—
Your Mother Cares
about Excuses,

Your Audience Cares
about Results

How to prepare powerful presentations



R

he stakes are fre-

quently enormous
when we speak,
whether that occurs
in the courtroom,
the boardroom or

the conference room.
An engaging and persuasive message
could mean the difference between you
exiting the courtroom as the victor or the
vanquished. You have only one chance
to make the right impression.

Your mother may care about your excuses
for failing to do that (“It was wo compli-
cated to make it simple,” etc.), but your
audience only cares about results when
you speak — and you'd better deliver.
The question: When you speak in front
of a group, do you always craft your
message to win the hearts and minds

of your audience? Your message should
make you look and sound brilliant.

In these challenging economic times,
every competitive advantagc is critical.
Your presentations should be clear,
concise and compelling, Invariably,
such presentations result only when
you take three essential steps: Revise,
revise and revise. Revising involves extra

time, extra effort and extra thought —
bur it will make a colossal difference in
any and every presentation. That effort
will give you a distinct advantage when
the curtain rises and the stakes are high
for an important pitch, presentation or

argument.

Why should you devote time and energy
to revisions when writing and honing
your messages? Because amazing presenta-
tions rarely materialize out of thin air.
Because revising will distinguish your
presentations from the thousands and
thousands of pedestrian-to-remarkably-
bad ones thrust upon us every day by
indifferent lawyers who don’t bother.
And because the extra effort will refine
your presentation and send an unmistak-
able message to every member of your
audience: This is a speaker who cares —
this is a speaker who deserves my atten-
tion. You can't afford for your listeners to
think less in today’s fiercely competitive
environment.

10 Revising Rules That Work

To ensure that you are revising in the
most efficient and produc{ive way, you
need a plan. As a starting point, after you
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Your presentations
should be clear, concise
and compelling.

write the initial draft of your presenta-
tion, set it aside for a few days. Then
revisit it with a fresh perspective. Ask
tough questions: Is this presentation logi-
cally organized or is it hopelessly disjoint-
ed? Does it make sense or am I scratching
my head? Are the points clear and concise
or are there any points? Is the theme pre-
cise or is it jumbled? Is the language crisp
and colorful or is it stale and tepid? Do
the descriptions launch word pictures
floating or do they lull listeners into doz-
ing? Does the closing solidify my message
or does the speech end with a resounding
thud? So, there’s a lot work to do. Here
are some useful revising rules.

Use the Active Voice

Whenever possible, eliminate the passive
voice from presentations: “mistakes were
made”; “doughnuts were taken.” Instead,
be clear and forthright with the active
voice: “I made mistakes”; “I devoured the
doughnuts.”

Eliminate Qualifiers

Stop hedging points and qualifying
words: “assuming this occurs”; “perhaps
this might explain”; “it might be said.” If
you equivocate, your listeners will con-
clude that you are unconvinced of your
own position, which saps your credibility
and persuasiveness.



Avoid Hyperbole

In an effort to be more persuasive, a
speaker might exaggerate (“clearly,”
“undoubtedly,” “unquestionably” and
“indispurtably”). He or she might be
embellishing in an attempt to prop up
flimsy arguments or maybe the person is
really intoxicated with his or her own pas-
sionate conviction. “This is the most des-
picable act any person has ever committed
in the history of mankind!” Unlikely.
Oversta{emﬂnts actua]!y Wﬂakﬂn POin[S
and undermine the speaker’s credibility.
Weed hyperbole out of presentations.

Eliminate Offensive Language

Eliminate all potentially sexist, biased or
offensive language (“you guys,” “lady
boss,” “those people”). Audiences today
are attuned and sensitive to these gaffes.
If you are unsure whether your choice

of words or ideas might offend someone
in the audience, purge the questionable
language.

Eliminate Needless Words

Always choose a single word if it can do
the work of two or three. Ruthlessly
prune the verbal clutter that creeps into a
presentation: “at the present time” (now);
“he is the man that” (he); “owing to the
fact that” (because). Eliminate redundant
words (“free gift,” “new recruir,” “regress

back”). Verbal clutter makes it difficult for

a listener to parse through the jumble of
words to find the essence of the message.

Avoid Jargon

Resist any temptation to camouflage

points with obscure, pretentious language:

“B2B” (business to business); “portfolio
P
optmization” (profit); “suffering from the

Always choose a single
word if it can do the
work of two or three.

Offers Confidential, Trained Mediators and Arbitrators

‘The Pennsylvania Bar Association
Lawyer Dispute
Resolution Program

Are you dealing with ...

... a referral fee dispute?

... problems within your firm?

... partnership dissolution?.

Call 1-800-932-0311, Ext. 2276
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Choose plain English
and conversational
language over rigid
and pedantic prose.
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hyper-ingestation of ethanol” (drunk).
Avoid euphemisms, legalese, technical
gobbledygook and other mumbo jumbo,
which merely conceal the message and
cause listeners’ eyeballs to roll. Most lis-
teners are confused rather than impressed
by obscure expressions.

Be Clear

If you are vague, your listeners will get
stuck attempting to understand what
you are saying. If you express yourself
obscurely (“If we do not see a precipitous
increase in performance and return on
expenditures, the pointed expressions
of concern from the board of directors
may escalate.”), your audience will most
likely think, “Huh?” Be clear: “If we
don’t do a better job, the board of
directors will fire us.”

Be Specific

Drab, toothless descripdons such as
“car” or “fruit” dilute the message.

Select descriptive words such as “canary-
yellow Volkswagen Beetle” and “shiny
Red Delicious apple.” Give presentations
zing; make them glitter with precise

and vivid words.

Create Imagery

Make the text of the presentation breathe
and spring to life so that listeners will
experience the message, not just hear the
words. Set images floating in their minds
with the words. An excellent example of a
speech that effectively painted vivid word
pictures was the moving eulogy that
President Ronald Reagan delivered after
the space shuttle Challenger tragically
exploded on liftoff from Cape Canaveral



Diligently revise every
presentation.

in 1986. His nationally televised eulogy

included the following poignant language:

Theres a coincidence today. On this day
390 years ago, the great explorer Sir Francis
Drrake died aboard a ship off the coast of
Panama. In his lifetime the great frontiers
were the oceans, and a bistorian later said:
“He lived by the sea, died on it, was buried
in it.” Well, roday we can say of the
Challenger crew: Their dedication was, like
Drakes, complete. The crew of the space
shuttle Challenger honored us by the man-
ner in which they lived their lives. We will
never forget them, nor the last time we saw
them, this morning, as they prepared. for
their journey and waved good-bye and
Slipped the surly bonds of earth” to “‘touch
the face of God.”

Make the Message Conversational

Choose plain English and conversational
language over rigid and pedantic prose.
Talk to the audience, not at them, Draft
the presentation as if speaking to a friend
rather than to hundreds of strangers.
Imagine that you are talking to your lis-
teners in your living room.

Prepare with Diligence,
Present with Distinction

Author Truman Capote summarized in
four words what it has raken me several
paragraphs to convey: “Good writing is

.. »
rewriting,
5 > page 48

PBI Programs for

Success in the Courtroom

brilliant courtroom presentation

strategy will go a long way in helping

you win any jury trial. The ability to
wow the jury and judge with your case
presentation can only be a good thing for

you and your clients.

PBI has two upcoming programs that

will teach you about tools you can use

for success in the courtroom.On March 16
in Philadelphia PBI presents “Psychology
and Technology for Commercial Litigators.”

On April 22 and 23 PBI presents “The

Amazing Case,” to be held at multiple
locations, including Philadelphia, Pittsburgh

and Mechanicsburg.

For more information on these and related
seminars, visit the PBI Web site, www.pbi.org.
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