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Praise for The Power Presenter

“Jerry is a coach like no other. If you need to give an important presentation, buy this book. Now. The only thing at stake is your income, your influence, and the success of your cause.”

—Scott Cook 
founder & chairman of the Executive Committee, Intuit, Inc.

 

“Jerry Weissman’s genius is getting successful leaders like me to realize we are imbeciles when it comes to effective communication that is not email. In particular, Jerry broadens one’s perspective on how to use the visual well, how to focus on the audience’s perspective and on how to keep the narrative strong and compelling. I benefited from Jerry’s work way back in 1995 for my first IPO, and then went back again in 2002 for my second IPO - in both cases his teaching added tremendous clarity to our investor presentations. Not only should IPO-bound CEOs read this book, but everyone who does presentations should absorb its messages.”

—Reed Hastings 
founder, chairman, and CEO, Netflix, Inc.

 

“If you’ve ever had butterflies when standing before an audience, this book is for you. Jerry Weissman is one of the world’s experts in teaching people to overcome their nerves, and his secret starts with something very natural—the comfort we feel when having a conversation with one other person.”

—Chip Heath 
co-author, Made to Stick: Why Some Ideas Survive and Others Die

 

“This book will help you bring out your natural charisma. It’s like a bottle of turbo-charged personality. Take a swig, and you’ll kick butt.”

—Guy Kawasaki 
co-founder of Alltop.com, Author of Reality Check

 

“I watched with my own eyes as Jerry Weissman created billions in stock market value by teaching CEOs his speaking styles and strategies. Now it’s all in a 250 page book—how cool is that?”

—Andy Kessler 
Bestselling author of Wall Street Meat and Running Money

 

“As an executive communication coach, Jerry Weissman has taught me and many others that great communication skills are not hereditary, but can be learned. Jerry’s series of books makes his profound ideas accessible to every  reader. This book, The Power Presenter, is an excellent exposition into what makes a great communicator, and how to become one, starting from the inside. Using the very persuasion techniques it teaches, this book applies plain language, fun examples, and convincing demonstrations to lead the reader to absorb and internalize the concepts, and gain the skills and confidence to truly become a power presenter.”

—Kai-fu Lee 
vice president, Google Inc.; president, Greater China

 

“The Power Presenter captures the essence of Jerry’s in-person training, including his approach, real world examples and story-telling strategies. It’s a must read for anyone who needs to close a deal, market a product or drive consensus.”

—Mike Nash 
corporate vice president, Windows Product Management, 
Microsoft Corporation

 

“Jerry’s insightful coaching helped us to launch a major new chip design successfully. His new book, The Power Presenter, makes the invaluable techniques he showed us at Intel available to everyone.”

—David Perlmutter 
executive vice president; general manager, Mobility 
Group, Intel Corporation

 

“Jerry has the uncanny ability to take the art of communicating and make it feel like science-The Power Presenter is a prescriptive roadmap to communications confidence and excellence.”

—Ron Ricci 
vice president, Corporate Positioning, Cisco Systems

 

“Customers determine business success, audiences determine presentation success. Capture your audiences with The Power Presenter.”

—Patricia Seybold 
author of Outside Innovation, The Customer Revolution, and  
Customers.com




[image: 001]




Copyright © 2009 by Power Presentations Ltd. All rights reserved.

 

WIIFY, Point B, Eye Connect, Speak Only to Eyes, Complete the Arc, Graphics Synchronization, and the Mental Method of Presenting are service marks or registered service marks of Power Presentations, Ltd., © 1988-2009.

 

Published by John Wiley & Sons, Inc., Hoboken, New Jersey

Published simultaneously in Canada

 

No part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, photocopying, recording, scanning, or otherwise, except as permitted under Section 107 or 108 of the 1976 United States Copyright Act, without either the prior written permission of the Publisher, or authorization through payment of the appropriate per-copy fee to the Copyright Clearance Center, Inc., 222 Rosewood Drive, Danvers, MA 01923, (978) 750-8400, fax (978) 646-8600, or on the web at www.copyright.com. Requests to the Publisher for permission should be addressed to the Permissions Department, John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030, (201) 748-6011, fax (201) 748-6008, or online at http://www.wiley.com/go/permissions.

 

Limit of Liability/Disclaimer of Warranty: While the publisher and author have used their best efforts in preparing this book, they make no representations or warranties with respect to the accuracy or completeness of the contents of this book and specifically disclaim any implied warranties of merchantability or fitness for a particular purpose. No warranty may be created or extended by sales representatives or written sales materials. The advice and strategies contained herein may not be suitable for your situation. You should consult with a professional where appropriate. Neither the publisher nor author shall be liable for any loss of profit or any other commercial damages, including but not limited to special, incidental, consequential, or other damages.

 

For general information on our other products and services or for technical support, please contact our Customer Care Department within the United States at (800) 762-2974, outside the United States at (317) 572-3993 or fax (317) 572-4002.

 

Wiley also publishes its books in a variety of electronic formats. Some content that appears in print may not be available in electronic books. For more information about Wiley products, visit our web site at www.wiley.com.

 

Library of Congress Cataloging-in-Publication Data:

 

Weissman, Jerry.

The power presenter : technique, style, and strategy from America’s top speaking coach/Jerry Weissman.

p. cm.

Includes index.

eISBN : 978-0-470-48893-5

1. Public speaking. I. Title.

PN4129.15.W45 2009

808.5’1—dc22

2008032244

 

 

.






For Benji Rosen 
A launch from Houston to the moon—and the stars




 PREFACE

The Wrong Way and the Right Way to Coach Presentations

Dizzy Gillespie, the legendary jazz trumpet player, known as the father of bebop, was once asked how he created the distinctive musical form. He described one particular performance during which, after a rather indulgent night, he improvised a new elliptical, free-form sound. Nonetheless, his fellow musicians heralded the resultant effort as a creative breakthrough and started emulating his style. Dizzy shook his head and observed, “Man, them cats was just copying my mistakes!”

 

In a reverse route, at the beginning of my career as a speaking coach, I spent many tortuous, torturous, and torturing hours copying the mistakes of conventional presentation skills training, treating businesspeople as performers, thus perpetuating a counterproductive approach for both the instructed and the instructor. The very word training denotes rigorous discipline; while coaching, derived from the  word for a transportation vehicle, denotes movement. My goal was to move the businesspeople I coached to become successful presenters naturally.

 

In search of solutions to my dilemma, I looked back on my days as a producer of public affairs programs at WCBS-TV in New York City. A key part of my job was to invite men and women from the government, academic, health, scientific, and culture sectors—none of them performers—into our studios. To help make these people feel comfortable and look comfortable in the stressful circumstance of appearing on camera, we leveraged the basic format of public affairs television: the talk show. By structuring our programs as conversations—person-to-person interviews or small group discussions conducted by professional moderators—we put our nonprofessional guests into familiar settings that promptly reduced their stress levels.

 

Another part of my job was to screen hours and hours of new and archival film and videotape, conduct hours and hours of interviews, read stacks and stacks of reports, and condense all of that information into a clear 28-minute-and-40-second program. In doing so, I developed an array of techniques to distill and focus ideas.

 

Looking at those two job functions in retrospect made me realize that control of content and control of mind would make the stressful circumstances of speaking in public or delivering presentations less onerous for business people—and for all human beings for whom standing in front of an audience provokes a fear equal to, if not greater than, that of heights, insects, or flying.

 

At that moment, the vicious cycle of copying mistakes ended and the Mental Method of Presenting began. I started my own coaching business, Power Presentations, and developed a broad set of techniques to help presenters and speakers clear their minds by organizing their stories, then to deliver them as a series of conversations rather than as performances.

D’jà vu! Businesspeople in Silicon Valley promptly experienced the same comfort in presentations as did our guests in the CBS studios. Now that this powerful methodology has evolved and proven successful for two decades, allow me introduce its techniques to you so that you can learn how to feel natural and appear confident whenever you stand in front of any audience.




 INTRODUCTION

How Speaking Style and Delivery Can Raise the Value of an IPO




The Universal Challenge 

Cisco originally expected to get $13.50 to $15.50 per share for its  stock. “But during the road show the company was so well  received” that it managed to sell 2.8 million shares at $18 apiece,  Valentine [chairman of the Board of Cisco Systems] said. He  attributed “at least $2 to $3” of the increase to Weissman’s  coaching.


—San Francisco Chronicle, July 9, 19901

 

 

When a business offers shares of its stock to the public for the first time, the company’s senior management team develops a presentation that they take on the road to potential investors. They visit about a dozen  cities across the country (and often across the ocean, as well) over a two-week period, delivering the same pitch several times a day, or about 30 or 40 times each week. It’s the most demanding and high-stakes presentation any executive will ever make. That’s why they bring me in to coach them.

 

Why should you care about a nearly twenty-year-old article about Cisco Systems’ road show? What does the initial public offering (IPO) of one of the most successful companies in the world mean to you? And what does a powerful endorsement of my presentation coaching mean to you?

 

After all, since only a few hundred companies go public in any given year, you are more likely to win a national lottery than to launch an IPO. But you’ll almost certainly have to give a presentation or to make an important speech at some point during your lifetime. And whether you are a businessman or businesswoman or an ordinary citizen, your challenge is to be as “well-received” as the Cisco Systems IPO road show.

 

The same technique, style, and strategy that I provided to the Cisco executive team and, subsequently, to the executive teams of more than 500 other companies preparing for their IPO road shows (among them, Intuit, Netflix, Dolby Labs, and Yahoo!) can help you with every presentation or speech you will ever have to deliver. My presentation techniques have also helped thousands of executives, salespeople, and engineers at Microsoft, Intel, and an additional 500 other companies to sell products, propose partnerships, raise financing, or seek approval for projects. This book provides you with the same techniques that executives pay thousands of dollars to learn in my private coaching sessions.

 

As important as delivery style is in business presentations it is of equal importance when soliciting funds for a not-for-profit cause, or addressing the assemblage of a professional association, community organization, church, or synagogue. In all cases, whenever and wherever  you have to stand and deliver, your challenge is to make your presentation or speech a success.

 

John Morgridge, the CEO who delivered the Cisco Systems IPO road show was faced with such a challenge in 1990. At the time, John was an experienced executive. As a businessman, however, John was focused more on delivering his data than on his presentation style and technique. His challenge was further compounded by the fact that Cisco’s innovative networking technology was complex, which made the company’s IPO story difficult to understand by nontechnical audiences of institutional fund managers.

 

In our work together, I coached John to craft a story that was comprehensible and meaningful to potential investors, and to deliver it to them with poise, confidence, and enthusiasm. Through it all, I helped John to feel and appear comfortable, despite the natural apprehension that all human beings experience when speaking in public about important issues. History is witness to John’s success. Cisco’s Chairman of the Board, Don Valentine, estimated that my presentation coaching added millions of dollars in value to the company’s IPO. John went on to build Cisco into a formidable business enterprise, and now, having retired, he is building a formidable philanthropic enterprise.

 

Sixteen years later, and more than 500 other IPO client companies after the Cisco IPO, Steve Goldman, the CEO of Isilon Systems, retained my services for his road show. Isilon, a Seattle company that makes clustered storage systems and software for digital content, had a technical story to tell. “Coaching helped us to elevate our message,” Steve told Business 2.0 Magazine. And elevate it did: on the first day of trading, Isilon shares jumped 77 percent, the best launch of a technology IPO in more than six years. Steve called this, “Ka-ching!”2

 

Another CEO experienced a similar challenge during his IPO, but with a different twist. Just as his road show was about to begin, the CEO  learned that there was a problem back at the home office. To deal with the problem, he frequently had to get on the telephone between presentations. As a result, whenever he presented during that first week, he was distracted. Not surprisingly, his presentations suffered.

 

Over the intervening weekend, the CEO finally cleared up the problem. No longer distracted, he presented smoothly during the entire second week. At the end of the road show, the investment bankers tallied the results of their efforts. The cities they visited during the first week had placed light orders, and the cities of the second week high orders. The pivotal point here is that the content of the presentation was identical during both weeks; the only difference was the CEO’s body language and voice. Speaking style and delivery can indeed raise the value of an IPO.

 

The most recent addition to the IPO marketplace is http://retailroadshow.com, a Web site where anyone with a browser can, after clicking on a Preliminary Prospectus disclaimer, view a road show. The presentation is then seen as a split screen: on one side is a video recording of the executive officers of a company delivering their pitch; on the other is their slide show, advancing in synchronization with their narrative.

 

Despite this new, unrestricted access, the investment bankers running these offerings still arrange the usual two-week tour for the company’s management team, during which they visit those dozen cities and deliver those 30 or 40 iterations of their road show each of those weeks, just as they did before RetailRoadshow came into being in 2005. The reason for this grueling tour is that no investor will make a decision to buy millions of dollars of stock (as are most such IPO orders) based on a canned presentation alone. Investors want to meet the executives in person, press the flesh, look them in the eye, and interact with them directly.

 

The challenge then is to make that vital interaction a success. John Morgridge of Cisco faced that challenge, as do all the CEOs of all  IPO road shows, as does every man or woman who delivers any presentation or speech; a universal challenge heightened by the all-too-human reaction to the all-too-familiar pressure of standing in front of a live audience.




The Deer in the Headlights 

Picture this: You’re seated in the audience for a speech or a presentation. At the start, the speaker approaches the front of the room, reaches the lectern, turns to face the group, and suddenly freezes, striking the pose of the proverbial deer in the headlights. The eyes widen like dinner plates. The body goes rigid. Then, as the person starts to speak, the parched lips emit a thin, rasping sound, and the halting words that sputter out are punctuated by a series of audible pasty clicks. In response to the cotton mouth, the person’s arm darts down to the lectern to grasp a glass of water and, as the trembling hand lifts the glass, the water almost sloshes over the edge.

 

Why does this happen? Why would speaking, a most ordinary activity that most people practice every day with complete ease, become so fraught with dread when it takes place in front of an audience? Why wouldn’t every man or woman who stands to deliver a presentation or a speech be energized about the challenge? After all, many presentations or speeches are mission-critical situations, where a favorable outcome hangs in the balance of the success or failure of the message and the messenger.

 

There’s the rub: the mission-critical situation, the Moment of Truth. At the very instant the presentation begins, when the audience sits back and falls silent, and the presenter or speaker becomes the focal point of attention, he or she suddenly thinks, “Uh-oh! They’re all looking at me!” “I’m on the spot!” “I’d better do well!”




Fight-or-Flight 

Speaking before a group is widely considered to be one of the most anxiety-ridden experiences known to humankind. That is because it triggers a physiological response equal to that of all other known fears: a surge of adrenaline that produces the classic Fight-or-Flight Syndrome. Adrenaline is the cause; Fight-or-Flight is the effect, and the result is either defensive or anxious behavior. This involuntary physical reaction impacts all God’s creatures, all human beings, including every person who presents, veteran and novice alike—even professional performers. The great British actor Sir Laurence Olivier, classical pianists Glenn Gould and Sviatoslav Richter, and popular singers Barbra Streisand and Carly Simon, have all acknowledged that they suffer from stage fright, the performers’ version of the fear of public speaking.3 The common culprit in all these cases is the adrenaline rush. Imagine that: The very system that enables an organism to survive in the wild causes it to falter or fail in the captive environment of a presentation or speech.




 Reducing the Adrenaline Rush 

Recommendations for remedies to stem the adrenaline rush abound. If you do an Internet search on the fear of public speaking, you’ll find millions of entries, among them:

• Take deep breaths.
• Do push-ups.
• Run around the block.
• Perform yoga.
• Make a fist.
• Yawn.
• Focus on an imaginary spot in the back of the room.
• Pop a pill (beta-blockers are the drug of choice).
• Take a swig of alcohol.
• Imagine your audience naked.
• Have sex.

 

 

The list goes on, but its length and variety bear testament that the problem remains unsolved. That is because most of them are purely physical solutions to what is not a purely physical problem. Moreover, a physical approach to overcoming the fear of public speaking will make a presenter or speaker feel like a performer, and exacerbate the problem that caused the adrenaline to start pumping in the first place.

 

The adrenaline rush is caused by the presenter or speaker’s mental perception that danger is imminent. So, unless that perception is dealt with at the outset, the adrenaline will continue its detrimental rampage unabated.




The Mental Method of Presenting 

The key is to attack the problem at the Moment of Truth: when the presentation begins. Attack the problem at the instant your audience settles back, falls silent, all eyes turn to look at you—and you clutch. It is precisely at that very instant when you can exert the power of your mind to control the forces of your body.

 

The Mental Method of Presenting is a psychological solution for a physiological problem. It is a step-by-step process that will enable you to exert that control. I have battle-tested this method for two decades, coaching thousands of clients to present with composure and assurance.

 

The following pages will show you how to implement the Mental Method of Presenting and, in so doing, overcome your fear of public speaking, reduce your adrenaline rush, and with it, the negative effects of Fight or Flight. The Mental Method will enable you to put into action the time-honored adage: “If you have butterflies, make them fly in formation.”

You’ll learn how to optimize those equally important physical factors: your eyes, your body language, your voice, and—the subject of the most frequently asked question about presentation skills—what to do with your hands and arms. You’ll also learn how to integrate the design and animation of your slides with your narrative and delivery skills in an exclusive technique called Graphics Synchronization. Along the way, you’ll progress through the essential stages of the learning process and, with it, discover how to break old habits and develop a new confidence in your ability to speak effectively and comfortably in public.

 

As a presentations coach, I have a special fascination with the delivery styles of political figures. Throughout this book you’ll find many historic examples of notable speakers whose techniques affected the outcome of elections, if not changed the world. In the 2008 U.S. presidential election, Barack Obama’s oratorical talent was, by any measure, a major feature during the entire campaign. It was a driving factor in his come-from-behind victory over his opponent for the Democratic nomination, Hillary Rodham Clinton and, ultimately, his triumph over his Republican opponent, John McCain. We’ll look in detail at the techniques of Barack Obama’s delivery style in chapter 10—techniques that you can use in your own presentations and speeches.

 

You’ll also discover what to do and what not to do from detailed analyses of other famous politicians and public figures, among them Ronald Reagan, Bill Clinton, Martin Luther King, and John F. Kennedy. These examples are drawn from an extensive collection of archival film and video tapes that I’ve edited and narrated to support and illustrate the main points in the book. The live sequences with commentary are available on our Web site: www.powerltd.com/tpp by using this pass code: 17a18R73c95G.

 

We’ve captured the key moment in each of the clips, referred to throughout the book as “video frames,” and inserted them into the text as still pictures, along with other photographs and graphic illustrations. Please study these images, view the videos, learn the techniques, practice them diligently and you will become a Power Presenter.




CHAPTER  1

Your Actions Speak Louder than Your Words

Speak (verb) 5a. To convey a message by nonverbal means:  Actions speak louder than words.


—The American Heritage Dictionary of the English Language
Fourth Edition, 2000




Audience Advocacy 

One of the most important concepts I teach my private clients is Audience Advocacy, a viewpoint that asks you, the presenter, to become an advocate for your audience. Put yourself into your audience’s place and think about their hopes, fears, and passions. Consider what your audience knows about you and your message or cause, and what they need to know in order to respond favorably to you, to act on your call to action.

 

2 The Power Presenter

 

All these factors are a measure of how your audience responds to you intellectually. Yet Audience Advocacy applies equally to how your audience responds to you interpersonally; to the physical delivery of your story via your body language and your voice. In this view, your audience’s perception of you then widens from their minds to include their eyes and their ears, and even more deeply, their guts. How do they feel about you?

 

Think of the presenter and the audience as the beginning and ending points of all interpersonal communications; then think of the presenter as a transmitter and the audience as a receiver. The presenter transmits a set of dynamics—human dynamics—that can be summed up in three Vs:

• Verbal. The story you tell.
• Vocal. Your voice, or how you tell your story.
• Visual. The third dynamic refers not to your Microsoft PowerPoint slides, but to you, your body language, and what you do when you tell your story.

Your audiences are affected by these three dynamics to varying degrees. Their relative impact is seen in the pie chart in Figure 1.1.

Figure 1.1 The Relative Impact of Human Dynamics Query

[image: 002]

The largest wedge is in black at 55 percent; moving clockwise, the middle one in gray is at 38 percent, and the smallest wedge is in white at 7 percent. You’ll note that the labels are not connected to the wedges. How do you think they rank? Which has the greatest impact? Which has the least? We’ve left the rest of this page blank for you to think about the question. You’ll find the answer on the next page in Figure 1.2.

Figure 1.2 The Relative Impact of Human Dynamics

[image: 003]

The largest wedge is the Visual at 55 percent; moving clockwise, the middle wedge, the Vocal, is 38 percent, and the smallest, the Verbal, is 7 percent. The body language has the greatest impact, the voice, next, while the story has the least impact.a




Impact 

Surprised? You’re not alone. For the past 20 years, I’ve been showing this pie chart—without the labels—to my private clients and asking them the same question I just asked you. Although I haven’t kept a formal tally, I can safely tell you that the large majority of them were also surprised by the answer.

 

Given the amount of time and effort that most presenters and speakers expend scribbling on yellow legal pads, pounding away at their computers, or shuffling their slides in preparation for their mission-critical presentations, they assume that content is paramount; but at the Moment of Truth, the story takes third place behind the body language and the voice.

 

There is ample support for these dynamics, starting with the examples of the impact of delivery skills in the IPO and political arenas you read about in the introduction, and continuing with a string of further evidence from other arenas in the balance of this chapter.

 

Consider Ronald Reagan, known as the “Great Communicator,” and deservedly so for his peerless skills as a public speaker. No president in history of the United States achieved the level of popularity ratings that Reagan did. During his eight years in office (1981 to 1989) he brought personality to the forefront of presidential qualities. In an office that previously had been occupied by professional politicians, former generals, or career bureaucrats. Reagan’s persona radiated a subtle but irresistible charisma that held the national news media, the electorate—and every audience he ever faced—in his thrall.

 

The measure of Reagan’s impact was best expressed in a reaction to what was to be his presidential swan song: a pass-the-baton speech in support of his imminent replacement, then-Vice President George  H.W. Bush. On August 15, 1988, at the Republican National Convention in New Orleans, the assembled delegates in the enormous Louisiana Superdome, and the even more enormous prime-time television audience, watched enchanted as Reagan poured on the charm. 

 

 



 With George Bush, I’ll know as we approach the new millennium our children will have a future secure with a nation at peace and protected against aggression. We’ll have a prosperity that spreads to the blessings of our abundance and opportunity that spreads across all America. We’ll have safe and active neighborhoods, drug-free schools that send our children soaring in the atmosphere of great ideas and deep values. And a nation, confidently willing to take its leadership into the uncharted reaches of a new age. So George, I’m in your corner. I’m ready to volunteer . . .


 

 

The partisan crowd in the Superdome interrupted, rising to their feet to roar their approval and flourish their blue and white “Bush ’88” banners in a tidal wave of affection. Reagan smiled humbly and, then, with exquisite graciousness, continued: 

 

 



 ... I’m ready to volunteer a little advice now and then, offer a  pointer or two on strategy. If asked. I’ll help keep the facts straight or just stand back and cheer; but, George, just one personal request . . .


 

 

 

At this point Reagan paused for dramatic effect, his eyes crinkling and his lips pursing. Then his lips parted into that classic sunny smile (Video Frame 1.1).

Video Frame 1.1 Ronald Reagan Endorses George H.W. Bush

[image: 004]

Note

 To see this live video clip from Ronald Reagan’s speech with commentary, please visit www.powerltd.com/tpp and use the pass code you saw in the introduction.


 

Now Reagan resumed delivering the big payoff to his speech with his trademark signature phrase: 

 

 



Go out there and win one for the Gipper!2


 

Among the viewers of the nationwide telecast was the Pulitzer Prize-winning television critic of the Los Angeles Times, Howard Rosenberg, who summed up his reaction in his column the next day. 

 There is a critical moment early in every Reagan speech when his physical presence begins to eclipse his words—when you begin watching more and hearing less—feeling more and thinking less. Look and mood completely take over. That presence on TV: just the sight of him cocking his head with his sincere grin and lopsided hair, is still worth a thousand words and millions of votes.3


The Visual dominated the Vocal and the Verbal.


 

 

 

An equally powerful, but converse example of Howard Rosenberg’s reaction to Ronald Reagan comes from Oliver Sacks, a prominent physician (professor of Clinical Neurology and Clinical Psychiatry at the Columbia University College of Physicians and Surgeons), and also a prominent author. In his bestselling book, The Man Who Mistook His Wife for a Hat and Other Clinical Tales, Dr. Sacks described his work with aphasic (brain-damaged) patients. In one incident, Dr. Sacks entered a ward to find most of the patients there watching President Reagan deliver a speech on television and laughing at him hysterically.

 

Dr. Sacks explained: 

 

 



 Why all this? Because speech—natural speech—does not consist of words alone. . . . It consists of utterance—an uttering- forth of one’s whole meaning with one’s whole being—the understanding of which involves infinitely more than mere word recognition. And this was the clue to aphasics’ understanding, even when they might be wholly uncomprehending of words as such. For though the words, the verbal constructions, per se, might convey nothing, spoken language is normally suffused with “tone,” embedded in an expressiveness  which transcends the verbal.4


The Visual dominates the Vocal and the Verbal.


 

As further evidence of these dynamics, let’s turn back to September 23, 1960, a day at the height of the Cold War. Soviet Premier Nikita Khrushchev, the contentious leader of the Communist bloc, had come to New York to attend a session of the United Nations General Assembly. During a speech by the British Prime Minister Khrushchev, who was seated in the audience, angrily pounded his fists on the desk, disrupting the session. When he stepped up to the green marble podium to deliver his own speech, Khrushchev unleashed a vehement attack against the West, the United Nations, and particularly, against the United States.

 

Most of the delegates in that international audience had only Khrushchev’s body language, the 55 percent to react to. They certainly did not understand his Russian, the 7 percent nor did they have his own voice, the 38 percent, as they heard only an interpreter’s translation of his words via headphones. But Khrushchev’s powerfully expressive gestures left no doubt whatsoever about his message (Video Frame 1.2).

Video Frame 1.2 Soviet Premier Nikita Khrushchev at the United Nations

[image: 005]

Note

 To see this live video clip from Nikita Khrushchev’s speech with commentary, please visit www.powerltd.com/tpp and use the pass code you saw in the introduction.


 

 

Khrushchev’s dramatic presentation was so memorable that when, 46 years later, during another session of the United Nations General Assembly, Hugo Chavez, the contentious president of Venezuela, stood at that same green marble podium and delivered a fiery attack on the United States, the New York Times called it “A Speech That Khrushchev or Arafat or Che Would Admire.”5

 

As memorable was Khrushchev’s 1960 speech in New York, an even more memorable rhetorical event took place just three days later in Chicago: Richard M. Nixon and John F. Kennedy, respectively the Republican and Democratic candidates for president, met in the first-ever televised election debate. Nixon, the favorite, appeared nervous and rigid, while Kennedy, the underdog, appeared confident and poised. The day after the debate, their positions in the public opinion polls reversed. You’ll see this encounter analyzed in detail in chapter 7, but, taken together, both events vividly demonstrate how the Visual dynamics dominate both the Vocal and Verbal; or, why actions speak louder than words.




Actions Speak Louder Than Words 

Actions are the Visual, the 55 percent; speak is the Vocal, the 38 percent; and words are the Verbal, the 7 percent.

 

For the purest example of these dynamics, let’s turn to a form of communication in which only the Visual element exists: pantomime. This ancient art, which had its origins in classical Greek and Roman drama and its development in sixteenth-century Italian commedia  dell’arte, does not involve either the Vocal or the Verbal dynamic. In mime, the body language alone tells the entire story silently and accounts for 100 percent of the impact.

 

The most famous example of this art is seen in the work of one of the world’s greatest mimes, Marcel Marceau. For decades, Marceau captivated audiences around the globe with his wordless performances. One in particular was his portrayal of the ages of man in a piece called “Birth, Youth, Maturity, Old Age, and Death.” Mr. Marceau began the sequence curled up in the fetal position and then, slowly, in one unbroken sequence, opened up and became a toddling infant. Continuing fluidly, he stretched his limbs and the infant transformed into a strapping young man, striding vigorously ahead in place. But soon his strides slowed down, his shoulders hunched over, and he became an old man, doddering forward until he concluded in a shriveled ball, a mirror image of the fetal position at the start. (Photograph 1.1)

Photograph 1.1 Marcel Marceau

[image: 006]

“One critic said, ‘He accomplishes in less than two minutes what most novelists cannot do in volumes.’ ”6

Note

 To see a video of another mime, please visit www.powerltd.com/tpp and use the pass code you saw in the introduction.


Actions speak louder than words. The Visual dominates the Vocal and the Verbal.


 

 

To bring these dynamics from the stage to the real world, try this simple exercise: Ask a colleague or friend to be your audience for a very brief presentation. Then step up to the front of the room and start to speak, but do so silently, moving your lips without using your voice. As you do, slouch, put your weight on one foot, thrust your hands deep into your pockets, and dart your eyes rapidly around the room. Next, suddenly, while continuing to move your lips silently, stand up straight, look directly at your colleague, address all of your energies to him or her, and extend your hand toward that person, as if you were about to shake hands.

 

Then stop the exercise and ask your trial audience member to react. Undoubtedly, the person will respond negatively to the first part of your exercise and positively to the second. The response will be solely to your Visual dynamics.

 

For scientific validation of this phenomenon, we turn to David McNeill, professor emeritus, Departments of Psychology and Linguistics at the University of Chicago, who conducted studies in a subject he called, “communicative effects of speech-mismatched gestures.” The subjects in the study were shown a videotape in which speakers told a story, but with gestures that differed oddly from the content. After the story, the subjects were asked to retell the story from memory. The subjects described what they saw, rather than what they heard. They described the gestures, not the words.7

The irony is that most presenters and speakers spend most of their time and effort on the Verbal content. Therefore, am I suggesting that you should forget about the art of telling your story and focus on your delivery skills? Not at all. Put equal emphasis on both sides of the equation, as much on your body language and your voice as on your story; as much on the messenger as on the message.

 

Think of the elements of the equation as a delivery system and a payload. NASA expends millions of dollars and thousands of hours building a communications satellite. If the satellite is launched by a rocket that does not have sufficient boost, the satellite does not go into orbit. Your company or organization expends many dollars and countless hours preparing to launch a product, a service, or a campaign for a cause. That is the priceless payload. You are the delivery system. The style of your presentation must support the priceless substance of your message.

 

Launch your payload into orbit.




CHAPTER  2

The Crucial Task: Creating Audience Empathy

We are wired to connect. Neuroscience has discovered that our brain’s  very design makes it sociable, inexorably drawn into an intimate  brain-to-brain linkup whenever we engage with another person.  That neural bridge lets us affect the brain—and so the body—of  everyone we interact with, just as they do us.


—Daniel Goleman
Social Intelligence: The New Science of Human Relationships1

 

 

 

In addition to the Visual, Vocal, and Verbal forces that influence your audience, they are also impacted by another dynamic: empathy. Evolved from the Greek word for emotion or affection, empathy refers to shared or vicarious feelings—as distinct from sympathy, which is more about pity, and implies separate, rather than mutual feelings. In the presentation environment, the empathy is the shared feelings between the audience and the presenter, but the sharing on the audience’s part is involuntary.




Empathy 

To illustrate, let’s revisit the deer in the headlights example from the introduction. As you sat in the audience for a speech or presentation, you saw a presenter step up to the lectern and suddenly freeze: the eyes widened, the body went rigid, the mouth got pasty, and the hand trembled. How did that make you feel? Most likely, you winced. You felt rather sorry for the presenter, if not even somewhat nervous yourself. In that one instant, your reaction was completely visceral.

 

Another common wince-inducing presentation situation is when a presenter steps into the bright beam of a high-intensity projector and suddenly squints in the light. Undoubtedly, you squint too.

 

That is empathy, a direct correlation between what the presenter does (Visual dynamics) and says (Vocal dynamics) and how the audience feels about the presenter; a link between the presenter behavior and the audience perception of the presenter.

 

While these separate dynamics are seemingly unrelated, there is an actual physiological link between the two. In 2004, a team of British researchers conducted a study measuring brain waves in empathic situations. In the experiment, volunteer couples were invited into a neurology laboratory where the scientists attached electrodes to each person’s brain. First, one member of the couple received a mild electric shock, which produced an impulse in a particular area of that person’s brain. Then the mild electric shock was administered to the second member of the couple. When the first person observed the partner’s reaction to the shock, the same area of the first person’s brain produced the same impulse as when he or she was shocked—even though that person was no longer experiencing the shock. What the first person saw produced the same reaction as he or she felt.

 

As the study summed it up:

 Our ability to have an experience of another’s pain is characteristic of empathy. Using functional imaging, we assessed brain activity while volunteers experienced a painful stimulus and compared it to that elicited when they observed a signal indicating that their loved one—present in the same room—was receiving a similar pain stimulus.2


 

Although you may not be the loved one of the stressed deer in the headlights presenter, when you are in the audience—present in the same room—and see that person’s nervousness, you are most likely to feel similar, vicarious feelings. That is the power of empathy.

 

These vicarious feelings are due to mirror neurons, a set of nerve cells in the brain, which were first studied in 1992 by a team of Italian researchers working with laboratory monkeys. The study was intended to measure the animals’ brain activity, but the scientists noted that the monkeys’ physical behavior mimicked their own, leading the scientists to conclude: 

 

 



 These findings indicate that premotor neurons can retrieve movements not only on the basis of stimulus characteristics, as previously described, but also on the basis of the meaning of the observed actions.3


 

The article was circulated widely among other scientists who dubbed the mirror neurons, “monkey see, monkey do.” In other words, what is seen is the same as what is felt.

 

The evolutionary path from monkeys to humans was apparent in a 2005 television documentary about mirror neurons on Nova, the PBS science series. While the program presented all the usual serious scientific evidence, including the preceding British and Italian experiments, the most illustrative—and entertaining—part of the program came when the series host and executive editor, Robert Krulwich,  piled a stack of heavy boxes on top of one another and then carried them out into a street in New York City.

 

The stack was too high and very unstable, so Krulwich struggled and strained as he walked. As he passed other pedestrians, who were carrying nothing bulkier than purses or briefcases they, too, appeared strained. What they saw produced the same reaction as Krulwich felt.

 

The power of empathy works both ways. Different behavior by the presenter produces a different perception from the audience. Please recall the exercise in chapter 1 in which you gave two different versions of a brief presentation silently and asked your trial audience to respond only to your Visual dynamics. Recall, too, the deer in the headlights example we’ve been referencing. Imagine if that presenter had behaved differently—had stood up confidently, strode to the lectern briskly, smiled broadly, with both arms open wide in welcome, and then, with a steady hand, lifted the glass of water to take a sip—you, seated in the audience would surely have reacted positively. Instead of the vicarious nervousness you felt during the first version, you would be fully receptive to that person. And all of this occurs before the presenter or speaker utters a single word! Positive or negative, either way, the audience responds to the presenter’s behavior involuntarily.

 

 

Then, when the presenter speaks and adds the Verbal component to the Visual and the Vocal, all the dynamics compound. Gathering momentum, the empathy begins to affect the audience’s perception of the presenter’s story. If the presenter appears poised and confident, the audience will perceive the content favorably; if the presenter exhibits anxiety, the audience will perceive the message dubiously or, worse, negatively.




Presenter Behavior/Audience Perception 

For a case in point, let’s flash back to May 15, 1996. Bob Dole, the veteran Senate majority leader decided to seek the Republican  Party candidacy to run against the incumbent, President Bill Clinton. Dole kicked off his campaign with a carefully choreographed speech to announce his resignation from the Senate (Video Frame 2.1).

Video Frame 2.1 Bob Dole Announces His Candidacy

[image: 007]

Note

 To see this live video clip from Bob Dole’s speech with commentary, please visit www.powerltd.com/tpp and use the pass code you saw in the introduction.


 

 

With his adoring wife, Libby, at his side, and flanked by his long-time congressional colleagues, Dole concluded his launch speech with these words:

 I am highly privileged to be my party’s nominee and I am content that my faith and my story are for the American people to decide. But the American people have always known through our long and trying history that God has blessed the hard way. And because of this, as I say thank you and farewell to the Senate, as summer nears and as the campaign begins, my heart is buoyant . . .


 

 

When Bob Dole said, “My heart is buoyant,” he said it flatly, his voice descending, making him sound anything but buoyant.

 

Then he concluded: 

 



 Thank you and may God guide us to what is right. Thank you very much.4


 

Libby hugged him warmly and his supporters applauded him politely, but the die was cast. Plain-spoken Bob Dole came out of the starting gate at a slow trot, forced to try and catch up to a charismatic Bill Clinton, who was already galloping at full speed. Dole was left at the post.

 

In this case we have a slight variation on the theme. The reserved body language and prosaic voice belonged to Bob Dole, but the Verbal content did not. The evocative words Dole spoke were written by Mark Helprin, a professional writer, who, in addition to being a respected political columnist, is also a successful and very talented novelist.

 

“As summer nears and as the campaign begins, my heart is buoyant,” are a novelist’s words, lyrical not prosaic. The delivery vehicle failed to lift the payload into orbit.

 

The mismatch—and the audience perception from the electorate—came in the 1996 public opinion polls conducted by CNN/USA Today/ Gallup, shown in Figure 2.1. On the day Dole made his kickoff speech, he trailed Clinton, and he stayed behind him right through Election  Day. The only reason Dole gained 10 points in the interval was that he no longer had opposition for the Republican candidacy.

Figure 2.1 1996 Presidential Election: Starting Polls and Final Vote5

[image: 008]

Dry-as-dust Bob Dole was no match for the Bill Clinton charm. After the election, however, Dole realized how he might have competed more effectively: He adjusted his Verbal content to meet his own natural Vocal and Visual behavior. In a television commercial for a credit card company, he played his own homespun self and the ad became an instant media hit.

 

While Bob Dole didn’t defeat Clinton, he did find his me’tier. In contrast, former California governor Gray Davis never stood a chance. The 2003 recall election for that state’s governorship provides another example of the negative effect of negative behavior.

 

As the sitting governor, Gray Davis, had presided over a deep slide in the state’s economy resulting in a massive budget deficit. His political opponents, seizing the opportunity, mounted a campaign to unseat him. In a land rush, 135 candidates registered to run in a recall election to replace Davis, but the clear favorite was the popular, macho Hollywood movie star, Arnold Schwarzenegger. It was no contest.  The actor coasted to victory by a wide margin. While California’s budget and economy were major factors, a key differential was Davis’s dour persona which paled by comparison with Schwarzenegger’s dazzle.

 

Neither you nor any presenter or speaker could, or should, expect to compete with a professional actor or performer. Any effort to do so would produce disastrous results. Businesspeople are hired for their jobs on the basis of their background and how they behave in personal interviews, not how they perform. Employment vetting does not include auditions. Unfortunately, when businesspeople stand up in front of an audience to present, the adrenaline rush causes them to exhibit negative behavior that produces a negative perception and defeats their own cause.

 

The preceding examples vividly illustrate the presenter behavior/ audience perception relationship.

• When the deer in the headlights presenter’s hand trembled, you felt it.
• When the presenter stepped into the bright light and squinted, you winced.
• When the couples in the British study saw each other shocked, their mirror neurons caused them to respond just as they did when they were shocked themselves.
• When Nova’s Robert Krulwich struggled and strained with a stack of heavy boxes, complete strangers on the street reflected his strain.
• When Bob Dole spoke inspirational words, the voters were not inspired.
• When Gray Davis was outshone by Arnold Schwarzenegger, he lost his governorship.

 

All these examples represent negative behavior that produced negative perceptions. Now flip the lens: When the behavior is positive, it produces a positive perception.

 

For a case in this point, let’s go back to July 27, 2004, at the Democratic National Convention. Barack Obama, a then-unknown  42-year-old state legislator from Illinois, stood and delivered a stirring keynote speech that concluded with these words: 

 



 America, tonight, if you feel the same energy that I do, if you feel the same urgency that I do, if you feel the same passion that I do, if you feel the same hopefulness that I do, if we do what we must do, then I have no doubt that all across the country, from Florida to Oregon, from Washington to Maine, the people will rise up in November, and John Kerry will be sworn in as president. And John Edwards will be sworn in as vice president. And this country will reclaim its promise. And out of this long political darkness a brighter day will come.6


 

Obama expressed the energy, urgency, and passion that he felt, with great energy, urgency, and passion in his voice and body (Video Frame 2.2).

Video Frame 2.2 Barack Obama at the 2004 Democratic National Convention

[image: 009]

Note

 To see this live video clip from Barack Obama’s speech with commentary, please visit www.powerltd.com/tpp and use the pass code you saw in the introduction.


 

 

The delivery system lifted the payload into orbit and the convention delegates at the packed Fleet Center in Boston rose in unison to give Obama an enthusiastic ovation. For days and weeks afterward, the media was filled with glowing praise for the charismatic young politician, making him an overnight star. Three months later, he swept into office as a first-term U.S. senator by 70 percent, the widest margin ever in an Illinois Senate race.7 Four years later, his momentum unabated, Barack Obama became, and four months after that, the 44th president of the United States the Democratic presidential candidate—all launched by just one 16-minute, 25-second speech.

Note

 You’ll find a fuller analysis of Barack Obama’s technique and style in chapter 10.





The Effectiveness Matrix 

From all of the foregoing you can draw conclusions about the effectiveness of both the story and the delivery. In the matrix shown in  Figure 2.2, the story effectiveness is charted on the vertical axis from low up to high, and the delivery effectiveness is charted on the horizontal axis from low out to high.

 

A presenter can be in one of four quadrants:

• Lower left: low story, low delivery. Think of a little boy caught with his hand in the cookie jar. As he protests, “I was just looking for my homework, Mommy!” his eyes roll skyward, and his body, arms, and legs squirm and fidget like a Mexican jumping bean.
• Lower right: high delivery driven down by low story. Think of a holy roller striding about the stage grandly, gesturing flamboyantly, and bellowing in stentorian tones, “Brothers and Sisters, send me your life savings and I’ll save your souls!”
• Upper left: high story driven down by low delivery. Think of Bob Dole murmuring, “My heart is buoyant.”
• Upper right: high story, high delivery. Ideal.

Figure 2.2 Effectiveness Matrix

[image: 010]

Why, then, isn’t every presenter or speaker in the upper-right-hand quadrant, by default? Why can’t we launch our valuable payload with the most powerful delivery system? The reason is that when every human being stands up in front of an audience at the Moment of Truth, each of us is impacted by an onslaught of forces that are seemingly above and beyond our control. Including me, and I have been presenting for two decades.

 

In the following chapters, you will learn what those forces are and how you can indeed control each of them. Let’s begin by looking more deeply into the most powerful of those forces: the Fight-or-Flight Syndrome.




CHAPTER  3

 The Butterflies in Your Stomach

There are two types of speakers: those who get nervous and those who are liars.

—Mark Twain




Fight-or-Flight 

Every living being on the planet, from one-celled organisms to four-legged animals to two-legged humans, responds to imminent danger by standing its ground and fighting for its life or by fleeing for its life. To enable either of these reactions, the body releases a sudden spurt of adrenaline and activates the sympathetic nervous system. This vast internal emergency network then sets many parts of the body into accelerated motion:

• Eyes: Pupils dilate to increase the field of vision.
• Heart: Pumps faster to send blood to the extremities to flail in defense or to run to safety.
• Blood pressure: Elevates due to increased blood flow.
• Blood sugar levels: Elevate to generate more energy.
• Lungs: Increase respiration rate to put more oxygen into the blood.
• Sweat glands: Activate to avoid overheating.
• Salivary glands: Shut down to suspend digestion.
• Limbs: Primed to Fight-or-Flight.

 

Law enforcement officers, when interrogating suspects—a Fight-or-Flight situation if there ever were one—use polygraphs or lie detectors to monitor the telltale physiological functions of stress: heart rate, blood pressure, respiratory rate, and skin conductivity for perspiration.




The Limbs 

When a four-legged animal senses imminent danger, it scampers away to escape: the Flight reaction. When a four-legged animal can’t escape because it is trapped in the back of the cave, it will lash out at its attacker: the Fight reaction. In addition to lashing out, the animal will also protect its underbelly, the vulnerable part of the body that contains the vital organs. When a dog or a cat feels threatened, it hunkers down to the ground, contracting its fore and hind paws. In other words, the adrenaline rush sends a powerful signal to the limbs.

 

When a two-legged animal senses imminent danger, its limbs respond instinctively to flee: the Flight reaction; or it puts up its dukes: the Fight reaction.

 

When a two-legged presenting animal is faced with the daunting task of standing exposed before an audience, the solitary focus of attention for dozens, if not hundreds or thousands of watchful eyes, it responds with the Flight reaction: pacing around the platform like a caged tiger. When a two-legged presenting animal cannot escape because it is trapped by the microphone, the computer, the lectern—and the expectant audience—it responds by protecting its vulnerable  underbelly with its limbs. Of course, the civilized presenter is not going to strike the pose in the famous painting, September Morn (Photograph 3.1)

Photograph 3.1 September Morn by Paul Chabas, 1912

[image: 011]

But the two-legged presenting animal does perform variations of  September Morn:

• Hands clasped below the waist in front (the “fig leaf”).
• Hands clasped behind the back (the “reverse fig leaf”).
• Both hands tightly clasped above the waist.
• Half-clasped (one hand pressed to the side defensively while the other hand gestures).
• Reverse half-clasped (the opposite hand pressed defensively to the side while the other hand gestures).
• One or both hands plunged deeply into the pants pockets.
• Both hands clenched as if in prayer.
• Both hands wringing in the manner of Lady Macbeth.
• Both hands cupped together, while the fingers of one hand nervously twirl the ring on the finger of the other hand.
• The fingers of both hands playing cat’s cradle.
• The fingers of both hands forming an Indian tepee with the fingertips in what is known as “a butterfly doing pushups on a mirror.”

 

The common factor in all these movements is that the upper arms press tightly against the side of the body, positioning the forearms and hands to be able to quickly dart down to protect the vulnerable underbelly. As a result, the elbows clasp the body as if they were attached by Velcro. All these positions have one common name: body wrap.

 

At the same time the arms are wrapping the body, many other parts of the body go into action simultaneously:

• The eyes sweep the room frantically in search of escape routes—“How do I get out of here?”
• The heart pumps faster to rush blood to the extremities.
• The hydraulic system screeches into reverse: The palms, usually dry, get clammy from perspiration, cooling the rush of warm blood, and the mouth, usually moistened by the salivary glands, goes bone dry.
• The nerve synapses fire off more rapidly to heighten alertness.

 

All these accelerated actions distort the presenter’s senses into time warp.




Time Warp 

Time moves very differently for a person standing in front of a roomful of people. Even for me.

 

You’ll recall from the preface that, before becoming a presentations coach, I was a producer of public affairs programs for WCBS-TV. Television people live by the clock. I still wear a chronograph, even though I’ve been out of the business for two decades. Counting time is  easy for me; I can easily calculate backward and forward in units of 60, but I have difficulty balancing my checkbook.

 

For nearly all the time since I left broadcasting, I have been a presentations coach, and almost every business day, I present material that is quite familiar to me. As a result, my adrenaline flow is only modestly elevated when I am in front of an audience.

 

With that as background, I had occasion to return to a television studio after a prolonged absence during the promotional media tour for my first book, Presenting to Win (Financial Times, 2003). Before the video taping began, as an audio technician attached my microphone, the interviewer chatted amiably with me. I asked her how long the interview would last, and she replied, “Oh, about four or five minutes.”

 

Soon the stage manager cued the interviewer to start the actual interview. Our conversation continued smoothly, but suddenly, all too suddenly, the interviewer said, “We’re about out of time. Thank you, Jerry, for joining us here today.”

 

As the technician returned to remove my microphone, I asked the interviewer, “Did you run out of time?”

 

“Why?” she asked.

 

“You cut me off after only a couple of minutes.”

 

“No,” she replied, and then called into the control room, “George, how long did that piece run?”

 

A moment later, the disembodied voice of George boomed out over a loudspeaker, “Four minutes and forty-six seconds.”

 

Four minutes and forty-six seconds felt like a couple of minutes! A 150 percent misperception of time! And I know time, I know  television, and I present almost daily! Imagine the degree of misperception for anyone who presents less frequently.

 

That’s time warp.




Adrenaline-Driven Behavior/Audience Perception

Here’s how all the preceding involuntary presenter behavior, gathering momentum in a rolling chain action, impacts audience perception:

• Eyes: Rapid movement appears shifty-eyed or furtive. The same action causes:• Head: Sweeping back and forth, appears harried.
• Hands and arms: Body wrap appears defensive, as in Photograph 3.2.


• The defensiveness freezes the presenter into the deer in the headlights pose, immobilizing the features, which appear fearful; also making the posture rigid, which appears protective. Moreover,Photograph 3.2 Body Wrap

[image: 012]

by pressing the arms against the rib cage, the air supply in the lungs is constricted, which, in turn, impacts:
• Voice: Low volume sounds weak; and narrow inflection sounds monotonous.
• Vital organs: The heart, lungs, and synapses accelerate into time warp, which also impacts:• Cadence: Rapid tempo sounds rushed; and crams the words into a steady flat line pattern, resulting in a data dump that makes it difficult for the audience to separate ideas; the steady pattern also causes unwords (“um” or “ah”) to intrude repeatedly, which sounds uncertain.






The Moment of Truth

All these powerful forces surging around inside your body and your mind—and reverberating throughout your audience—occur at the critical juncture of the Moment of Truth. But that moment is preceded by many other moments that stretch all the way back to another important moment: when the date and time for your mission-critical presentation is set.

 

As the clock starts ticking down to D-day, you think, “How will I ever find the time to get it done?” Suddenly, you ignite a state of high anticipation that builds in intensity until the Moment of Truth; and then the sight of your live audience kicks your adrenaline flow even higher. Nip your anticipation in the bud. Diminish your anxiety by taking charge of your content in its preparation, the subject of the next chapter.




End of sample
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Fourscore and seven years ago, our fathers
brought forth on the continent, a new nation,
conceived in liberiy and dedicated 10 the
proposition that all men are created equal.
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Stage One: Unaware of what to do, you perform poorly and are
snconscions about your incompetence

Stage Two: The instructor tells you what you did wrong and you
become consciovs about your incompetence.
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