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Chapter 1: Know Your Audience

§o you have to make a...
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Your heart starts tO beat faster,
and faster,

ahd faster...




You don't khow where to
Start ahd You're expecting
the worst possible
outcome...

|

Presentina to the Max

l

Let’s break it dowh and
make it easy for you.

10

/

In face, let’s make it SO easy
that you have some fuh and
even |0oK forward to jt.




Chapter 1: Know Your Audience

\go this book will Start

anhd then we'[| talk about
delivering the presentation,
beCause you can't fee| confident
about delivery when you're hot
well prepared.

with the presentation
preparation process...
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Anhd before we even get to the
preparation process, there's a
CritiCal first step, and that's
getting to know something
about our audience.

Because how cah we
possibly choose and
plan relevant content
if we don’t khow

who we’re trying

t0 make it

relevant for? /

f
] e heed to know
who they are,
what they do...

g0 we've got to
do some audience
research even
before we start
preparing.

and who the
decision-makers
anhd influencers




Presenting to the Max
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If you don’t khow
the answers to some
vital questions, ask

hem. ﬂ
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j Send an email, make /
a phone call... @
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Or ask for a
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pre-presentation
meeting to find out.
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If you can’t get hold of

your target audience,
Olleagues,

ask their c

Maybe your

colleagues
|| who have
worked

with them
before... ~

or the person

C who asked you

tO make the
presentation.
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why they need it and,
Importantly, what they're
going to do with it.

Do they
have any preconceived ideas?

Do they have, doubts l

| Or concernhs?
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Othertgise yr?u’ée grop';ng
= around in the dark when you And that Can wind up very

rﬁ;l. @@ - L; try t0 make the presentation. embarrassing indeed.
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Good. So how we
know what their focus

and priorities are, we . LO
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[ ,And the best

way to get
started with
almost anything
is to ‘start with
the end in mind

FINISH |

We need to khow where O
we're going before we
decide how we’ll get there.
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NCLUSION
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In the case of
presenting that
means we want to
figure out our
conclusion first.
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tLhat foundation r

Once we have our final message,
and our ultimate point, theh we
Cah confidently build the rest on

CONCLUSION
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T

How many meetings have

most meetings and
presentations, it’s a
point!

EEEET]

Because, sadly, if there
onhe thihg missing from

you been t0 where you sat
there wondering what the
point was, or more

specifically what the point
was for you?

'S

e Wil

HOwW
MNaNY

Dl
il

i,

JusT
ONE | CAN
4S5& WOULD
BE GOOD!

Ih fact how many times
have you wondered why
you were even invited?

we don’t fall into
the same trap.

Well let’s make sure|[ 1

ITS
POINT MAN,

Let's make sure we're
always abundantly Clear
8§ to what our point is.
In face let’s build
ourselves a reputation
for being Clear,
relevant and direct!

MAN.
ON MY CHEST!

/! AN POINT
V. /7 S4AYSE SO

HE'LL SAVE
us!

15




Presenting to the Max

"Easy t0 say, ‘start with the end - -
in mind’, but how? E%St"cy lgsyggﬁgkpegagaonaﬁéeé ce
Well, there’s two Criteria your atar asking your audien
point or conclusion MUST meet. t0 do as a result of this?
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Do you want them to
give you feedbacCk...

make a decision...

take g particular
direction, or
implement a

give you
resources...




Chapter 1: Know Your Audience

If it’s @ work-in-progress meeting,
you may not be asking your
colleagues to do any of the above.
IF that’s the case, if you’re hot
asking them to ‘do’ anything, then
you heed t0 be very specCific in
asking them to ‘think’ something.

)
'«Z‘“{} 4 é\

but will be resolved...

Perhaps you cah let them khow
they can be confident that you're
Oh track to meet time ahd budget,
or things have gottenh off-track

or maybe they need to @)
consider some hew o
changes in a positive
light...

and be openh-minded
when the time
comes to implement.
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Presenting to the Max

But we’re always asking the ‘
audience to think or to do

| something, otherwise the |
Gguestion is, “TWhy are you

Or bow out.

No point wasting their with no clear | FObY ﬁ M S @H\\'[‘ @’3 gnooge %’ﬂ?ﬁ“ﬁ
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delivering a barrage .
Of information... \ ‘ take-away.

35

N\

Eoa

0-20:
[ S

All youve donhe then is add to the
hoise pollution and information
1 overioad inh the world.
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FINISH but nobody’s going to do or
— think anything you suggest
- ' unless there’s something in
_ it for them.
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is the benefit to them in doing
what Yyou’re suggesting.

Go the second part Of your message Will it make them money
or save them money?




Presenting to the Max

L
Will it make them feel' } = "'
good or secure? B

P or maybe save |
them time?

¢ £

Will it make them |ook good,
or work some other magic?
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gometimes the benefit ¥ = ‘@,
is that we get to avoid 9! a '
a consequence like an 1 [\ >
' = audit, minimise a risk...| | OF SIMPIY stay
Q : competitive.
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Chapter 1: Know Your Audience

o how we’ve got a two-part message that's actionable and beneficCial. We're

asking them to think or do something and giving them a reason to do §o.

To make sure your message rolls off the tohgue comfortably for you and
cuts through with your audience, here's two suggestions for tweaking it.

ok 1 {
To begin with, wWrite it in conversational langﬁ Pnd some approaches |
I:Non:e:oF this: Leave out the theatre...

| PUT

IT TO YOU.. IN CONCLUSION

| BESEECH YOLU...

| DIDN'T
SEE THAT
COMING. /f

o
RATHER HE )}
DION'T

are just for the

FRIENDS, ROMANS, X
COUNTRYVEN...

Gtick to plain
English so you can
deliver it with
sincerity, and
without getting

] f yourself tongue-
tied.

Fsecondw, for the sake of succinctness, edit
your message down to a single sentence. It S
should run something like this: “if this

(action) then tMW
J

Esg: “If we

implement

tne_se; _ P ot
efficiencies,

we’ll reduce

focus our time /2. :

and energy on AP 124 I !
more important: L -

priorities”. 7

7”' ’
MPLEMER ieneses <, we
o W oufLich]

E

, . reDV 4

By adding 1 ° l
person to the ¢ ZO A -
team, we can I3 1 E
eliminate the ELf ADDU\) éM _—
backlog within 6 122
months, reduce 57 4 4 0 // .\
burnout, and "o EN //

Or if you're talKing your
parther into going to Bali for a
holiday it might be...

COME
WITH ME TO BALI
FOR THE HOLIDAY
OF A LIFETIME!
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SEEING AS YOU
PUT IT 7447

& WAY...




Presenting to the Max
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o SO we've got a
Clear starting

point.

Or end point as the case may be.
Because while it’'s our starting pointin

preparation, it's going to be the last thing
we actually say ih our presentation.

O
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What we've written is,
in fact, going to be our

conclusion.

J
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Crystal Clear, focused,
single-sentence message,
you're no |onhger £loating

in space directionless,
downloading information
sCattergun style, hoping
something will hit the mark.
. S

WARNING!
WARNING! INFORMATION
OVERLOAD, CANNOT
COMPUTE!

- -—

Go there’s another benefit to writing this one-
sentenhce message beyond ClarifYing a meanhingful
take-away point for the audience. And that is
gainhing your own Clarity of purpose and the

You're on a mission to convey a
message that suggests an action,
or a chahge of thought...

One that will make a tangible and
measurable difference to the
audience, their team, their
organisation, their stakeholders
Or Customers.




Presenting to the Max

And there’s a Further advantage to
writing your one-sentence conclusion
or message at the outset of your
preparation, which is that

it turns the mental tables.

BETTER BE
GOO0.

It's about YOU
supporting and
advising them and
convincing them
that there’s something
they should do and a
good reason to do it.

You’re the one with
the power — the power
Of information and
recommendation that

= —— will ultimately benefit
“"'"" them and their
. busihess or business
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Presenting to the Max
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