaks with more animation and more variety. 
 
But this approach also encourages artificiality.  Imagine this scenario.  A speaker arrives at the conference, 
meets the organisers – some of whom she knows already, others who are being introduced for the first time.  
Right from the word “go,” the speaker is creating an impression.  As she chats to people she meets, they are 
forming an opinion of her personality.  She involves them in the dialogue, makes points, asks questions, and 
relates anecdotes, all in her own unique style.  Her gestures are not planned, her smiles not rigged, her 
intonation not imposed. 
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But then she stands on the platform and behaves differently, thus creating a new impression, a false, even 
plastic, one.  This is jarring and weakens her credibility with the very people she’d earlier made such a good 
impression on. 
 
A better way  
 
There is another way.  In contrast, what if the speaker’s style behind the podium were exactly the same as 
when she was having a conversation, modified according to the size of the audience and what she has to say?  
Then the audience members would see the same genuine characteristics and would feel that they were 
listening to the same person, behaving naturally.  In other words, what if the person’s presentation style 
were completely consistent with her natural one-on-one communication style? 
 
This consistency is what made Reagan such an effective communicator: his communication style was the 
same talking to his wife as it was giving the State of the Union address. 
 
The dynamics of conversation 
 
So how does one begin to set up the dialogue with the audience?  The trick is to identify what makes 
conversation work and put that into action in a presentation. 
 
It starts with structure. Build your presentation around key points, with evidence to support them.  In 
conversation, we tend to make a point and then prove it.  You might say to someone in a bar: “I think the 
Olympics should always be held in the same place.  It would be easier, cheaper, and safer.”  You make the 
point and then back it up.  You are unlikely to say “I’d like to spend a few minutes reviewing the options for 
the Olympics….”  And yet so many presentations are built that way, on the Cartesian approach of evidence 
leading to a conclusion, so effective with the written word – but not with the spoken. 
 
Make sure the evidence you use to prove key points is mentally stimulating.  A good example or an anecdote 
will create a far better mental picture than non-stop facts.  A graphic slide will stimulate thinking – the 
mental dialogue – more effectively than a text slide. 
 
So build around key points.  Start with a strong, captivating statement, and reinforce the key points with 
some stimulating evidence.  The audience will be thinking about what you say, and the mental dialogue will 
be under way. 
 
Dialogue in action  
 
What about the delivery itself?  How do we establish a dialogue when we are presenting to several people?  
We cannot expect a response from everyone in the audience – and we couldn’t cope with such a response if 
we had it.  And, if we stopped for questions after every idea, we would never get our message across!   
 
But if we put into our own delivery what we do naturally in conversation, the audience will feel just as 
involved as in a one-on-one conversation.  One way of getting the mental dialogue going is to pause after an 
idea – the “Did you get that?” pause.  Why?  Such a pause forces mental dialogue.  Audience members find 
themselves thinking about what is being said. 
 
Conversation, when it’s working, is a receiver-driven affair.  When we’re speaking, we don’t stare at the 
other person.  We tend to look all over the place as we speak and come back to the listener – the receiver – 
to get acknowledgement. 
 
That “Did you get that?” pause with eye contact elicits a response, usually a nod, a grunt or some other 
signal that is telling us that the idea is logged and we can carry on.  So the listener is driving the pace.  If we 
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get quizzical or a bored looking response, we react accordingly, using stock phrases or figures of speech such 
as “Are you with me?” or “Do you see what I mean?” 
 
 
 
The listener is intimately involved in the communication and is forced to think about what we are saying.  
That signal to carry on may be replaced by a comment or opinion and so the mental and physical dialogue 
gathers pace. 
 
Add an example or anecdote, and your audience will be making mental pictures, relating what is being said 
to their own experience. 
 
Comedians are masters at the creation of mental dialogue.  A joke read in a joke book is so often dull and, 
until one reaches the punch line, rather pointless.  But if well performed, the same joke delivered by a skilled 
comedian will have us falling about with laughter after a few words!  A good comedian’s delivery forces us to 
draw mental pictures and to relate what he is saying to our own experience and sense of humour, so that we 
are all laughing, even if we all have different pictures in our minds. 
 
Rhetorical questions are another great tactic to use.  Here’s an experiment.  Try not to think about this 
question:  “This article is quite interesting so far, isn’t it?”  Didn’t you find it difficult not to respond?  And 
didn’t you find it difficult not to respond to that question, too?  Even if I might not like your answers, I have 
engaged you in a dialogue. 
 
Judging success  
 
Of course, in a presentation, questions aren’t asked solely by the speaker; they’re asked by audience 
members in the Q&A.  At Kingstree, we measure the success of our clients’ presentations not so much by 
what they look like – we make sure our clients use their own unique style – but by these questions. 
 
If a presenter has sparked a dialogue in the minds of his listeners, the questions that follow his presentation 
will home in on its key details.  On the other hand, if audience members did not engage in a mental 
conversation with the speaker, their questions likely will be perfunctory and related only generally to the 
presentation’s points. 
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  Storytelling  

 
Use stories during public speaking engagements to illustrate points and state the point in addition to telling 
the story. Always make your story relevant to the subject at hand.  
 
Select stories to match the intelligence, experience, occupation, and age of the audience as well as the 
nature of the occasion. You don't want to talk over the heads of the audience members and you don't want 
to bore them with stories that are too simple.  
 
Space stories at intervals to provide a change of pace and to reemphasize your message.  
Eliminate inconsequential detail. Use the fewest number of words that convey the message in an interesting 
fashion. Writing the story out will help you see words that can be eliminated without hurting the story.  
 
Keep your humorous stories short during your public speaking intervention. The size of the laugh is inversely 
proportional to the number of words used to get to the punchline.  
Rule: The longer the story, the funnier it must be. You must make humorous stories believable up to a point. 
The more truthful and specific the story sounds the more your audience will get caught up in what you say. 
 
Specify the location of a story. If your story takes place in a restaurant say, "I was at Pub X, Luxemburg, the 
other day." This gives the audience something concrete to think about, which makes them more involved 
mentally.  
 
When crafting a story, use people, places, and things the audience knows. When the audience is familiar 
with the elements in your story, they will become even more involved. As soon as you mention the company 
cafeteria, their minds race to the cafeteria to meet you and find out what happens. However, don't use 
humour that is too inside. Only a few people will understand it.  
 
Emphasize the adjectives and verbs in your stories to make them sound more interesting. Try it. Look around 
where you are right now and describe anything you want. Really put punch behind the adjectives and verbs 
and see how your description comes to life. Use specific and interesting verbs and adjectives. Say I was 
exhausted, not I was tired. Say, her head was nodding and drooping, not her head was down.  
 
Learn your stories. In a normal speech if you forget the exact thing you wanted to say, you can improvise and 
go on. But if you leave out an important detail in a story or if you accidentally give away the climax too soon, 
you have a mess on your hands. I tell a story at least 30 times in private before I'll test it in front of an 
audience.  
 
Use true facts from your own life. This makes it easier for you to tell the story because you lived it and you 
can learn it faster too. Also, someone else can't steal your story as easily if all the facts have to do with your 
life.  
 
Use appropriate emotional language to hook the listener.   
 
Don't memorize your stories word-for-word. This way you won't feel forced to say every word, every time 
you tell the story. You can change the length of the story easily by adding or subtracting detail. Super Trick: 
Have a quotation ready that makes the same point as your story. If your time is shortened, you can cut out a 
story and replace it with a quote.  
 
Slant your story to the intended audience. When telling a story to a group of executives you would probably 
want to use different language and emphasis than if you were telling the same story to a group of 
secretaries. Change nonessential elements of the story to make a better connection.  
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Use terms like “Imagine this, Have you ever had an experience where ... Let me take you with me to ...” to 
draw the audience into your stories.  
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