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Audience Listening Styles

The 4 Listening Styles

professional club, or at a Dinner
and Dance.

Audience Who typically Why are they
Type are they? there?
Friendly | Your audience at a breakfast, lunch | To have fun.
2 or dinner talk for a social or
{ .- . 4\

Audience Listening Styles

Just as there are 4 Listening Styles, there are also
4 Presentation Styles:

The 4 Presentation Styles

Your subordmnates, especially new
recruits, and support staff.

To receive instruction, or to be
motivated to work harder.

Managing Directors and CEOs.
Anyone who must make a decision
to buy based on your presentation -
especially a monetary decision.

Intellectual | Doctors, Lawyers, Engineers, To listen to detailed presentations
Accountants, University Professors. | with a lot of reference material.
/'—-ﬁ,\n.' Anyone who has already made the
I"' . ‘-I decision to buy and wants to know
\’/ how to implement your solution.
—
Dominant | Decision-makers, especially To listen to short summaries to

assist decision-making.

Presgnmtlun When is it used?
Style
Friendly With a Friendly or Subordinate Audience
A
|
l\ N/
Subordinate Never
/ .:
| |
'\':_j/"
Intellectual With an Intellectual Audience
f"_-'\\.JI
II . . |
\/
With a Dominant Audience
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The 3+vVVs

The Characteristics of the Friendly Spealwer s -

The 3+vVVs

There are two ways to organize your material:

1. Tezmatvelizzuage
. Livaly, descriptive terms RE‘I:E'H[‘T-- Primacv
- Cellegrizl sxprassions {The Indirect Approach) {The Direct Approach)

Verbal

[

4. Maovpersooalanecdotes

=,
[
i,
I I
L =
L

3. Hemoor

§. Usas mcazcysivlealst Revaal Sisie -
teain tesain fin
st pint i

1. Warm, reassarizg tome or anthusiastic, excited tone

Vocal

4. Modiunm speed

5. Smpothfow

§. Emthusisesicsozphacic

Vizual

oY,

1. Baslaxsdbusconfident posmurs

2. Frequant gestumes, mzyillnsmarcive

4. Liker to gatclocs to the andisnce

o

. Sailesalot

3. “Role-plays” deffarsetparsezalities when bellizg 2 ctory

lenezally the same s the andis

Wants

* Tobsonsofthe group, 2 an sgual

»  WithaFrisndly or Subordinats andiszcs

& COPYRIGHT 1584 - 5005 by Bwing Conimunicaiions P Lid a,

What iz Kecency?

I.  Sanwith the sxpla=atory informaties
sz, m ooder to asouss e curiosity of
the sndisocs. This will hely to incmase
thuir atmemtion leval.

1. Fiichwith the main poizr Hepafilly,
5 Vo et b the movin pant, the audiesces
will gat there with vou, and younall all
“gatat” mgsther. Toe affect i powarfil
= quite magical.

When should you use Recency?

1 Uk recancy whan vouwant to ezbarsin
vour mdiszcs.

X You cez also uss recemcy to deliver
egative informeticn mors geztly and
indirectly. Bscamss the audisnce will
Erve gusssed what s oooning, and will
undemtind the raroes bater, thay
will ba able to accept the megatve
information more szely.

START 4.. FINTSEEH ETART 4.. FO¥IEE

Whariz Frimacy?

I, 5Start with the main point fime fo
ansuze that it 5 clearly stated.

2 Faollowwith sxplanatory information
whick suppaosts o reixdforoes the mas
poist

3. Fapeat or sumreamies the moin poist
at == and of your presartatos. Thi
reanforces the mpact.

When should you use Primacy?
1.  For choot sommarnies to2 Dominst
wzdienca.

2. Weanyour Intellscmal sndisncahac
alrsady “bought” yourmessage, znd
youwant o be clear amd sysemmatic.

Wabii: wew swinponmoon
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Body Language Body Language
The 7 Basics of Body Language Basic Hand Position
1. Feet
What are the options?
1, Posture

3. Hand Position 1 i 3 :
i

4. Hand Gestures
5. Walking Patterns B ;

1 5 « & (<]
6. Eve Contact
7. Facial Expression

- I g g ‘I.

i ¥

Which do you prefer?
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Body Language
-

o 77

(_1]’ Basic Hand Gestures 2"

1. Stastyour spesck with an opsn. welcoming gestare. [tels the andiszce that vou are confidext
and frsadly.

ba

TWksz you gesture, ry to kesp the palms opez azd the fizgers togather (bat nos tight togethar).
Iz looks more frosndly. Avedd-

+ the “prayer” positica {which makes you look Hke you am begging the sndiszca to listan to
woul;

“bridgizg” (which ic wirually dismacti=g);

+ the “cotical parent”™ fizger;

» the “Hst” and the “hald-Ges;

* tha “claw™;

the “palos dewn”, when mot approprizte.

M aks your gasmures open. Ty notto beep your albows tight agaizet your body. Latyoar albews,
and your arms, flew out fom yoar bedy to produca slogant a=d confidast gasmre:.

“When the flower blooms:, the bee comes.”

Famakrishna

4. Thers are two basic kinds of gestares:

Tlhiszrativs - which “paint 2 picture™;
Albstract - which have no specific meaning

v when nsing illistrative gecrss, oy to “paizt & pictum™ for your aedience. Mime articts am
mastars af deodng thic, 2zd we can lsam to be good atit, too. Reman=ber, we ars vsualanmals.

* when usmng abemact gastums, oy i make the thytom of your gesteres match the chythm of
vonr speach

Body Langnage

=" # °  Basic Walking Patterns

e

LA

10,

St vour presentation by walkimg confidenthy out to 2 spotyom have alrsady chosan.

Duaon'tmaove your fest wnless you ars geing somewbeara

When voumeovs, make smreyou bave somewhers to go. Doz "twrander ammlecsly

Whan meving, try to take at leact 3 mornzal staps, so that yem actaally appear to go somewhars.

When you get wiers vouare going, stay thers for atleecta faw seconds. TRen move agein when
o are ready - arthar back to vour starting position, or to 2 zew spot.

Dion'twalk constantly from ons cida of your audiszcs to tha other. It will appear that yon ars
“pacing”. like a tger i a cage, a=d will ba distractizg to your listenars

Ifit ic o friemdly andiczcs, and you have ectablicked rappest, you can walk right imto or aronnd tha
group, tomaks your presentation mars lvely.

When someons asks yon a quastion, yon caz walk forarard 2% you listan, and shep back again afar
VOLAZEWET.

If someons {or a part) of youraudie=ce sesms to be disinterastad, move towards that persos [or
group) Your mevementwill belp them to e-focus their attenstion.

You can use walking patterns sffectively if vou maks 2 delibsrate morement: wisn yon have a
tramsition myear speech. Themovemant will balp to smphasise the transiton.
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Controlling Nervousness Controlling Nervousness
It's Normal To Be Nervous.
Why? The Controlling Nervousness Checldist

B o Amticipate the surgs of adrazalize

Fl 2 Centrsand fooss yoursslfbafore pressating - by saying to yoursalf

Maslow's
Higrarchy of Newds

“Elow down. and stick tomy script”

Solf Actualizasion
{salf davelopmees, ra brason)

Don’t Make Excuses

4. Essasm
{pecognision, stts, prectige) . . B
“I"m not prepared™ 15 meuling to vour sudisnce.
/ 3 Social {sezes ofbelongizg, Jove) \
“I"m really very nervous™ is discouniing your message.
/ 2. Safery(chalber, securty, prometon) \
/ L Phyuelogicsl{bmger, tenet) \ If vou don’t tell them,
they may not guess.

When w ak m paiblic, we risk losing status.
e I Adlopt thie motto of the British Forsign Office:
[fwe los2 enough stamis, we conld lose everything !

o wonder we feel nervous. “Never explain, never complain, never excuse.™

What we mean by “never explain” is don’t try to offer lame explanstions of why
A fow yuams age, The Times of London conducted asurvey o find et whas people faar the ¥ou are not prepared
mcs-..'l.'::n :r:.'nn:';n':.i.n;cb:::u.a:dm."-'u:n'l:lerﬂnrl'ur wes Pubbic Speakimg. Paopls And what we 1y “Tever excuse” is “never maks sxcuses”.
faar Public Speaking mors than death, taxes, bankroptoy, divorce, prison, szakes, spidem

mica, or the dark.
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Designing Visuals for Projection

Eemember:

The danger of becoming an expert is that only
vou understand what you are zaying.

5o - male it visual!

Uss bar chares, pie chare:. acd lime graphs wherevsr possibls for commupicating

statictical information or making foracacts, rather than juctucing columns of pomzhan:.

. Always check the primary sources of your stasistics

Vsesimplified. color-coded flow charts or erganiza tiomal disgrams to sxplain bow cyetems

ST COmIpaniEE wark.

Designing Visuals for Projection

4. Use simzplifisd maps and site plans to show layoutor tepographical details

5. Usscarteoms or pctores, whsnsver possible, toillecrate vourideas.

4. Expoess czly omeidsa {or comparison) onsach visnal Remember:

Less is more!
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1. Dioz'tput ora

Designing Visuals for Projection

Pt a maxirmm of 7 lines o ftaxtparviszal Ifyon bavemors than 7 lines of tuxs, tryzo divids
tham upizte 2 vipsals, if voucaz.

Paxta maminun: of § words par lize.

Lezve a margin of at leasz L cm on all sides, soyon don't loss informaticon off the sdgas.

. Don’t make tha letters oo colorfal, otherwiss the visual message (the colors) will distract

yourandisnce from the verbal masca gu (the taxt).

vazt decorations on yearvisnals. They will distract vour sudisncs from your
intended massage.

. Uk tzick letters, Thin lettars are difficult to read. Surdon't make the leters teo big and

thick, sz this can ook memacizg to your sedience. For the visnals we usa iz thic somizar,
the podzt size varies from 26 o 66

Unless these is a font spacifisd by vour managenzen?, ues & font with serifs mther thana foxt
without sartfi. Researck has proven that fonts withewnt serifs are hardsr to read. What ane serifs?

The Letter T

T T

Witk serifs

wihout seri’s

15, Don’tmakevies

1E. When vou wantto haz

Designing Visuals for Projection

uppar azd lowser cass. Ressarch Bac proves that thic ic sasiar to read than ALL CAPITAL
LETTERS. Hars s the alphabs: mmuppar cass

ABCDEFGHIELMNOPOESTUVWIYZ
Harais the alphabetin lowsr case

vecdafgijkimnopgrennmwsyz

215 it laters that are all italice. Ji 3 are farder boread the

Usa ttalics enly to lughiighe certaim words

16, Anctherway tohighlighta word, piracs or senbenceis tomake it bold. rather than nndsrlinimeg

it. Bald type stands out betrer om the visual.

. Dom“twcowhite ket onablack or dark backgrosnd . Thix will be barder toreed than hlack

Juittars on a white back grousd.

uconzbhinatios ofa picture and poma text,
graphic desig= principles recommanded by David Ogiliy. When di
derign for magaring ads, Ogiluy says the invpactis grextsr when you put tze picmuss abave
tha text. The same design works wall for visuals projected ontoa scresa.
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Designing Visuals for Projection

13, Numberyourpoint. Don'tuse bullets, dashes, or dets coly. If youznmber yous points, thenyon
can stand away frem the projeciion system, gestars at the soresn, and lsad your audisocs thremgh
vour points 2 vouwish. Yourawdiezcs will be able to follow your polzi: more s becania
theyame pumbered. Mumbsr vour poiis 1k thas

Notlikathi: Andnotlios i

a I
b I
<. img

L3, mot™ b, o7 o *L IL K

If yon mambsar your points, then you will net have to puza pen en the OHP to izdicate to
vour gudisnce wharpoint you are on.

0. Whennumbsring your peints, don'twes brackets or circles, like this:
-

A
3%

Tha brackets and circles make it harder for your audisnce to read the pupban.
stops afier eack sumbar, as iz thess notes.

21. Usayour spell and grammar check, and proofread evsrything carefully.

22, When skow
zumzbarsd ped

mour PowerPoint pressnsetion ez semeons alss s compunes, make sune that vour
% bave not turzeed into bullets

23. Ruwthlessly discard all viszals that are out of dats

@ COPYRIGHT 1904 - 5008 by Bwimg Convmmuricniicra Pis Lid Wabmiar s, ssingos mmLca n
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The Secret of Preparing a Great Persuasive Presentation

Time Management

The Persuasive Prezentation with one Benefit Time needed

1. Title (Concrete Benefif) 10 seconds
1. Agenda A seconds

3. How much

Forecast + Justification 60 seconds
How soon {ifdomeasa pis orbarcharst, ora lime
’ sraph-andi=chdeg the justificasos)

4. How - Feature Presentation 160 seconds

or P
Action Plan (i.e., 2 mineter 40 secondc)

ar
Marketing Plan

5. Risk Analysis A seconds
6. FRequest to Buy 10 seconds
Total 5 minutes

Ifyon cpend 60 seconds on an Owverview, than your § minuts precentatioz wonld taks § minata:
{which would be accaptabla).

& COMTIZHT B - 5008 by Ewing Communicaiors PsLid 45 Wiabais: e wrinegormam.com

The Ewing Commuunications WeorkSmart Toolldt™

The Secret of Preparing a Great Persuasive Presentation

The Quick Question Checklist

Before you start to prepare a persuasive presentation, azk yourself these §
questions:

1. Who is vour audience?

What banefitfs) do vou thizk they wan:?

2. What is your topic?
What kawe you besz asked to speak abous, or what ave you chossn to spezk abouzT {The
bect way to answeer thic gnection ic simply to look ot the title of your preceztation. If your
precactation Bas mo tiils, give it cze. Thae title ix the topic.)

3. What is your main point?
What benefit will your audisncs get from vour topic. (There may be meors thaz cne benaefis.
Do vou haws tims to cpeak about meore thaz oze bazafit? [f you dozt have snough rima,
which benefit ic mors importazt to your andisnce ™)

4.  Did you pat the most important benefit in the title?
Foraxampls, oo’ ttitls vour spasch: “Hew to fovestinthe stock market”. Instead, titla i “F
to maks mores mongy in tha steck market.” In other waords, nee Primacy.

% How can you illustrate your main point?
Usa the 4H Method o show your audisncs bow much, bow soen, bow and how risky, or
the 25 + 1H Method, if you don't have & fomecast.

6. What are vou geing to ask your audience to do?
Don't presezt too muzch, ton soon IF you get your auwds
good enough, 25 long as it 6 a step im the right direction. Tharsfors,
in advance exacely whatyen want them to sy " o, and exactly
stap to be. Just because vou plaz, it dossz " tmeaz they will do it -bat
your spesch with a question that asks your audience to apres to &
T Buy. Then kesp quist, 2nd don 't leawe umsil you get an answer!
or mayse 1o your Feguast o Bay, ask: “Whar iz vour concern?”

=t thenaxt
&, fizish
rour Request

our udisnos A Do

Cmcs you bave answered all thess guestiozs, youare ready to sart preparing your precsotatios.
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