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Read This First

T have been S\:ecializins in presentations for the last 5 years, but before I was
approached by Wiley, I had no ambition to write a book. It never felt like the right time, never
felt like I had enough to say on the subject of presentations to justify the whole book. But when
Imade a decision to write, a magical thing happened. All the questions that I was postponing
answering for years started coming back to me. The questions that I wasn't obliged to answer
before now returned all at the same time: nagging me, bothering me, demanding to be answered.
It wasn't a totally pleasant experience; after all, there were good reasons why I wasn't answering
those questions before. Those questions were tough:

» How do I make ascript that is dramatic but not pretentious?
> How do I make slides that are simple yet project credibility?

» HowdoIbecome spontaneous and react to the audience during a live presentation
despite hours of planning and painstaking rehearsals?

And, of course, there were many, many more. I spent months answering those questions, and
Iam proud to have answered many of them. In terms of progress in my chosen profession this
bookis the absolute best thing that ever happened to me. My only hope now is that Presentation
Secrets will be as useful for you as it was for me.

WHO THIS BOOK IS FOR

Thisbook isintended for those of you who disagree that contemporary slide presentations are the
necessary evil. For those who believe that preparing and delivering presentations is something one
might actually enjoy. For people who want more from their presentations: more fun, more adven-
ture, more challenge, and more results. For people ready to explore, ready to stop being just “pre-
senters” and become scriptwriters, graphic designers, and improv artists—at least so some extent.

It doesn't matter whether you present in business, educational, political, or scientific
contexts. Nuances do exist, of course, and I address them in the book. However, for the most
part I write under assumption that your audience is simply human. Humans have common
psychological and physiological traits that don’t depend much on their chosen field. We all
like stories, our capacities for processing raw facts are limited, and we mostly trust people
who look authentic. These needs aren’t easy to meet, but armed with advice from this book,
ifyou at least attempt to meet these needs, you might well succeed.
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Beginners will find the “Focus” chapters (Chapters 2, 5, and 8) to be most useful. Those
chapters provide the foundation for all the work that you will be doing, whether you are work-
ing with your structure and slides or delivering your presentation live. The “Contrast” chapters
(Chapters 3, 6, and 9) offer more advanced tips, and the “Unity” chapters (Chapters 4, 7, and 10)
also invite into the discussion those of you who are experienced in the art of presentations.

WHAT THIS BOOK COVERS

This book covers three major topics concerned with presentations: structure, slides, and delivery.

Inthe first part (Part I) you will learn the basics of storytelling, how the narrative part of
your presentation should be constructed. I will walk you through the process of establishing
your story’s goal and finding the best hero your audience can associate with. You will establish
the controlling conflict by trying to answer the question, “Who is fighting whom for what?” You
will also create a sequence to lead the audience from established status quo through the conflict
to the resolution and new balance.

Part IThas to do with slides, which serve four major goals: to remind, to impress, to explain, and
to prove. By answering the question “What’s the purpose of this slide?” you will learn to choose the
proper slide type and the proper visual concept. I will briefly mention various ways of visualizing
data and common pitfalls to avoid. The last chapter of Part I is dedicated to aesthetic design, which
Ibelieve is becoming increasingly important as the new language of communication.

Inthe last part of the book (Part III) you will learn about the most important things to
focus on during alive presentation. I will also touch on more strategic, time-consuming but
ultimately rewarding ways of improving your public speaking skills. Finally, I will share my
thoughts on the subject of speaker’s authenticity, perhaps the hottest topic in today’s presenta-
tion discourse.

Overall, this book is organized as a 3 x 3 matrix, one axis being “Structure, Slides, and
Delivery” and the other “Focus, Contrast, and Unity.” The latter are the core principles that
I follow in my own approach; you will find the detailed descriptions for them in Chapter 1.

WHAT YOU NEED TO USE THIS BOOK

You need at least some experience with preparing and delivering presentations. Even a couple
of attempts to get your point across with slides will be enough. If you have never delivered any
presentation in your life, you will have a hard time understanding what all the fuss is about.
Also, I don't offer much technical advice about Microsoft PowerPoint or any other appli-
cation in this book. I assume that you are already familiar enough with some slide editing

XiV  Read This First



software. If need to improve your skills here, I suggest you read other titles from John Wiley &
Sons. (PowerPoint 2010 For Dummies, for example, is an excellent book.) However, this informa-
tion is important only for Part IT of the book, which deals with slides. Other parts of the book
that deal with structure or delivery are much more technologically independent.

FEATURES AND ICONS USED IN THIS BOOK

for
The following features and icons are used in this book to help draw your attention 4 W_‘"*i’;*es ke
VA
to some of the most important or useful information in the book, some of the most I ¥
= s one
e tips, insights, and a that can help you unlock the secrets of presentation. - Lol soe
- G \/\\SW‘S £
ey ?\e’c'e o o
’\V\Qorvwlx\"ov\ <ome
SIDEBARS sinats BV el
oof'\ka AOQU\-WV@
?\" \eard Yo find
o
Sidebars like this one feature additional information about topics related to the nearby text. -ked/w\'\o@e e
a?‘)roao

“TIP The Tipicon indicates a helpful trick or technique.
WNOTE The Note icon points out or expands on items of importance or interest.

CROssPEF The Cross-Reference icon points to chapters where additional information
can be found.

WHARNTNG The Warning icon warns you about possible negative side effects or precautions
you should take before making a change.
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What |Is Presentation?

IN THIS CHAPTER

Communicating with presentations
How this book is organized
Storytelling, slides, and delivery
The three principles

In late 2003, T was working for a consulting company as an analyst.
The firm specialized in policy advising. Our clients were Russian ministries, senators, requlators,
and formerly state-run, now privatized, companies. My job was to write reports to support decision-
making processes. I had almost no contact with the clients, and frankly, I didn't suffer much
because of that. I was quite happy just writing. But then came “the day.” One of the firm’s partners
(to whom I am now very grateful) decided that it was time for me to see the big world. I had to pres-

ent one of my recent reports before the firm’s client.



CHAPTER 1 Whatls Presentation?

WOTE |tried to transform my report into a presentation in a PowerPoint deck. It was a
bullet-point, teleprompter-style nightmare, which is becoming rare nowadays. | remember
my boss telling me to use more pictures. In 2004, “pictures” came mostly from a clip-art
gallery, which came by default with Microsoft Office. Also, | had zero design skills and my.
taste wasn't exactly ideal. So, yes, there were a few pictures, but frankly, it would have
been much better without them.

I spoke for about 30 minutes and it all went very well, or at least I thought so. Unfortunately,
it turned out that the client didn't quite share my view. He didn't understand why the report was
prepared, what the findings were, and why we wasted so much time and money. My bosses had to
improvise another presentation on the spot, one which, happily, did the job. The client calmed
down but asked that they never delegate any presentations to me again. I was so frustrated that
I promised myself to master the skill in the next few months.

Thisis how it all started. Two years later, the client (albeit a different one) asked for me to
present whenever possible. Four years later, I'd read Jim Collins’s book Good to Great and decided
to do for aliving what I found I could do best—give presentations. Next year, I published a
presentation called “Death by PowerPoint,” which to my utter surprise went viral, having been
viewed by more that one million people as of now. It was the greatest reassurance that the path
that I've chosen is the right one. I'm currently teaching presentations at one of Russia’s best
business schools, doing corporate workshops, practicing as a consultant, and occasionally
working with Mercator, Russia’s leading producer of corporate films, business presentations,
and infographics.

WHAT ARE PRESENTATIONS?

We live in a world in which nobody knows how to do anything. What I mean is that capitalism is
based on the idea of division of labor and the labor is divided as never before. With division of
labor as great as ever, we have to connect via words, symbols, and electronic code. We have to
connect via phone conversations, written reports, e-mails and instant messaging, blogs, micro-
blogs, and via just plain water cooler conversations—and presentations, yes, via presentations.
We have to speak publicly more now than ever.

Presentations are an extremely complex and expensive form of human communication. The
interaction is relatively short but the combined time of all the people involved costs a lot.
The only explanation as to why people continue to give presentations despite their complexity
and cost is that they are also sometimes tremendously impactful. Also, sometimes, there’s a lot
at stake. People give presentations before commencing expensive projects and after finishing



What Are Presentations?

them. It makes sense to conduct extensive preparations in these cases, and there’s almost no
limit on how deep and wide you can go. You can rehearse, you can rearrange your slides, and you
can research for new arguments in support of your point. So, whenever I am asked to “help with
apresentation,” my first question is inevitably, “What is the presentation in this case?” Answers
differ vastly.

People frequently think that presentations are about delivery, about acting skills, and about > moreovef):;;_\\:\:\;
how you say what you have to say. In the end these aspects are what we see and hear, butareonly .oce ‘,rese(\e
thetip of the iceberg. People also think that presentations are mostly about slides. ThisiswhatI = Lewv9 e’“\:;:/\
am asked to do a lot: make slides. The word “slides” has become synonymous with the word “pre- m)(\,\er: 4, AWS v"“’*
sentations” in some organizations. People spend lots of time designing the right slides, making Vref:\u\,) LecoInd
them so they can work with or without the actual presenter. \Z ;L-\Mvo\‘*““*'

Apart from slides, there’s another part that has to do with structure and argumentation,
which is whole different domain. It has to do with what you say rather than how you say it.
This part requires storytelling, script- and speechwriting skills, and a deep knowledge of the
content. Can any single person possibly become an expert in all these fields? Can you become a
present-day Renaissance person: a scriptwriter, a graphics designer, and a master of verbal and
nonverbal delivery?

The short answer is “yes,” but let me make a confession first. My education is in finance. As
you are probably aware, finance is one of the most tedious professions on Earth. It's really not
far from accounting. I spent three years working as a financial controller for Citibank. At some
point, I even considered a career in one of the “Big Four” auditing firms. Before my involvement
with presentations, I never seriously thought of myself as a “creative type.” I was never good at
oral communications; my only serious strength was writing. Iwasn't even a good storyteller, as
my reports didn’t require any storytelling skills (or so I thought at the time). As I mentioned, I
never studied graphics design in any systematic manner. I wasn’t a good actor. So, yes, it is pos-
sible to become good at something as complex as presentations. It is possible even without any
existing skills and without dedicating your whole life to it. After all, I didn't quit myjob to learn
how to give presentations. The first thing you need is motivation. I studied because of my initial
failure; you might study because of your initial success. The second thing you need is a plan. The
purpose of this book is to give you the plan.

Three more points about this book:

1. Figure 1-11is a slide from my presentations training workshop. It's what I show people
when I want to explain what presentations are. Coincidently, this is also how this book
is organized. It is split into three major parts. PartIis about story structure, Part ITis
about slides, and Part ITT is about delivery. Also, I have three broad principles that I use
in my work. In each part there are three chapters and each chapter will follow one broad
topic, thus producing a nice three-by-three matrix. In this chapter, I give you a brief
introduction to the three parts and three principles.



CHAPTER 1 Whatls Presentation?

\ |

Structure Slides Delivery

FIGURE 1-1: How this book is organized.

2. Thisbook comes with illustrations, and I designed almost all of them by myself with no
external help. I briefly considered hiring a professional graphics designer but realized
that it would not be fair. IfI say that everybody can learn to design slides by applying
some principles and practicing, I should at least be able to do it myself. So I did. I am
not a professional designer but at least they are authentic (which I believe is exception-
ally important).

3. This book mostly relies on my five years of deliberate practice in the art of presentations.
Thisis not a scientific book. I love science, and I care a great deal about empirical evidence.
Unfortunately, however, some of the topics I discuss here are grossly under-researched.
Sometimes, I have no other choice but to jump to conclusions, which just seem logical to
me and are based on nothing but experience.

So, that’s it for the introduction. Shall we get started?

Everyone who studies public speaking sooner or later gets to Aristotle’s Rhetoric. It is hardly a
joyfulread, so I'll just give you one concept from it. Aristotle says that there are three modes of
persuasion: logos, pathos, and ethos. Logos is an appeal to the rational, pathos is an appeal to the
emotional, and ethos is an appeal to the personality, which are the qualities of the speaker. That
was in the 4th century B.C. Unfortunately, in the centuries that followed, scholars of rhetoric
perfected logos and ethos and rejected pathos. You can see their attempts to appeal to pathos in
the New Oxford American Dictionary, which gives the second definition for the word “rhetoric” as



“language designed to have a persuasive or impressive effect on its audience, but often regarded
as lacking in sincerity or meaningful content.” Well, pathetic.

I'think I know precisely what led to this. It seems that scholars of rhetoric deal with pathos
because they think they have to, not because they truly want to. Public speakers always put them-
selves in opposition to poets. In their eyes they were decision makers and the seekers of truth,
while poets were lowly entertainers. But canons of public speaking always included entertain-
ment. Hence, the classical Roman docere, movere, delectare (educate, motivate, entertain), but only
because the public.demanded entertainment. Speakers would love to just inform and motivate,
but, unfortunately, this isn't an option. So, they struggle with it, poor chaps. Even today I meet
speakers (mostly scientists) who believe that an appeal to reason is inherently ethical and persua-
sive, whereas an appeal to emotions is deceptive and unworthy of a real educator. They are doing it
only because they can't avoid it.

By contrast, poets—and I use this word in its broad Greek sense meaning also artists, drama-
tists, and writers—always loved entertaining. This was their job. Aristotle himself admits, “It was
naturally the poets who first set the movement going.” It seems that in the past couple of centuries,
our civilization has made truly dramatic progress in storytelling. We started to tell more and better
stories. Better yet, we learned how stories should be constructed.

Iwon't be covering logos much in this book. This isn't because I hate logos (Ilove it); it's
because this field is pretty much covered already. For those of you interested in pure logos, I
recommend an excellent book called The Minto Pyramid Principle: Logic in Writing, Thinking, &
Problem Solving by Barbara Minto. Problems with logos are well known. Such presentations look
very reasonable and even persuasive but aren’t very motivating. People nod their heads and
then mind their own business. Nelson Mandela said, “Don’t address their brains. Address their
hearts.” However beautiful this phrase is, I don't fully agree with it. I don't think we should
avoid addressing the brains. As scientists, businesspeople, and activists, we have to deal with
facts and logic. Storytellers love to contrast stories with statistics by saying that stories are a
much more persuasive and effective means of communication, but really, there’s no clear evi-
dence for that. They are more entertaining—that’s obvious—but that does not necessarily make
them more effective from a practical standpoint. But secondly and most importantly, thereisn't
much difference between storytelling and fact telling anyway.Storytelling is and always was
the'essence of business presentations. Storytelling is nothing but putting facts in a sequence
and making connections.

Funny as it may sound, storytelling should not be confused with telling stories. Telling an
anecdote is just an attempt to illustrate your concept, to provide an example or counterexample,
to make your audience more engaged. This might be a useful tool but that’s not what Part I of
this book is about. I don't just suggest you use stories within your presentation, I suggest you
adopt the story structure for the whole presentation.



CHAPTER 1 Whatls Presentation?

WOTE There's an ongoing dispute about the relative persuasiveness of stories versus
causal evidence and statistics, with no clear winner. Some empirical studies have con-
cluded that stories indeed elicit significantly fewer objections than statistical evidence,
supposedly by going around the conscious mind (Slater, 1990; Slater & Rouner, 1996,
1997). Some studies have concluded that anecdotal evidence is more persuasive than
statistics, and other studies have concluded otherwise. Meta-analysis by Allen and
Preiss in 1997 found a small but statistically significant advantage of statistics over
storytelling. But again, these people are using statistics to prove that statistics are
more persuasive. | think it is safe to say that the jury is still out on this one.

p Stories areV\_); Yes, storytelling is a popular, even hip, subject. We are a storytelling species, and as far
i o . . .

sk facts )(\i <ous. asl'maware, there’s nobody else in this game on this planet. Stories as a form of communica-
\

e facks tion existed well before writing and they were optimized for oral transmission of facts. Stories
engage emotions to make facts more memorable. Your long-term memory and your emotions
come from the same part of the brain: the limbic system of our paleomammalian brain. Stimu-
lating emotions improves recall of facts; this is a well-established scientific fact.

Stories don't have to be in opposition to logic, either. You can't have a story without logic.
The plot has to develop according to certain rules; you can't just introduce random stuff when-
ever you please..Stories are the logic of life. Stories are meant to explain events; they form the
chain of cause and effect. Of course, this explanation might be just an illusion, but you cannot
have an explanation without a sequence, right? Any sequence of events is a proto-story. You just
need to structure it properly and add some spice. So, I don't think you need to contrast story-
telling with statistics or causal explanations. You need to contrast structured fact-telling with
unstructured fact-telling.

<Xovies ?\V}.‘*fe A In any case, most presentations consist of facts or logical arguments put into a sequence.
iip\e J\S\\C’V‘\V;ev*s The problem is that this sequence often makes no sense. It is dull. It is difficult to follow. It gives
Lacks oV i no answer to the question “So what?” We are forced to follow the train of thought without under-
ko one =° standing where it is leading us and why. Presenters tend to put a lot of dots on the board without

'eV\C/e'
expe” really connecting them. It's no surprise that with structure like this, they have trouble follow-

ing their own train of thought. They forget what to say next. How can you forget what to say next
in a story? Stories are convenient to tell, pleasant to listen to, and easy to remember.

Itistrue that a purely factual story is usually not as entertaining as a made-up one. The
good news is that a factual story is much easier to create. You don't need to make up facts. The
facts are already there. All you need to do is select the right facts and put them in a sequence.
Ifthis seems like cherry-picking to you, you are right. You have to engage in cherry-picking.
Your time is always limited, and you have to speak about some topics and leave some others
out. But storytelling isn't about leaving inconvenient facts out of the story. Rather, it's about



integrating them. Inconvenient facts have a surprising effect, and surprise is one of the corner-
stone elements of a well-crafted narrative. So, no, storytelling isn't about picking “the right”

facts; it's about making what seem like the “wrong” facts work together. It's about making
meaning out of chaos. And this is what Part I of this book is about.

SLIDES

In 1979, Hewlett-Packard introduced the first program for editing presentation slides. It was
called BRUNO. It didn't become a big hit (or, in fact, any hit at all) and was soon discontinued.
However, the idea of a visual slide editor endured. The demand was great, but software limita-
tions at the time were severe. Only eight years later, when a small startup called Forethought,
Inc., produced a piece of software called PowerPoint 1.0, did presentation software become a
major hit. Microsoft bought the company, and PowerPoint soon became part of its Office suite.
Ten years later, PowerPoint was everywhere. It became ubiquitous in boardrooms, conference
rooms, classrooms, ballrooms, and even churches. As with any early mass-production attempt,
the quality was quite poor, and the environment suffered. In 2001, Angela Garber, a journalist
writing for Small Business Computing, coined the phrase “Death by PowerPoint.” The world had
enough. “Why can't you turn off the projector and just speak like a person?” people would ask,
and every other book on delivery skills was trying to address this problem.

Let me make a confession: Despite all the bad rep, Ilove slides. I think they are fantastic. I
have loved them all my life, even when I didn’t know they existed. In school my favorite class
was biology, where we had a gigantic tree of species painted all over the wall. I loved visual aids,
and I'loved filmstrips. Tinkering with slides is what I do to procrastinate. I dont agree with the
notion “you are the star, not the slides.” I like showing the slides to the audience. I love that
look on people’s faces when they see a great slide. It took me a while to figure out how to make
them properly and I am proud to share with you some of my insights.

To me, there are two reasons you should leave your projector on:

» For one thing, we might simply forget what to say next, which might be because we didn't
bother to make our structure memorable enough to begin with, but never mind that for
now. PowerPoint might have created many problems, but it solved at least one: The fear
of forgetting what to say is gone. In Ancient Greece or Rome, speakers didn't use notes
(mostly because there was no paper) and memoria, the art of memorizing, was one of the
five core skills that speakers needed. Thanks to PowerPoint, we no longer need to memorize
anything, and we can speak without notes. I don't know about you but I hate memorizing
things. I think this change has fundamentally revolutionized public speaking.
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The downside, of course, is that slides became notes. We started using the slide projec-
tor as a teleprompter (and when I say “we,” I am proudly including myself). Figure 1-2
shows one of the first presentations I ever prepared (in 2004). This was a 20 minute-long
talk, with nine slides and just two diagrams. Then, I discovered Presentation Zen: Simple
Ideas on Presentation Design and Delivery by Garr Reynolds and Beyond Bullet Points: Using
Microsoft Office PowerPoint 2007 to Create Presentations That Inform, Motivate, and Inspire
by Cliff Atkinson. They explained to me what the slides are for; g
g This changed everything for me. Figure 1-3 is an excerpt from my presenta-
tion circa 2006. As you see, there’s much less text and many more pictures. The design is

still horrible, though.
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FIGURE 1-2: My slides from 2004.

> The second reason to leave our projectors on is a widely known phenomenon called the
pictorial superiority effect. Simply put, it means that under most circumstances, people
are much better at reading and remembering pictures than words.

NOTE In one widely cited study by Weiss and McGrath (1992), people were able to recall
in 72 hours just 10 percent of what they heard but 20 percent of what they saw—twice as
much. What's even more stunning, they were able to recall 65 percent of the information
when it was presented in both visual and auditory form. So, by turning off your projector,
you are doing your audience a great disservice. Don't do it; just make sure your slides are

worth viewing.
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FIGURE 1-3: My slides from 2006 —getting better.

Our capacity for processing concrete images is much greater than our capacity for process-
ing abstract knowledge. Danish science writer Tor Norretranders, in his book The User Illu-
sion: Cutting Consciousness Down to Size, quotes neurophysiological research measuring
the bandwidth of various human senses. The results are summarized in Figure 1-4. Notice
that the second diagram is in kilobits per second, which is 1,024 times faster than bits per
second” shown in the first diagram. Not only is our processing mostly unconscious, but the
unconscious bandwidth for vision is 100 times more powerful than for hearing.

There's an old English saying, “A picture is worth a thousand words” and a corresponding
Russian saying, “It’s better to see once than to hear a hundred times.” Visual aids take
advantage of all this bandwidth, but, of course, only if you use pictures rather than text.
Ifyou use text projected on a screen, because processing of text is mostly conscious, you
are still engaging the conscious mind; the advantage here is much less dramatic.

So leave the projector on. It helps. Still, despite the progress with slides made over the past
10 years, there are many more unanswered questions. Most of them have to do with illustration
and design. Slides aren't like anything we've ever encountered before. They are not reports; they
are much more condensed, focused, and concise. They are not spreadsheets; they aren’'t made for
analysis. The reader should be able to grasp the meaning of the slide in several seconds. They are
not like printed materials; they are not made for careful reading. They should grab your attention
and quickly influence you. They should inform, explain, or persuade.
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FIGURE 1-4: Conscious and unconscious bandwidth.

In order to design slides, you have to use information architecture. You have to understand how
tovisualize and illustrate and know how to make it all look aesthetically pleasing. This requires a
lot of investment of time and effort on your part. Is it worth it? The answer largely depends on the
nature of your job, that is, how much do you need to communicate and how important it is. Overall I
think yes, it is well worth it. Let me give you three reasons to invest your time in design—or rather,
three rebuttals to the excuses I always hear for not investing.

1. “It's all very subjective.” I hear this a lot. No, itisn't. Of course, it isn't a precise science,
but it’s not wild stabs in the dark, either. There are certain rules and principles one can
follow, and there are well-established tools one can use that almost guarantee better
results. Companies that invest in design do dramatically better than companies that
don't. Why would it be different for individuals?

In 2004, the British Design Council, one of the world’s oldest design associations with
60 years of history, released the Design Index Report. The report analyzed the impact of
investments in design on the company’s stock performance. The authors separated what
they call “design-led” companies like Easyjet or Reuters, known for their massive invest-
ments in design, from the rest of the market. It was no surprise that those companies
produced much better performance for their investors and, I'm quoting from the report,



“not just for a few weeks or months but consistently over a solid decade.” The difference
between the Design Index and the British Index FTSE 100, which includes the country’s
100 largest companies, was a full 200 percent. In the last 10 years, the price of Microsoft's
stock went down by 27 percent while the stock of Apple rose by 2,880 percent. Okay, Apple
did start quite low and not all of it can be attributed to design, but almost 3,000 percent
difference? Isn't design the secret to success?

2. “Yeah, butI'm not a designer. Let the designer do this job.” This is known as “the division
oflabor argument.” Although I do agree that specialization is key in any field, the problem is
that design is not just “any field.” Over the past 20 years, design has emerged as an interdis-
ciplinary language. We now communicate in design. In the 10th century you had to be able
to talk and to follow established civility protocols to function successfully as a member of
society. People who were able to write had an advantage. By the 20th centuryyou had to be
able to write; that was the standard requirement. At this point, in developed nations, there
are very few jobs you can get if you cannot write, and those you can get aren’t particularly
safe or well paid. Everybody knows how to write, so it is no longer a competitive advantage.

My pointis tham much like writing was the new talking once.
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FIGURE 1-5: An ideal presentation designer is you.
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It certainly makes sense to hire a professional designer or even a specialized presenta-
tion design firm if you need a sales deck that every salesperson will be using or if you are
about to go for an IPO. But for most of your routine, everyday presentations, you will be
the one doing it. Also, what if you have to change something in your presentation pre-
pared by the pros? You're stuck if you don't know how. In An Inconvenient Truth, a docu-
mentary following Al Gore’s presentation about climate change, we can see Gore himself
tinkering with his slides. Even Al Gore does it.

3. “Who cares, these are just slides.” Every salesman knows that polished shoes help sell-
ing. You may not work in a business where people wear formal shoes, but I think you still
get what I mean. So, salespeople polish their shoes. As far as I'm concerned, slides are
much more important than shoes. Why don’t they get the same polish? “But 'm not a
salesperson.” Yes, you are! We are all in the business of selling. We sell ideas to our bosses,
to our colleagues, to our employees, to our students, and to our peers. Of the slides shown
in Figure 1-6, which one do you think has a better chance of selling anything?

1. Short-Term Seminar Project

1. Short-Term Seminar Project

Project Features: 1 A Project Features:
+Integration of international studies into,

cusriculum throughout U.S, school systems at * Integration of international studies into curriculum

all levels; throughout U.S. school systems at all levels;

+Increase linguistic and/or cultural cy * Increase linguistic and/or cultural competency
among U.S. stud and educng::;'m:,_ among U.S, students and educators; and/or

* Focus on a particular aspect of area study, such as
the culture or portion of the culture in host country

FIGURE 1-6: Which one sells better?

The left slide is from a random presentation I pulled off the U.S. Department of Education’s
website. Sad, isn'tit? The right slide was “designed” by me in about two minutes. I didn't
change the content and even tried to preserve the original colors. I replaced the font with
a somewhat more readable one and removed the busy background. Suddenly, it looks much
more respectable and more dignified, and is definitely easier to read.

Ifthe presenter doesn'’t care, people sense that. Some people care about the content but
don't care about the look, and I think this is wrong. Beatrice Warde, an American typographer,
wrote once, “People who love ideas must have a love of words, and that means, given a chance,
they will take a vivid interest in the clothes which words wear.”

What she meant by “clothes which words wear” was typography, but I think this quote
applies to a much broader field of design, too. If you love your content, you have to care about
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the form. If you care about your audience, you have to care about your slides. I don’t see how you
can avoid it. Part IT of this book will help.

DELIVERY

Deliveryis the final and most challenging part of a presentation. Not the most difficult or the most
important—that award goes to storytelling—but the most challenging, the most frightening. I
never heard of slide preparation fright or storytelling fright, but stage fright is common. The rea-
son deliveryis so frightening is because it’s live and it’s final. You cannot undo it; once it’s done,
it’s done.

NERVES VERSUS STAGE FRIGHT

I never had stage fright. This isnt to suggest that | was always good onstage, but | don't
remember being scared. In my childhood, | was the lead singer in a children’s band and

coming onstage was a relatively mundane experience for me. | was nervous but never
frightened. Later, | came onstage as a dancer, singer, martial arts practitioner, business
trainer, business school lecturer, personal development coach, comedian, and actor. | was
still getting nervous (but never to the point of being paralyzed), and | think it is pretty much
normal to feel this way. Anxiety never quite goes away, and it's always worse when the role
or the place is new to me.

If you have serious stage fright, one that really prevents you from speaking, | suggest you
seek professional help. Scientific branches of psychotherapy (like cognitive behavioral
therapy, CBT) have made some truly dramatic progress over the past 20 years. But if all
you have is general anxiety, just live with it. Trust me, nobody will notice.

There are basically two ways to deal with your fear: the first is to prepare and the second is to
learn to improvise. And this is what Part III of the book is about—preparation and improvisation
in public speaking. I think there are two versions of public speaking, there was 1.0, and now
thereis 2.0. The first approach was to be very formal and regulated. Books on public speaking 1.0
overwhelm you with advice on all things proper: proper dress, proper speech, proper timing,
proper posture, and so on. Public speaking 2.0 is much more relaxed and much more demanding
at the same time. You cannot get away with simply following the rules anymore. You have to put
inyour soul. You cannot just do the prepared talk and leave. You must have a conversation with
your audience and react to their feedback, both verbal and nonverbal.
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Public speaking 1.0 was built around the idea of control. Controlling time, controlling emotions,
and controlling the audience. Public speaking 2.0 (or should I say presenting?) is built around the
idea of losing control. Of course, in order to lose control, you first have to have it. You can't lose
something you never had in the first place.

Public speaking is a lot like martial arts in this sense, or, in fact, like any activity that
requires complex coordination of the mind and body. When a student first comes to a martial
arts school, they know how to fight intuitively. If somebody attacks them, they react, sometimes
quite effectively. However, when their teacher starts telling them what to do, they soon become
disoriented in the sea of new information. After a while, they master formal exercises that may
look cool but aren't really very close to an actual fight. The next stage is when you stop doing
attacks, blocks, or holds that you know, and focus on the one thing you can focus on (which is
your opponent) and just let your body do the rest of the job. It’s the same in public speaking. If
you want to do well with your public speaking, you have to let your body do the job.

You cannot plan your speech pretty much like you cannot plan your fight. I once read in
Brian Tracy’s book on public speaking (1.0) called Speak to Win: How to Present with Power in Any
Situation, “The very best talk of all is when the talk you planned, the talk you gave, and the talk
you wish you had given all turn out to be the same.” Let me tell you: no, its not. First of all, it
never happens that way. Never, ever. But second, if the talk you planned is exactly the same as
the one you gave, it's because you knew beforehand everything your audience knows, which is
unlikely to the point of being impossible, or you missed an opportunity to learn something from
your audience. If everything goes as planned, if nothing unexpected is happening, you will
soon be dying of boredom and so, by the way, will your audience. If the talk you gave is the same
as the one you wanted to give—that means you either reached your life’s ideal (which, again, is
highly unlikely) or you stopped developing. My very best talks of all were the ones where I came
prepared and my plan almost worked, which means that while following the plan, I encountered
new and entirely unexpected problems, solved them creatively on the spot, and came out victo-
rious. This is public speaking 2.0.

I'm not suggesting that Brian Tracy or any other remarkable speaker of the past stopped at
the formal stage. But they taught what they’d been asked to teach, which was the formalities.
These formalities aren’t enough anymore. This is why the last chapter of Part III is devoted
entirely to the most difficult and daring topic: stage improvisation.

THE THREE PRINCIPLES OF PRESENTING

This book is built around three principles that I follow in my work. I think having principles is
important. Principles are not rules; they are much broader and less intrusive. Although you don't
always have to follow these principles, you do need to think twice before going against them. On
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the downside, they are much less concrete. You have to figure out how to apply them in any given
situation. English writer Somerset Maugham said once that there are three rules for writing nov-
els, but unfortunately, nobody knows what they are. It's the same with presentations. I would love
to give you three rules for presenting, but I don't know what they are. So I am giving you three
principles with lots of examples. You have to figure out the rest yourself. The principles are thesis,
antithesis, and synthesis—or, as I call them for the purposes of my work, focus, contrast, and unity
(see Figure 1-7).

020

Focus Contrast Unity
FIGURE 1-7: The three principles of presenting.

WNOTE These principles are fairly universal and not unique to presentations in any way. | did
not invent them; | had heard of them well before | started studying presentations, but | only
really understood them through my work. They've been around for a couple of centuries after
being brought to prominence by the German author Heinrich Moritz Chalybaus in his account
of the philosophy of Georg Hegel. It turns out, however, that Hegel used these terms only
once and attributed them to Immanuel Kant. The names for the principles were probably
suggested by another German philosopher, Fichte. It's a complicated story. My subsequent
investigation led me to believe that the ancient Hindus developed these principles 5,000
years ago. In other words, they've been around for quite a while.

The principles are, of course, somewhat arbitrary. There are probably other useful principles
out there; these are simply the ones that I can keep in my short-term memory and apply success-
fully. AsIsaid, I did not invent them. They crystallized after I noticed that I keep repeating
mostly the same words during my workshops. As Jim Collins said in Good to Great, “it doesn't so
much matter what your values are, it really matters that you have them.” So, I have them. Let me
tell you what they are so you can have them, too.

Focus

The principle of focus states that every story, slide, or performance has the key focal point to
attract attention. In any successful communication, this point is defined very early and the rest
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of the content is organized “around” this point. In a story, this is usually the hero. On a slide,
thisis usually the focal point, the brightest, the biggest, or the most emotional element (like a
human face) of the composition that attracts the eye. In a live performance, this is most likely
to be the speaker’s persona, the answer to the question, “Who is presenting?”

Why do you need a focus? Simply put, because you cannot say everything you know and the
audience can’t remember everything you say (see Figure 1-8). The audience has its cognitive
limits; that’s why you have to prioritize and thus make certain elements of your communication
more important and others less important.

Information we have
about the subject

What we can deliver
within given time

What the audience

will remember & do
FIGURE 1-8: Why you need to focus.

How limiting are those limits? In 1957, George A. Miller, a Harvard psychologist, published an
article that became not only one of the most cited papers in the history of psychological research
but the subject of a popular urban legend as well. You've probably heard of it. It was titled “The
Magical Number Seven, Plus or Minus Two: Some Limits on our Capacity for Processing Informa-
tion.” It gave birth to one of the older PowerPoint “rules,” which is seven bullets per slide and
seven words per bullet. When I first heard of it, I found this rule way too strict. No more than seven
words per bullet? How on Earth am I supposed to express myself?

WOTE Miller’s original paper is available online at http://goo.g1/NOTCp.

It turned out I was right in resisting the “rule,” but for entirely the wrong reasons. First of
all, the original research obviously had nothing to do with PowerPoint or presentations; it was
conducted well before PowerPoint came to existence. Second, Miller was researching a short-
term memory limit in terms of “chunks” of information, but nobody really knew at the time
what exactly constituted a “chunk.” In his original experiments, he presented students with
letters, words, or numbers and asked how many they could recall after the presentation. Most
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of the subjects were able to recall five digits without any mistakes; more than five digits often
constituted a problem (see Figure 1-9).

100% © O O O
75%
Ferertage o
25%
0%

1 2 3 4 5 6 7 3 9 10

Number of digits
FIGURE 1-9: Miller’s digit-recall diagram.

However, it later turned out that digits aren’t the same as words or concepts. Subse-
quent experiments by Murdock (1962) and others came to different figures for the working
memory limit: between three and five chunks. Building on this research, Nelson Cowan,
professor of psychology of the University of Missouri, suggested that the limit for an aver-
age adult is about four chunks, which is where the scientific consensus currently stays.

In 2002, Klaus Oberauer proposed an extension to this model by adding even more narrow
focus embedded in the four-element focus, which holds just one chunk at a time. What he
means is that we can actively pay attention to just one thing at a time. But we can switch
our attention to any of the other three things (no more!) that we simultaneously keep in our
short-term memory.

NOTE In late 2010, Apple announced an update to its i0S, its operating system for mobile
devices. It was described as having “100+ new features and innovations.” However, the
landing page for the new i0S did not list all those 100+ features. Instead, it showcased just
four of them, presumably the most important for the users: multitasking, folders, AirPrint,
and AirPlay. Apple’s marketers understood that our attention is limited and that you can't
show everything you have.
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» So HWnis 1S *\'\\i M\ When I design a storyline for a presentation, I try to have one core message and no more than
focus Prmo\? \e: _aion four major parts. When I design the slide, I always ask myself, “Where is the center of this slide?”
o con ™ . I formulate the key message and try to put it in the header in the largest font. Although I am not
o«‘ow'\o\\ ‘::\\essase the biggest fan of bullets, when I have bullets, I try to have three, maximum four, bullets. This
wawMY’"‘M w also applies to pictures on the same slide. And when I press the Next button on my remote dur-
:v.\\*\,\ Xnree T© i::;es_ ing a presentation, I try to make sure that I expose the audience to no more than one message at
sm‘,‘,or*'\“fb atime. If Thave a complex diagram, I present it either in small chunks or give the audience time
to digest it before I start talking again. You might think that this is the same mindless, robotic
application of the 7+2 rule, except now it’s the 4+1 rule. Well, I have to say that you might be right
except that this one actually works. Can I do 5? 62 10? Of course, I can. I will think twice, though.
Contrast
e ‘,r‘md‘?\ies Asthe old saying goes, “who has never tasted bitter, knows not what is sweet.” The problem with
£ contt s¥ S:a most business presentations is that they consist of facts and only facts. The facts don't have
X ‘\o\eo&o@;\e ony) anyinherent meaning of their own. They only make sense in relation to other facts. You need
W Ae\v'\i\t”‘: Wit to compare things. Your audience needs to understand the proportions. They need to see the
::;\:’\:r \deas: background. They need to see change. They need to see opposition. If you saw Jurassic Park, you

might remember that a T-Rex can only see things when they move. In a way, we are all like this:
We pay attention only when we see things changing and becoming different.

There was a joke about an English gentleman who was marooned by pirates and who built
three huts on hisisland. One was his home, the second was his club, and the third was the club
that heignored. It's funny because it’s true. We need that club that isn't our home. And we need
that second club, too. Without the second club, the first club doesn't look all that attractive. This
might seem irrational, but this is how things are.

WOTE Dan Ariely, a behavioral economist at MIT, gives the following example in his book
Predictably Irrational: The Hidden Forces That Shape Our Decisions. Suppose you are looking for
a house and your estate agent offers you three houses, one of which is contemporary and two
that are colonial in style. They all cost about the same but one of the colonials has a certain
disadvantage. According to Ariely (who actually conducted this experiment], in the end, people
are much likely to choose the colonial without the disadvantage, even over the contemporary
house, because it is easy to compare, and they feel like they understand something about it.
They feel like this one won the competition.

Sports in which two teams cooperate aren’t particularly popular. There is no TV show or
commercial movie without a conflict, a drama, a struggle. Every religion defines things in
terms of black and white: saints and sinners, heaven and hell, samsara and nirvana. A con-
flict grabs people’s attention. Conflicts have unpredictable outcomes; they are inherently
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interesting to follow. But there isn't much conflict in a typical business presentation. That is
why the audience falls asleep. Presenters tell only positive aspects of things. They shy away
from conflict and controversy. Or they stage a weak conflict where one side is the clear win-
ner right from the beginning. They make things predictable, and predictability is boring. The
great physicist Niels Bohr once declared that a great truth is a statement whose opposite is also
a great truth. We need to learn to stage fair fights. Of course, there’s a risk of not winning, but
that’s the whole idea (see Figure 1-10).

The same applies to slides. Side-by-side comparisons are always interesting to watch. Charts
that show change are the best proof. Diagrams that have “the reds” fighting “the grays” will never
be boring. On the aesthetic level, you need contrast, too. You need to separate headers from
the rest of the text. You need to separate important data from the supplementary. You need to
separate text from the background. There is a fine distinction in design between a good conflict
(usually called contrast) and bad conflict (usually called conflict). You'll need to understand this
contrast, too.

In delivery, contrastis as important as anywhere else. Most presenters have a certain pace
and style. After several minutes, the audience adapts to this style, and the presenter stops
being new and, therefore, interesting. Especially with longer presentations, you absolutely
need to be different. And that is the contrast principle: remember to provide an antithesis to
your thesis. There is a dark side (sometimes literally) in anything, and the audience needs
to see it to remain engaged.

Unity

This is the most difficult principle to explain. In a story, there are certain parts that produce p The vr\nd\z\e

apsychologically satisfying experience. If you lead your audience through the right points, of Wity smii‘,@r\g)

they feel like they got something that goes beyond the journey itself, something transcendent, o one? AN

something transformative. The path that great presentations travel looks like the S-curve, ”‘\.‘SV\@A) ::3( a et

which seems to be a universal model of change (see Figure 1-11). \”ris\ ores © *\'\::
:\,\:: sonn oF e o

FIGURE 1-10: Contrast. FIGURE 1-11: The unity S-curve.
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We travel through difficulties (contrast) toward a greater goal (focus). This experience is
memorable. Once people hear a well-crafted story, they remember it very close to how you told it.
They cannot forget the beginning or the end—maybe something in the middle. They can replace
the end if they don't like it, but they can't forget it. The story now lives beyond you.

Which of the two shopping lists shown in Figure 1-12 do you think is easier to memorize?
When I ask this question at my seminars, about 30 percent of the audience get it, mostly those
who cook. Items on the second list make up a recipe (for pancakes). Items on the first list are just
random stuff one buys at the supermarket. There’s no unifying pattern. Any of the hundreds more
items at the supermarket could be there on that list. Conversely, the second list is closed. If you
forget one item on the list for pancakes, you can fill in the blank. In essence, there is just one item
on this list, not six. This is what unity does; it compresses information without losing anything.
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FIGURE 1-12: Which list is more memorable?

It takes alot of time to produce the second list. All the ingredients are carefully matched.
If you mess up just one of the ingredients, the whole deal will be off. Items on the first list are
replaceable and nobody would notice if you deleted one of them. What makes the second list
work is the connection. This makes things whole, believable, and authentic.

WOTE Take The Lord of the Rings by J. R. R. Tolkien as an example. It is authentic not
because it's factually true. It's not. It is authentic because of Tolkien's fanatical devotion
to details. Tolkien managed to create a united, consistent world with potential for many
stories. Tolkien chose to tell just a couple of those stories and many more remained
untold. This is why the trilogy produced an unprecedented amount of fan art. Once the
rules of the game are balanced, many more people jump on the bandwagon.
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It's the same with slides. Elements of your slide should come together to produce a unified > <Ayeana? o3
whole. If your slide background imitates wood, your bullets should imitate nails. Thisis consis- iy way) seer™

.
tency. If thisis too artsy for you, don't make a wooden background in the first place. It is also despite “\\)::\\s*w
not just about adding stuff. It's about deleting stuff, too. Anything that doesn't fit should be and ,“Hi‘; \\en
mercilessly removed. Extra lines, unnecessary elements, all the scaffolding you used for the Ae::;)%aﬁons o
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It is also the same with delivery. When you are onstage, there is only one thing that is impor- - X f:.iv\es wn U©
tant. And it’s not what you say. It is who you are. You are a character, and this is your role. You \Mvef;\\oﬂe Lu
have your personal history. You have your story to tell, and you are telling it. Nobody else can Wi:\g) JounANNgY

tell that story as good as you. When people retell your story later, your character is traveling
with it. They are inseparable. Of course, that is if you are an authentic character. You are not an
actor; you cannot just become anybody. Thisisn’t about pretending. You must be yourself, but
slightly different: prepped for the stage, for the dialogue, and for action.

NOTE Interms of presentations, TED is perhaps the best conference in the world. If you
haven't seen it, go look at www. ted. com and experience it yourself. They put most of their
speeches online, and they are very good with almost no exceptions. The time limit there
is just 18 minutes, so it won't take you much time to watch a couple of presentations. It's
a great place to learn. Al Gore, Malcolm Gladwell, Seth Godin—all the best speakers are
there. Check it out.

Sir Ken Robinson, a British educational expert, presenting at TED in 2010, spoke about how
education is destroying people’s authenticity by dislocating them from their natural talents.
Human talents are tremendously diverse, he says, but instead of cultivating those talents indi-
vidually, we've adopted a “fast food model of education.” Of course, it's much cheaper that way,
but the results are sub-par. A lot of books and workshops on presentations adopt precisely the
same approach by giving out lots of advice on “proper,” standardized behavior onstage. I would
argue that is not what many of us need. We need to learn to be ourselves.

Being yourself onstage is really difficult. People are complex creatures, with many different
character traits. If your presentation is just 20 minutes (or even 18 if you are at TED), you have
to choose which side to show. Showing just one side violates the contrast principle, showing too
many sides violates the focus principle. You have to select the traits that go well together. Ken
Robinson, whose 2006 TED talk has been watched more than 8.5 million times as of this writing,
switches between being dead serious and being hysterically funny. Jill Bolte Taylor (also more
than 8 million views) looks like a very nice woman until she brings onstage an actual human
brain, which is creepy! Psychologist Barry Schwartz (2 million views) looks quite comfortable in
his T-shirt, shorts, and sneakers, something you should consider twice before wearing at a high-
profile conference even if you're not presenting.
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CHAPTER 1 Whatls Presentation?

So, unityis about establishing constraints, sometimes completely arbitrarily, and following
them to ridiculous lengths. It is about being consistent yet imperfect. It is about being human.
And this is what the last part of this book is about.

SUMMARY

Table 1-1 gives a brief starting summary for the book. It works nicely as a checklist. When I say
briefly, I really mean it. You might want to write your own questions here. I will be covering
much more than three questions in each chapter. Some questions may not be clear yet, but keep
in mind that thisis just the beginning.

TABLE 1-1: ASummary of Presentation Secrets Key Questions

Storytelling

Delivery

FOCUS

What's the goal?
What's the point?

What are the 3-4
supporting points?

What's the goal of
the slide?

What's the focal point on
the slide?

Do those two match?

Am | being clear?

Am | making eye contact
with the audience?

Am | reacting to their
feedback?

CONTRAST

What's the problem?

What's the problem for
the audience?

Who is fighting whom
for what?

What am | comparing?

Is the focal point really
different from the
secondary, background
information?

Who am | fighting?
What's my inner conflict?

Am | really challenging
the audience?

UNITY

Does the story follow the
S-curve?

What's the overall,
united theme?

Can | delete anything?
Which style does the
slide follow?

Does the font match the
background?

Can | delete anything?

Who is my character?

What are my error-
handling routines?

Am | going with the flow?
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The Story's Focus

IN THIS CHAPTER

Understanding why some stories are better than others
Focusing on a single idea

Setting your goals

Understanding the importance of the audience
Gathering your material

Creating an authentic story

This chapter discusses the basics of storytelling: setting your story’s
goals and organizing the initial material. This step is very obvious—which is probably the reason
why it is so frequently neglected by both novice and experienced presenters alike. Your goal is to
try to find the intersection between things that you want to say and things the audience needs

to hear. This chapter helps you start gathering and arranging the thoughts and facts—the build-

ing blocks for your story.
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Not all stories are created equal; some stories are better than others. “Better” can mean at least
two things. Some stories are more popular. They spread better than others, sometimes very rap-
idly, like wildfire. Urban legends are like this. They stick. (Chip and Dan Heath explored this con-
ceptin great detail in their highly successful 2007 book Made to Stick.) But after a period of time
they might fade away just as quickly as they spread—or mutate beyond recognition. Some stories
stick in a different way: they just don't die. They aren’t hugely popular, but somehow they are
always around. They become history. Myths and other great classical art fit this category. Both
types of stories can be considered successful and therefore “good.” Depending on your sensibili-
ties, you might prefer one to another. I believe both are worthwhile goals.

But most stories just disappear, almost instantaneously and without any fanfare. TV broad-
casts, news articles, blog posts, conversations between friends—the moment people stop talking
about them they are dead and forgotten. Nobody ever remembers these stories or acts according
totheidea or the bottom line of the story. Why is that? Well, the simple answer is that people
don't act according to the moral of the story because the storyteller never bothered to formulate
the moral of the story in the first place. I am not saying that you always need to do this explic-
itly, like in a fable. This looks pompous and unnecessary. But if you want to show something,
you have to formulate it for yourself first. Very few people do this.

Two questions regarding a good story might arise at this moment:
» What do you need to create a good story? Do you need just an idea or is there something else?

» Should you explicitly include the moral? In a PowerPoint presentation?

The answer to the second question is yes.

But let me address the first question first.

FOCUSING ON ONE IDEA

Most books on storytelling—this one is no exception (because making a presentation is ulti-
mately storytelling)—begin with the same advice. You need one idea for your story, so decide
on it early. As screenwriter Peter Dunne in Emotional Structure puts it, “[W]riters have to make
choices. The first choice is to choose one, and only one, idea to develop into a screenplay.” Like-
wise, presenters have to make two decisions: to make a presentation and to decide on the one
idea to develop. You might say “Hey, the topic of my presentation is so complex there’s no way I
can distill it down into one idea; my presentation is not a fairy tale.” It doesn't matter whether
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or not your presentation is complex; you still need one idea to organize it around. I would even
argue that if your topic is complex you absolutely need one idea. It will give you focus and direc-
tion and help the audience stay oriented. Otherwise, your presentation is in real danger of
becoming the convoluted mess that most presentations are.

Ifyour focus is wrong,jou can always shift it. p A gr@‘f‘*v\s o

Areyou afraid that if you start with one idea you'll end up having a simplistic presentation? V@S_e’“).(\::;\é\mo n
If so, consider Johann Sebastian Bach. All his great fugues of incredible complexity, all his vio- b A\S:v\\o\ ’s NS
lin concertos and fantasies, representing the apex of baroque music with multiple voices and ii;fws Xne sAME
mind-blowing embellishments, were developed from one simple theme. Sometimes you need to dea TWe e

be a trained musician to hear this theme; sometimes—like in Toccata and Fugue in D Minorandin ~ sxacted Wg\ creot N9
o
most fugues—they are clearly audible from the beginning. But there is always was just one clear \’rowszsewmﬁov\

starting point; one idea. *\"i f:: ansfor \";

You may think coming up with a central idea is hard; experience tells me that’s not the case. .:\o;,,\_ So P"i":::;*
Ideas are cheap. The hard part is “one.” For most people it is psychologically difficult to settle N2 = riol idea
onjust one idea. When they start thinking about the presentation they think, “What am I going withn o 1

to say?” which is never just one thing. If that's the case, if you find yourself asking that, go one
step back. It’s not “What am I going to say?” you should ask, but rather “What do I want to hap-
penasaresult?” It's not about the means, it’s about the ends.

SETTING THE GOAL

fffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffff L
The second question I ask in my typical consulting session is “What is the(goaliof :\\I/;r;\:oﬁow.\o@
this presentation?” of A\nis qweS:\:::s

The right goal motivates you and is worthy and achievable. So, what's the goal? The There \S V;:.WM
answer I typically getis “I want to tell them that. . .” or “I want to inform them about. . .” Mrf;v;‘—)k\ﬂa e
Beep! Wrong answer! :\‘;C\* 900\\.

Even experienced executives fall into this trap. You may have guessed by now that the correct
answer should connect the audience and the presenter, as shown in Figure 2-1. The correct answer
should sound something like “I want them to give me their business card” or “Iwant them to believe
that my plan is going to work.” A good goal is phrased as an answer to “What do I want them to do?”
or sometimes “What do I want them to remember?”

Ilearned this principle very early in my consulting career; really, this is one of the first
and most obvious principles you learn in consulting. When I started working with presen-
tations, I was shocked to discover how quickly people tend to forget about it. We all know
setting goals is important, yet we either skip this step entirely or just fill the blanks in a
checklist without really thinking.
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THE GOAL CONNECTS!

FIGURE 2-1: The goal connects the audience and the presenter.

When Isaywe, Iinclude myselfin this category. I can't even count how many times I caught
myself skipping the goal-setting part. What's even worse, I didn't realize the mistake until after
the presentation, and I am a presentation consultant! I wholeheartedly believe that having the
right goalis the key to success, but even I tend to slack here. Why!?

If Goal-Setting Is Important, Why Do People Skip It?

The first reason is that people are afraid of failure and you simply cannot fail if all you want is to
inform people. The possibility that your presentation will be interrupted by a tsunami or Mar-
tian invasion is relatively low. If no force majeure occurs, you will make it. You will inform your
audience; they will be informed. So you have nothing to fear. This is much easier than having a
challenging goal; something you might actually screw up.

Another aspect is, of course, measurability. There are many ways to quantify the results, and
it’s particularly easy in webcasts, arguably the fastest-growing segment when it comes to pre-
sentations. If you quantify your results, you are definitely facing your fear of failure.

I can't even estimate the number of books written about tackling one’s fear of failure. Per-
sonally, I am not very fond of jumping into the abyss. I am the “pick battles small enough to win
but big enough to matter” kinda guy. I am not asking you to do the impossible. But “informing
people”? Come on! You can do better that this.Justraise the barabit; itis set too low.
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Secondly, precisely because goal setting is obvious, it is often overlooked. This is why think-
ing outside the box is so damn hard—you always need to consider the box. The box is easily
forgotten because it's very stable and it’s always there. People never say “the glass fell down and
broke because of the force of gravity.” No, we tend to blame a live human being for that. Their
behavior changes and is clearly visible. It takes a genius like Newton to identify the gravity and
blame it for that one.

It is the same with presentations. It's easy to blame somebody’s trembling voice and closed
posture. “Oh, he’s not confident enough. He needs more confidence!” Those are easy to spot.
Asking yourself what the presenter is trying to accomplish requires conscious effort. This is
work, and, let’s face it, we don't like work. Not unless we choose it.

THE IMPORTANCE OF ASKING (AND ANSWERING)

THE OBVIOUS QUESTIONS

| chose to ask other people obvious questions as a way to earn my living. Did you? Probably
not. Do you choose to ask yourself obvious questions? If not, maybe you should. In his 2005
Stanford commencement speech, Steve Jobs, CEO of Apple, mentioned that every morning
he looks in the mirror and asks himself, “If today were the last day of my life, would | want
to do what | am about to do today?”

This is one of those obvious questions most people never ask themselves. | think one should
have a list of those questions. | do. | think success and happiness in life depend on answering
these questions honestly.

So, what is the goal of your presentation?

Recall and Impact

Again, the question to ask is this: What do you want from your audience? Write an answer in one
clear sentence. This will be your first draft. I knowit’s hard. If you have multiple goals, write
them all down and then choose the most important one or find a way to consolidate them in one
sentence. Having multiple goals is a bad idea because:

> Sometimes they conflict and you end up accomplishing neither.

» Eveniftheydon't conflict, there’s always a risk of spreading the jam too thin.

So, just one goal, agreed?
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Okay, next question. Is the goal about the audience’s thinking or actions? When people sci-
entifically measure the impact of a presentation (believe it or not some people actually do this),
they mostly measure two things: recall and impact:

» Recallis whether people remember what they've been told.

» Impactis whether they act upon what they've been told.

These are different things. Moreover, these two measures may very well be in conflict.

Forinstance, text that’s written in a fancy font that requires effort to read might be more
memorable than something written in plain and unimaginative font, like Arial. You are more
likely to remember a visually interesting logo than a visually dull one, right? However, when
it comes to tasks, there’s research suggesting that people associate the ease of reading the
task with the actual task itself. So, if a slide encouraging people to complete a task is visually
complex, the audience may be more likely to remember the slide, but less likely to complete
the task.

In one experiment?, two groups of students were presented with instructions for an
exercise. One group received the instructions in an easy-to-read font (Arial), and the sec-
ond group in a difficult-to-read font (Brush Script). After reading, each group was asked to
estimate how difficult they thought the exercise would be and how much time it would take.
Readers in the first group assumed that the exercise would take on average 8.2 minutes to
complete, whereas readers in the second group thought that it would take nearly twice as
long, 15.1 minutes. The first group also thought that the exercise would flow quite naturally,
and the second feared that it would be a drag.

Although recall and impact are not quite the same, they do intersect, asillustrated in

Figure 2-2.
p ¥ cecyan ” Sometimes people remember what they've been told but don't act upon it. Sometimes they
K O!
ik crnaion c‘:’)esv\w actyet don't quite remember why. You can have both, but you need to plan for it<Give your audi-
n )
rese ence the reasons to act, as you want them to act—and nothing else.
v Wi;* th to act t them to act—and nothing el
o
) ) wony Consider this great Chinese proverb “Tell me and I'll forget; show me and I may remember;
" oW
AO*‘OV\ Y A\ev‘\oe7 .
eeomn WO AN involve me and I'll understand.”
S
on s\/vovj\(‘:l ”;w el Do you want your audience to understand your presentation and act on it? I bet you do. Then
50&6:\\,2 ‘\v%orw“"*b"\ don't just inform them. Involve them. Go for impact.
d \
V\ezovr s‘,ee‘)’" Sometimes—especially in the context of education—people are trained for recall. They have
W

tests to fill out later, formulas to memorize, and so on. With Wikipedia and wireless Internet
everywhere, this goal of recall is becoming increasingly obsolete. Go for impact.

'Song, H., and Schwarz, N. (2008). “If it'’s hard to read, it's hard to do: Processing fluency affects effort prediction and
motivation.” Psychological Science, 19(10): 986-988.
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THE SWEET SPOT

FIGURE 2-2: Recall and impact are not the same.

John Kennedy said that the only reason to give a speech is to change the world. Part of his
point here is definitely one of valuing impacting your audience over merely informing them. If
you have an audience that will listen to you for 5, 10, 15, or 45 minutes, be sure to use this time
wisely. Go for impact and involvement.

Values Are States of Motivation

Believe it or not, I've spent a great deal of my time trying to inform people and hoping that new
information would change their actions. For some of them it did, but for most, it didn’t. Involve
your audience. Give meaning to your presentation. Give them the real goal, the goal they are likely
to achieve. Granted, some people want to “just inform” because of their deep respect for the audi-
ence. They think that their audience consists of mature and intelligent people who can connect
the dots themselves. They don't want people to act on emotions without proper thought. They
don't want people to do the right thing for wrong reasons. I appreciate that. That is why I believe
you absolutely need to give the information to support the actions. But still, go for actions. I also
believe that you should connect actions to the higher level of thinking, to the level of values. I
think that your presentation should have a theme beyond its contents, if possible.

As Simon Sinek, the author of the book Start with Why (watch his presentation at www. TED. com;
it's brilliant!), says you need to understand and discuss, “not just what to do, but why do it.” And by
“why” he doesn’t mean purely logical reasons, but also and mostly emotional. It's not only “why,”
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but also “in the name of what.” One example is energy-saving products that also have political
implications. What's your idea or product about on a larger scale? Is it about saving lives or making
them easier? Both are worthwhile aspirations.

DON'T INFORM—INVOLVE!

| grew up in the Soviet Union and like the rest of the students at school | was a member of
the Pioneer organization, a movement loosely modeled after Scouts. As you might expect,
quite unlike Scouts, the movement was heavily politicized and once a week on Mondays we
had extra 15 minutes of study, an obligatory “political information session.” Some unlucky
student was appointed to inform the rest of the class about the latest political develop-
ments in the world. The struggle of international proletariat against the forces of imperial-
ism, you know. It was a nightmare.

It was a nightmare not because we didn’t believe in the communist ideology. As a matter of
fact, we did and quite passionately so because if there was one thing the socialist state did
well, it was indoctrinating children. The problem was that the “political information” had
no real purpose; it served no real goal. We had no idea what we were supposed to do with
all this information. There was no space for questions and we didn't discuss anything. We

just informed” each other.

So each and every week on Mondays for several years we had to get up and come to class 15
minutes early. For no reason. For nothing. | don't know if you remember, but 15 minutes seems
like a lot when you're a little kid, especially early in the morning. We hated it. Please don't inflict
this on your audience. Please don't “just inform” other people. Excite them, involve them, im-
pact them, and engage them, but don't just inform them with empty information.

If you want to know more about the role of values in business, read Jim Collins’ bestselling
book From Good to Great. One of the core ideas of the book is that companies that consistently
outperform market have one thing in common: they all have a strong corporate culture based
on a set of values. They don't just “do business”; rather, they are doing business and promoting
their values, which are the source of their market resilience. These are great companies. It is the
same with presentations. If you want to go from good to great, you have to think about values.

Promoting these values might not be necessary in your routine “status update” presentation
you make for your bosses. But for a conference speech, for alarger audience I think thisisan
absolute must. Don't just inform them and don't just ask them to do something for you. Motivate
them; inspire them. Show them a vision to aspire to.
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WOTE Avision is the ideal world based on your values. You can’t have one and not the
other. If you know your values you'll have no problem coming up with a vision. If you have a
vision you will distill values from it. So, | use those two terms interchangeably.

Consider this definition of values: “Values are different states of intentionality that when
activated guide behavior and create meaning.” The credit for this brilliant definition goes to
Scott Bristol of waw.LIMap . com, who, as I understand it, compiled it from works of Benjamin
Libet and Viktor Frankl, both famous psychologists. So, values are internal emotional states.
They answer the question “why?” and the answer is “because it feels right.” They are complex
feelings of intentionality and motivation. When we practice our values, we perceive our life as
full of purpose and meaning. It makes us happy.

NOTE The problem with mere logic (that is logic without connection to vision or values)

is that people will agree and won't do anything afterwards. If you want people to do some-
thing, you need to induce an appropriate state of motivation. You can't induce the state by
simply repeating “excellence, excellence” or “cooperation, cooperation;” it doesn't work.
On the other hand, stories work well. If your story has a theme, you can connect with your
audience. Not only you are asking them to do something that makes logical sense, but you
also are connecting this task to a higher purpose they are likely to subscribe to. You are not
just asking them to do something, you are making them better people in their own eyes.
Isn't it great? They will be grateful to you for that.

Every Great Presentation Is About Vision

If you examine any great presentation, you will find that it is really about vision. Go search
“great presentation” on Google. Better yet, check out http://tinyurl.com/toplOpres. It's alist
compiled by a personal acquaintance of mine, Frank Roche of www.KnowHR. com. Watch the pre-
sentations shown there. You will find that every one of them is about vision. Every single one of
them. This is what makes them great. They are connecting people’s actions to a higher purpose.
Ten is too much for this book, so I will review the first five, and you will do the rest, deal? You
have to watch them, but they are freely available on the Internet.

1. Steve Jobs’ presentation of Macintosh in 1984. Steve comes on stage and presents the
first “computer for the rest of us,” a computer for small business owners and creative pro-
fessionals. What is the presentation about? Computers? No. Well, I mean yes, but not just
about computers. It’s about democratization of technology. His vision is a world where
technologyis not only accessible to large corporations, but also to common folk—and not
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those “home computers” suitable for games only. Computers for business, for creating
content. Almost 25 years later, we can say that Steve’s vision is largely realized.

2. Dick Hardt's Identity 2.0. This is a charismatic CEQ of a small company delivering a humor-
ous presentation with what seems to be one million slides. This one’s difficult; his great-
ness is mostly in the form and not in the content. It’s about having a non-boring technical
presentation. The ideas he presents didn't spread but the presentation style did.

3. Guy Kawasaki's Art of the Start. This rather long talk has several recurring themes. On the
surface, it's about starting a business, but really it’s about having guts in whatever you
do and not letting bozos get in your way.

4. Dr. Martin Luther King, Jr.’s I Have a Dream. This is probably the most obvious example of
aperson having a moral vision that came true to a very large extent.

5. Lawrence Lessig’s Free Culture. This one can be summarized in four sentences: “Creativity
and innovation always build on the past. The past always tries to control creativity. Free
societies enable the future by limiting the past. Oursis a less and less free society.” He
calls to limit copyrights, but really it is about freedom of expression.

Okay, Iwill do another one because Dr. Martin Luther King, Jr., was too obvious. Let’s look
at Malcolm Gladwell’s 2005 presentation at SXSW. The presentation is about snap judgments and
first impressions. Gladwell tells multiple stories about people making good and bad judgments
in different environments.

Just before the end he tells a story of an African-American named Amadou Diallo who was
shot 41 times by the New York City police—by mistake. He then suggests concrete steps to reduce
the amount of similar police errors. The presentation ends with a call to examine our environ-
ments where we have to make snap judgments and to eliminate those where our judgments tend
to be erroneous. By doing this, he suggests we might end up with a better world.

Canyou continue the list by yourself? There are still four presentations left and there are
another 10 in the reader’s choice list. Watch them. They are all about the values. All of them.

One final point about values/vision—don't create a vision because you need it for your pre-

© ;sentation. Have a vision because you mean it. If you are not sure about your vision or the vision

This is one of those exercises that people seldom do because it feels so superficial. I once
heard a 2-hour long presentation in which a trainer was speaking about a mysterious exercise
that completely transformed his life, made him substantially richer, and much happier. In the
end, it turned out the exercise was simply to describe his perfect day. The little secret was that
he did the exercise for four hours and really got to the core of what he wanted. When people first
write their visions, they mostly want to finish them as soon as possible. But persistence is key.
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WARNING—PEOPLE DON’T WANT TO BE LECTURED

Samuel Goldwyn, the late founder of Metro-Goldwyn-Mayer, famously said once: “If you

want to send a message, try Western Union.” He was addressing, of course, the directors
and screenwriters trying to propagate their vision at the expense of box office. From a pre-
sentation standpoint, it is crucial to understand two points about his comments:

» The audience is not interested in you telling them your vision: they want a good story.
Good story contains vision, but that's like soup containing spices. You don't eat the soup
for the spices. You can't eat spices alone.

» You cannot communicate values by just naming them. They are way too abstract. Tell
stories and let people figure them out.

Remember you don't want your audience to merely recall your vision or values. You want to
impact them with your vision and values so that they might act.

THE CUSTOMER ISN'T ALWAYS RIGHT

You have no doubt heard the expression that the customer is always right, right? Yet we all also
know of situations where we don't agree with this phrase, where the customer is clearly not
right. For example, if the customers are abusive, negligent, or just plain drunk, they are not
right. Go to the www.clientsfromhell.net website if you want more examples. One of the recur-
ring themes of this site is “I did everything as the client said and they are still not happy.” Itis
too simplistic to say that clients or customers are always right. Oftentimes they sound pretty
confident while in reality they have little clue what they really want.

In terms of giving presentations, we've embraced the attitude of “the customer is always
right” to combat the “what do I want to say” attitude we have. We force a focus on the audience,
leading to a “what do they want to hear” attitude instead. But giving clients solely what they
wantisn't a good idea now, and it never was! Consider these quotes from the early 20th century:

> Henry Ford, entrepreneur: “If I had asked people what they wanted, they would have
said faster horses.”

> Samuel Rothafel, impresario for many of the great New York movie palaces: “Giving
the people what they want is fundamentally and disastrously wrong. The people don't
know what theywant. . . [Give] them something better.”
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When Ford and Rothafel said those words, the idea that the customer isn't always right was a
novel thought. But by now it seems relatively obvious, and there are numerous examples support-
ing the idea that the customer isn't always right. Why do we think still think that the audience is
“always right”? Why do we try to please them at all costs, often sacrificing our own vision?

p Gve )(MM’(\MV\ 5 Sometimesit’s a good idea to start your presentation with what the audience wants but end
pudienc?® s© it even it by showing how what they want might bedimited or short-sighted. In other words, don't just
ey wigh v\v; ody give them something they want.

V\O\Z;\(A\V\;) ey Treating the audience as though they are always right, as though you are the one who has to
j;v\v/\ev\u( nsidere avoid stepping on their toes, doesn't quite achieve the results you want. More likely it can make

you come off as servile and craven. You lose authenticity because you are afraid so say what

you think and believe. You come off as apologetic. Don't be a servant to your audience. If they
don't like you, you'll find another audience. Having your own opinion, being authentic in your
presentation, is far more important that trying to please your audience. Not every audience is
going to be receptive to your message, and trying to please everyone is futile. Focusing includes
not only choosing the right message, but also the right audience.

You are the one in the spotlight, and that means for the length of your presentation you are
in charge. Trying to please the audience is sometimes less risky than putting your own thoughts
and values out there to be judged. But by pandering to your audience you lose yourself and your
point. By pandering to the audience you might affirm them, but you will never impact them.
Sure, the audience may like you (or at least the image you are projecting) if you say things that
are pleasing to them, that they want to hear. But by trying to please the audience, you can make
only a good presentation, never a great one, never an impactful one.

George Handel, a popular 17" century composer (whose music I am listening to as I'm writ-
ing this) once received warm appreciation for providing entertainment for his audience, to
which he replied: “I should be sorryif I only entertained them; I wish to make them better.”
Don't just make the audience feel good. Make them better.

Impudence Is the Second Happiness

There's a Russian saying, “Impudence is the second happiness.” I never quite got what that
meant. I thought it was about people having impudence to cut along waiting line, to have a
seat when everybody else has to stand. You know those people. They're arrogant, they're loud,
they're overly competitive, and they don't respect others.

But then I gotit. Several years ago, I was looking at a slide deck of a prospective client.
They had just prepared slides for their upcoming board meeting. They wanted my feedback,
and I didn'tlike those slides the least bit. There was no visible structure, they were overloaded,
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and were badly designed. And yet my prospects just made a great effort in putting those slides
together and probably expected to hear something good. “Well . . .” I said. And then I gave them
my “your slides stink” look. “They are bad, aren't they?” said the client. I was relieved. I was
happy. I didn’t have to lie, and I won the contract.

Criticizing a client’s product/process/situation requires impudence. I don’t suggest you
say anything like this unless you really mean it; not unless you have a couple of good heartfelt fear® ace ™

arguments to support your point of view. But if you do, go ahead and say it. This is where your n cxre® xion
presentation becomes interesting. Essentially, there is no point in saying something everybody  ,nd s¥¢ ,aﬁj:\/;ng
agrees with. It will be a truism. If you want to say something, just say it..Gostraight tothe con- 1 *\° e;s:;\ n WL’
troversial part. ::;:\;’aﬁom & will e
I'm not suggesting you should be arrogant and abusive to be interesting. Lots of people do b:) Ny contees

tryto attract attention this way. The difference between good impudence and bad impudence is
that good impudence is constructive and creative. It adds value. It is done in good faith. Sir Ken
Robinson, an author and a spokesperson on a topic of creativity, defines creativity as “having
original ideas that have value.” Having original ideas requires impudence; all original ideas are
controversial by definition.

SHOULD THE AUDIENCE LIKE YOU?

As a speaker, you have to understand that the audience doesn’t have to like you all the
time. This is not necessary for you to change them. Literature and cinema are full of char-
acters who are difficult to sympathize with. Consider the main hero of Dostoevsky's Crime
and Punishment. He is quite unsympathetic. He kills an old lady for her money. One of the
main heroes of The Silence of the Lambs is unsympathetic. He eats people for lunch. And
yet they are still able to evoke our empathy (which is different from sympathy), and by living
through their stories, we are changed.

So don't worry whether the audience likes you or not. Don’t sweat too much about what
they want. What they want is of secondary importance. If you have a message to spread,
the one that's truly yours, go ahead and spread it. This is your only chance to get passion-
ate and, ultimately, to have impact.

What Do You Want Your Audience To Do?

You now have a choice. What goal for engaging your audience do you want to aim for? These dif-
ferent goals are like nesting matryoshka dolls, as shown in Figure 2-3.
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FIGURE 2-3: The nested hierarchy of goals.

> Hear your message: You can simply choose to have the audience hear your message right
now, in the moment, and be entertained or engaged by it.

> Remember your message: You can choose to just inform your audience. You can choose
to be memorable.

> Do something: You can choose to motivate your audience to act. For that, they have to
remember something of your speech. If they don't remember a thing you said, chances
are they won't do anything.

> Improve themselves: The ultimate goalis to change the audience, to make them better
people. People do not become better just by listening or remembering stuff; they become
better by making choices and acting on them. It is not the act itself that changes people.
It's the choice that does.

So go ahead and chose any two:
» “Iwantthem to hear X and to remember it.”
» “Iwantthem torememberXanddoY.”

» “Iwantthemto doYbecauseof Z.”

I'd love it if you'd go for the ultimate goal.
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Dont ever
When you have your goals set you can finally get to PowerPoint, right? Lots of people begin ot LU\dNY -
building their presentation at this point. Don't. The problem with slideware is that you get to esert™
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FIGURE 2-4: Presenter and audience: two different views.
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Your presentation has big and important messages and also small and less important mes-
sages supporting the bigger ones. Trust me; you don’t know which ones are which unless you
look at them all at the same time. If you start in slideware, you will mess them up. I had the most
stunning example of this while working with one of the Russia’s largest industrial conglomer-
ates on a strategy presentation for a business unit. When I came in the group of managers had
already been working for quite a while; they’d produced an enormous amount of materials
including more than 30 densely packed slides. It was Wednesday evening and they had to pres-
ent before the board on Friday.

I'looked at their slides first thing. They were a mess. So we started building a story from
scratch. I gave them some theory about storytelling and then asked them what were the most
important things they wanted to say. As they were speaking, I was writing their messages down
on sticky notes. So we ended up with a wall like in Figure 2-5.

E«a‘m% Middde | Mddle 2 End

Shutighe Comenpph

-_— @000 e

Sl

Poroblem. W

Dt

FIGURE 2-5: Using sticky notes for presentation preparation.
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WOTE Sticky notes are a fantastic tool. If you have a large table, a wall, or a whiteboard,
try using sticky notes. They are very easy to manipulate and work especially well when you
have to prepare a presentation in a group. I've used them numerous times with great suc-
cess. They're very democratic in that everybody can write a sticky note. Also, everyone can
suggest a new place for their thought in the general scheme simply by placing their note
somewhere else without asking for anyone’s permission. | love it.

We created a classic story sequence (more on this in Chapter 4) and then went back to the
previously designed slides to see whether we could use any of them. Most were unusable or had
to be radically simplified. Then we reached the slide shown in Figure 2-6.

The group said “Oh, this is our most important slide! This is our strategy! It says that we
are currently a magenta triangle, concerned mostly with production. We have poor marketing
and engineering. And the green triangle is what we want to be: to outsource our production

(because we are losing money there), to improve on marketing, and essentially we want to
become an engineering company.”

LOGO Business development strategy

PRODUC'IV .

MARKETING

- - Result
ENGINEERIK

FIGURE 2-6: The strategy slide.

Then theylooked at the presentation structure we've just designed and said: “Oh, darn.
We have a piece on production and a piece on marketing, but we've completely forgotten about
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engineering. We didn't prepare any materials on that subject. We put it on this slide, and then
it just slipped away. We don’t know how that happened. We now have just one day left and we've
just discovered that we are missing the most important piece. Well, at least we know.”

This is what I mean by slipping into details and losing sight of the big picture. Slideware
does that to people, so don't start in PowerPoint. Start in a program that is designed to deal with
hierarchies visually, as the next section discusses.

Visual Thinking Tools

When working solo or with a single client I use computer software designed for visual thinking
rather than sticky notes. Personally I find it much more clean and convenient. Unlike hand-
written notes, you can copy and paste. You can use three types of software: outliners, mind
mapping applications, and concept mapping (graph) editors.

WORKING WITH OUTLINERS

An outliner is software that allows you to create
headings in multiple levels. Below the headings O i’_@

you can write your text, which can be collapsed or
expanded at your convenience. A similar approach is

) A ) . 1.Hunting dogs
widely used in file managers like Windows Explorer or

the Finder on the Mac. The output from outliners 1.1.Gun dogs

tends to look like Figure 2-7. 1.1.1.Pointers
This is the simplest software for editing hierarchies. 1.1.2.Retrievers

Itis also the most readily available. Microsoft Word and 1.1.3.Setters

PowerPoint both have outliner modes. However, neither
was designed to be used primarily as an outliner, and
theylose out to products more focused in this domain.
Other outliners you can use:

1.1.4.Spaniels
1.1.5.Water dogs
1.2.Hounds

» KeyNoteNF for Windows: This is freeware; 12t ...

I used this one when I was on Windows. 1.3....

» Noteliner for Windows: This is a freeware note 2.Herding dogs

editor. It has a solid outlining system, is very 3.Sled dogs

smallin size, doesn't require installation or b....

any additional libraries, and is extremely easy 5 ,rE 2.7, Using an outliner you can
to use. You can even run it from a thumb drive.  create headings in multiple levels.
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» OneNote for Windows: Part of Microsoft Office. OneNote’s most overlooked feature is its
outlining capability. Each note you create there actually becomes part of an outline.

» OmniOutliner for Mac: Commercial software; was shipped with Mac 0S X 10.4 “Tiger” for
free so you might have it if you are a long-time Mac user.

» Thinklinkr.com: A web-based, collaboration-friendly program.

The problem with outliners is that they are children of the printer era. They create pages
in portrait orientation for top-down reading, which isn’t an optimal usage of a screen space.
Another problem with the top-down approach is that you get a sequence even if you don't want
one—and for now you don't.

WORKING WITH MIND MAPPING APPLICATIONS

Mind mapping applications do not have the outliner’s limitations. They are optimized for land-
scape, and you can arrange topics without imposing any sequential order on them. The learning
curve is steeper and the retail prices of commercial products are higher, but trust me—they are
well worth the money. In the end, they allow you to build tree-like structures with most ease.

A typical mind map looks like Figure 2-8.

Types of Dogs

Hunting dogs Herding dogs Sled dogs

Gun dogs

Retrievers
Setters
Spaniels
Pointers
Water dogs

Hounds

FIGURE 2-8: A mind map is a great visual thinking tool.
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Consider these mind mapping software products:

» MindManager, both Windows and Mac: Expensive but really good. It is beautifully
designed; it has the familiar ribbon interface on Windows and is minimalistic on a Mac.
Itisintegrated with Microsoft Office and SharePoint. It has numerous useful plugins
and add-ons like Gantt charts and an iPhone client. It even has a presentation mode
(on Windows only).

» FreeMind, both Windows and Mac: Compared to MindManager, it looks somewhat ama-
teurish. Butit’s free and the basic functionality is there. Again, as with other free soft-
ware, there’s a catch. This one requires downloading a Java runtime environment if you
don’t have one already installed.

» MindMeister: A web-based, collaboration-friendly program. It has both a free and paid
version, and supports FreeMind and MindManager file formats.

WORKING WITH CONCEPT MAPPING EDITORS

Yet another type of software is the concept mapping editors. Concept mapping is a technique
that was invented by Dr. Joseph Novak of Cornell University in the 70s and is currently used very
widely, especially in network diagramming and business process mapping.

Compared to mind mapping, concept mapping is much more free form. You can have multiple
hubs and clusters, unlike mind maps, which allow only one conceptual center, the trunk of your
tree. See Figure 2-9 for a look at a concept map.

Concept maps give you much more freedom, which is good especially if you need to really think
and formulate some new idea for your presentation. Do keep in mind, however, they require much
more conscious effort to create effectively. I know people who use these tools for presentation
structure design; to me they are more suitable for general knowledge management. But if you have
an extremely complicated scientific or engineering topic and your presentation is more than an
hour long, you might find them useful. Some concept mapping editors you might consider are:

» The Personal Brain, both Windows and Mac: Free and paid versions are offered.

» yEd: Free and very sophisticated graph editor; I'm slightly ashamed to recommend it for
this small aspect of its functionality.

A » THMC CmapTools: A free, collaboration-friendly program.

It's Time for a Brain Dump

Now, with your goals clearly stated, you can proceed to a brain dump. This is where you answer
the question, “What do I want to tell them?” I assume you're a creating a business, engineering,
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or scientific presentation, so you don't have freedom to say just anything. There are facts and
your opinions about facts; that's pretty much it. Answer “What do I want to tell them?” in the
most honest way possible. The order of things doesn’t matter at this point. Ideas might have got-
ten a bit tangled inside your head—no problem. You'll get them untangled as you work along.

RELATED CONCEPTS
CM\U—MM&?

| w;_! Coma_fﬂtiuj

— |
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FIGURE 2-9: A typical concept map. > 1% anY
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All the rules that apply to brainstorming apply here. Write everything down; it doesn't s—\—u{i\o\) W

. . . ) <s \\))Ol)x
matter whether you think it’s important or not. You can start from the middle, fromthe end, one® o Thhe on
from anywhere. W\i:i’ aa\e. Bt g):u

e
Don’t write complete sentences; don't get sucked into lengthy descriptions. Write short, o s¥udo W;‘r
Vi
bullet-point-style reminders. Move. In my consulting sessions, I typically allow for the clientto  jown W\’\:"*\: oy
5. W
speak for an hour or two, all the while writing things down. wre t ;ov\c,ems)
“\es) .
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» What do I need to say? red\Y \/\;Eo -
Yo braV= 7. xe
» What do I want to say? yZu» e e\\v:\"\”‘
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» What do they want to hear? ot \,
-\—m(-’Q \are

» What do they need to hear?
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Hierarchy Is Your Friend

The next step is to impose some sort of order on your thoughts, some sort of classification. I
suggest you go for hierarchy, by arranging thoughts in levels—above, below, or at the same
level in relation to each other. You need to build a tree-like structure. This, by no means, is
the final presentation structure. The only reason to arrange things at this point is to know
where to find them when you need them. If your presentation is short (say, you have less
than 10 thoughts), you may as well leave them as they are. But most of the time you will be
better off by creating a hierarchy. Figure 2-10 shows an actual mind map from a presentation
I created.

Security
Unigue experience
7 | Professionalism and quality
Fixed-Price contract | Benefits - -
Y P Responsiveness
Time-and-Materials contract 7 L
One-stop shopping

Time-and-Materials with Not-to- | _ [ ¢
- Contract types o,
Exceed Clause \

\ Feasibility Study

Y | [ system Study
[ Analysis and Design

Milestone-Based Payment

hardware r s Process 1ol Construction
;t | devi - | Testing and Audit
virtual device i i
® - Driver Development [ Deploymare Garsiy)

Both kernel and user level | Ssupport (if required)

Windows terminal services
COM Development

Device Driver Development for
Windows and Linux.

Add-ins for office applications =

Data exchange in Intranet and Internet Yy Distributed S-yﬁem.s Manage
‘Hardware control in the networks _ Internet | Y 4 | T ment Software Development.

Updating software

# | N Enterprise Securit)
- Teams e | e . 4

Monitor network activity | S — Experience - Software Development.
® 3

Reverse Engineering and

Acquire and analyze | Software Research.
data on local machines \ = .
Quality Assurance, Professional

Control data exchange Driver Testing in particular.

thruemail and various | Network security
messengers

Offshore Development

Center (ODQ) /Virtual Team

Offshore Project Development/
< Business models - Product Development

Make system snap- %
shots, logical and "
physical disk images

Co-Development

FIGURE 2-10: Ordered mind map.

This mind map is not a presentation structure yet. It's just raw material. Think of it as of
serviceman arranging tools in his kit prior to working, or a builder arranging materials before
starting the actual construction. A stack of bricks is not a building. But the building will be
easier to build if your bricks lie in a nice stack and not in a pile. Chapter 3 helps you to construct
a story out of those building blocks.



Can You Sell Without Lying?

By the end of the process I've discussed in this chapter so far you should have two things:
» Your goal.

» Ahuge amount of points to make.

You will be creating a story from these raw materials in the next two chapters, including an
emotional structure, an envelope, and packaging for the facts. Now, before you begin, I want
to get one thing absolutely clear. I know some people hate packaging. They think it's wasteful
and it also hideslies, in that it presents the product in its best way rather than objectively. Some
people might think that it’s immoral to tell stories because of that. This doesn't worry me at all.
What worries me is that some people get into storytelling because they think that it will help to
sell bad products. It won't.

If you want to create a fictitious story, this book is not for you. The bad news is that books
about fictional stories are not for you either. Peter Dunne, a scriptwriter whom I quoted earlier
and will be quoting again, said, “The story is the journey for truth.”

Even if you are free to say whatever you want, you still have to tell the truth. I sometimes do
workshops titled “Self-presentation” where I teach people to construct stories from their own
biographies. Some students come to the workshop to create marketing “legends” for themselves.
Some come to attempt to understand who they really are. The latter ones get much better results
as far as marketing is concerned.

Authentic stories don't require much practice to tell. When somebody tells true stories about
his or her weaknesses and failures—but also about successes, even minor ones—they work. They
create empathy, they transform people, they create action. When people tell a fictional story
about themselves, we don't trust it. It requires a lot of really good acting for us to believe.

p Sroryted o
Inthe end, the only thing you can be accused of is cherry-picking; that is, picking only facts seMMS?(V\
. \
that fit well. But for a story to work you have to pick not only sweet cherries but also rotten ones. Aoou® nwentind
V\o‘\' o\\oou‘*

This iswhat a story s, a journey from rotten to sweet (or sometimes vice versa). facks) acks N &

CAN YOU SELL WITHOUT LYING? weoritd

Afriend of mine wrote in her secret blog recently: “The CEO of our company told me that I have to
learn to lie if I want to do business. Apparently I don’t.” Can you do business without lying? 100
years ago the answer was more obvious than now. Now people strive for authenticity. “We are
tired of living in a bubble of fake bullsh*t,” as game designer Jesse Schell put it. Even in sales!
The problem with truth-telling is, of course, that it hurts, either the one who tells, or the one
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B wWhen T who listens, or both. Sometimes the truth isn't nice. But if we've learned something from 100

erview v6°?\i years of marketing it's that there are many ways to tell the truth.

1 ok o\o\/‘°)‘(’_‘i'>\:k Another friend of mine once recommended a three-hour long black-and-white Polish film

duwdo ﬂu@i\/\‘e dock  fromthe 60s based on a 19th century Polish book. It was shot by a supposedly famous Polish film

*_° 5@’; Z <iruation- director Wojciech Jerzy Has. Ever heard of him? Neither had I. “Watch it, it’s a cool movie,” said

f/‘:\j :639\ e . my friend in a calm and unemotional voice. This was his presentation of the film. How do you

Aok <de € )‘(’o‘?; con estimate my chances of watching the film? You're right; they were close to zero. But then he told

<oty ‘T:;\OM e  methestory of the film.

‘:::\\::;e. <o !):"” . It turns out that the film, called The Saragossa Manuscript, was well received in the 1960s
irred T AT:MW and won some minor festival awards. A shortened version even ran in the United States! But

1 Yo ‘om‘v\\oa e then—as it happens to most movies—it was forgotten almost entirely and the original tape was

one sTeP so badly damaged the film was considered lost. However, a couple of fans, people who saw the

film in the 60s, came to rescue. The film was restored to its uncut glory in the 90s by Jerry Garcia
(of Grateful Dead), Martin Scorsese, and Francis Ford Coppola, who financed the restoration. It
also turned out that Luis Bufiuel, David Lynch, Lars von Trier, and Harvey Keitel have at various
times described The Saragossa Manuscript as their favorite film and a source of inspiration. Now
itwasn't just an old Polish film. It was a recovered treasure.

My friend’s pitch was perfect: he didn't skip the unattractive “Polish black-and-white” part.
Instead he used it to create a fascinating mystery. I sat for 3 hours mesmerized. It was a great
movie. Everything my friend told me was true. It was in fact a 3-hour-long black-and-white
Polish movie from the 60s. In Polish! (Okay, there were English subtitles.)

It had almost every imaginable surface trait of a boring film. But hey, it also had a great
story. An extra bonus was that the movie itself was about storytelling. It tells many stories in
a sequence so in the end you start noticing patterns. So, there are many, many ways to tell the
truth. Now, go get the movie, and I'll see you in the next chapter.

SUMMARY

The key points to remember from this chapter are as follows:

» Start with a goal. The story, the emotional structure of your presentation, needs a clear
goal. Without one clear goal, it will be a mess. Ideally, the goal lies on the intersection of
what you want the audience to do and what they need to do for their own sake and benefit.

> Have avision, too. Having a vision is key to a great presentation. Not only do you need to
tell people what you want from them, but you also need to tell them why they should care.
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By bringing values into the game, you are improving motivation and making them better
people in their own eyes. That said, there’s nothing more pathetic than a naked vision
that’s not supported by a good story.

» Theydon't know what they want. Telling the audience only what they want to hear and
how they want to hear it sounds servile or suspiciously manipulative. Treat your audi-
ence with respect and dignity. If you don't have your agenda, you're going to be boring.
Have your agenda, but don't force it.

> Don't start with slides. After setting the goals, gather your thoughts together. Don’t
start in PowerPoint, start in a mind mapping application or with a pack of sticky notes.
Write down everything that’s on your mind as far as your goal is concerned. Next, impose
an order and arrange your thoughts in a hierarchy. Don't skip the dark side, the unpleas-
ant facts. You will need them for your story.






The Story’s Contrast

IN THIS CHAPTER

Finding your story’s key conflict

Maintaining tension for longer talks

Exploring different levels of conflict

Creating a hero-based story

Examining why your best hero is always based on you

This chapter explores something called “the controlling idea” of a
story—the story’s conflict, usually created by two or more contrasting agents. You will read about
different ways to set up the conflict, ultimately learning about the most difficult, yet effective way:
hero versus villain. The chapter covers two types of heroes used in presentations: the cartoons or
stock characters and the heroes based on real people like you. Finally, you will learn about common

pitfalls with personal stories and explore some workarounds.
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What is the most important part of your presentation? Most people will say that it's a description
of a product, a solution, or a finding. After all, this is what you are presenting, right? Wrong. I
would argue that the most important part of your presentation is a problem. If you don’t bother
to describe the problem you are likely to lose your audience in the first 5 minutes. By defin-

ing a problem you create a conflict between two forces—a problem and a solution that makes
your story interesting to follow. Defining a problem is a major prerequisite for a successful
presentation.

No Conflict, No Story

P Let W2 re‘:etﬂ So, nowyou have set your goals and have collected the initial information. Where do you go next?
sy ¥ is Vif ‘go,,\(:\‘\a You come up with a main conflict. (For the purposes of this chapter I will be using the terms “con-
\M‘,or*av\'\’- vno flict” and “contrast” interchangeably.) A conflict is an opposition between forces that creates

is the Oh\ll‘))es wour tension and drives action. It is probably the single most essential element in fiction storytelling.
Ao sty ~e Robert McKee, in his seminal book quite appropriately titled Story, calls conflict “the controlling

idea.” The action in the story stems from this core conflict. As humans, we need to see a struggle
happening; a struggle without an easily predictable outcome (see Figure 3-1).

o

7z

No conflict! Predictability Boredom

FIGURE 3-1: In storytelling, absence of conflict leads to boredom.

I don't think that in any form of storytelling you can get away without creating conflict.

I am asked all the time, “But why can't I just present the facts?” Well, you can. But as you
learned in the previous chapters, humans are dramatically bad at digesting “just facts.” Such
a presentation will likely be tedious, difficult to follow, and ultimately ineffective. On very
few occasions you can “just present the facts”, but only when those facts are damn good. They
should be mind-blowing. They should contradict other established facts. They should dispel
myths. They must create conflict by themselves.



Problems and Solutions

NOTE Again, if you allow me one more snippet of USSR nostalgia, all the low-level
Communist Party meetings were famous for their extraordinary weariness because no-
body was allowed to contradict “the party line.” In the 1930s they used to shoot the people
who contradicted the party line, and this message stuck. No discussions were allowed;
there was just one right way to talk. The end result was a complete loss of grassroots
initiative, an extreme formality of the proceedings, cynicism, and declining morale. It is
true that people crave stability and certainty—but once those are achieved they start dying
from boredom.

Itis not an impossible task. If you want to see a purely fact-based presentation, go online and
search for a YouTube video called “Did You Know?” or go to SlideShare for a non-animated version.
Thisis one of the most popular presentations on the Web. It was originally prepared in August
2006 for a faculty meeting at Arapahoe High School in Centennial, Colorado. After being posted
online, it “went viral” and a year later it had been viewed by at least 5 million online viewers.
Today the different versions of this presentation have been viewed by at least 20 million people.

The first two sentences in the presentation are “If you're one in a million in China, there are
1,300 people just like you. China will soon become the number one English speaking country
in the world.” There’s the conflict, right from the beginning. Most people might assume that
the United States is the number one English-speaking country in the world. And they would
beright, depending on their definition of “English-speaking.” At the moment, it is either the
United States or India, but certainly not China. This fact is in contradiction with most funda-
mental things we think we know—so it grabs our attention.

The next phrase is “The 25 percent of India’s population with the highest IQ is greater than
the total population of the United States. Translation: India has more honors kids than America
haskids.” Again, you see a conflict right there: India challenges the United States intellectu-
ally. Of course, it’s not enough just to put India and the United States together on the same slide,
the answer to the questions “So what? What's the problem? How is that important?” should be
obvious to your audience.

Even in genres where storytelling is typically of secondary importance, such as with por-
nography, the “scriptwriter” (and I use that term loosely) has to establish some sort of conflict
to hold all the sex scenes together. In Logjammin’, a one-minute porn parody of the 1998 Cohen
Brothers’ cult classic The Big Lebowski, a porn actor enters the scene saying, “My dispatcher says
there’s something wrong with a cable.” This is a classic conflict: character vs. machine.

Inthis sense, business presentations can be worse than porn. The presenters are telling just
facts and only pleasant facts, facts that could be interpreted in their favor. They shy away from P n e \,\i\/tﬂ"c’ ~
controversy, from the dark side. They don't tell the truth. For instance, when talking about their  _¢ overy) we ‘S
company's history they present it as a string of dramatic successes, without mentioning any dif- ce’s ”‘\‘Wm‘})
ficulties or evenmiotivations for the achievements: o confict
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This “success-only” history, number one, is very hard to believe and, secondly, comes dan-
gerously close to a bad history lesson where all the drama is removed and the subject is reduced
to memorizing dates. This is no way to go, yet we are still doing it. Why?

Bringing in conflict and controversy polarizes the audience. It produces love or hate relation-
ships. This is risky, so we tend to settle for “just okay,” which seldom results in anything interest-
ing. The only way to get people on your side is to have a side, a position. And for every position
there’s an opposition. I believe that most conflicts could and should be solved with human creativ-
ity. I also believe that there’s no way to solve the conflict without first uncovering it and bringing
ittolight. Thisis phase one; it’s hard, butit’s doable.

Establishing Conflict in Your Presentation

How do you establish conflict in a presentation? The easiest way s, of course, to take a value that
isin a direct opposition to the value you'd like to promote and then illustrate it with concrete
examples. Steve Jobs, whose values include “ease of use” and “beauty,” contrasts his products with
the competition, which he claims are visibly “hard to use,” and “ugly.” Figure 3-2 shows what a
typical Jobs’ slide might look like.

iPod Nano MPIO FL500
iz
§ ol “Lownr~ FIGURE 3-2: A typical comparison slide.
Wit W Yne <o Y
co‘—v\er ?‘)o o
recwnqre ‘ e It’s simple but it works—at least for presentations and at least for now. It might not work in

Town Tew ‘é) <xory ~mMore developed forms of storytelling since this rule has become predictable, but as far as pre-
o
AV\“*"“:%\,\M‘,J(M %> gentations are concerned, I think it’s still okay.

e ?r\wd‘?\e” But for most part, you don’t even have to create conflict. The beauty of the genre is that con-
of Avx’mf)ov\"t" flictis already there, you just need to settle on it the way you settled on your goal. Ask yourself:
frow 5*"(5\426 What is the problem that I solved or intend to solve?

C
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Initially, there has to be a problem (the conflict), which was the motivation for you to do the
job. If you didn't solve a problem and there’s no call to solve a problem, you aren't ready to be in
front of an audience. If there was no problem, you have no solution, so you've got nothing to
present! It’s as simple as that. Recall the list of great presentations from Chapter 2; you can easily
see a conflictin each one.

» Steve Jobs, 1984
> Context: Personal computing
> Conflict: IBM PC versus Mac

> Problem: “It appears that IBM wants it all”; where IBM is portrayed as a soulless
corporation challenged by rebellious individuals

» Dick Hardt, Identity 2.0
> Context: Identification over Internet
> Conflict: Identity 2.0 versus Identity 1.0

> Problem: “You can't see the person; you can’t hear the person; in fact it may not even
be a person”

» Guy Kawasaki, The Art of Start

> Context: Entrepreneurship and startups

> Conflict: Right way versus wrong way to start a business

> Problem: “I made alot of mistakes in my career” (and you might make them too)
» Dr. Martin Luther King, Jr., I Have a Dream

> Context: Life of black Americans

> Conflict: Dream versus Reality

> Problem: “Black Americans are sadly crippled by the manacles of segregation”
» Laurence Lessig, Free Culture

> Context: Copyright law

> Conflict: Copyright versus Freedom

> Problem: “Oursis a less and less free society”

Try creating a list like this for your own presentation. What is the problem? What is the
conflict? What's at stake?
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Four Types of Problems

You can find many different classifications of problems elsewhere in literature about storytell-
ing; I came up with my own list based on my experiences. Here they are:

» A moral or psychological problem. This kind of problem is notoriously difficult to pres-
ent. It's hard to observe an inner struggle from the outside. Besides, chances are that
nobody cares about your inner problems. What you need is to show an outer problem and
then demonstrate how solving the inner problem leads to solving the outer problem.
Disclosing the inner problem is a very good—Guy Kawasaki in his speech does that bril-
liantly by admitting that he was a “bozo” himself—it’s a great icing on a cake, but you
can't serve the icing. You need a cake. I will cover this subject in more detail later.

> A conflict with another person or company. This is better. In a 2008 MacBook Air pre-
sentation, Steve Jobs started by saying that Apple took a Sony TZ series notebook as
anindustry standard and tried to improve on it. He then compares his product to the
competition, winning almost every time. I have to admit it wasn't exactly fair because
designers of TZ series obviously had different goals in mind, but it worked nevertheless.
However, if your product is unprecedented, you have to take the closest precedent there
is for comparison.

Now I know from my own experience that mentioning your competitors is psychologi-
cally very hard to do (it is also very hard to sell to your clients). It is more acceptable in
the United States, but it is considered slightly unethical in Europe. Badmouthing com-
petitionis not a greatidea and the line is thin. A lot of countries explicitly prohibit such
comparisons in advertising.

WOTE Again: the beauty of the genre. There are very few legal restrictions on presenta-
tions. Unless your speech will be broadcast live on national television, the risks of getting
sued are minimal. Please note, however, that I'm not a qualified lawyer; this is not legal
advice and “minimal” doesn't mean “nonexistent.”

It takes time to learn how to critique competitors in this way. Apple has great experience
in this sphere, but others are catching up. Iwas amazed to see Nokia's executives Anssi
Vanjoki and Niklas Savander presenting at Nokia World 2010 and comparing the Nokia
experience with the ones from Apple and Google.

Mentioning your competition is great. Most importantly, it shows that you are not afraid of
comparisons. You might be thinking that your company doesn't have competitors because
you are following a “Blue Ocean” strategy; you've found yourself a nice little niche. But
ifyou want to explain what your niche is, you have to compare yourself to the others.
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Ifyou don't want to call them the competition, don't. Competing is not important but
comparing is.

> A conflict with a dominant paradigm, the status quo. This, perhaps, is the best strategy.
The easiest way to mention your competition without going into direct attacks is to bring
out as many competitors as possible—or put yourself against a competitor that is bigger
thanyou. It should be so big that any frontal attack seems suicidal. This way, you are oppos-
ing the status quo and presenting yourself as the underdog. You are telling a variation of a
David and Goliath story, where the audience’s sympathy is inevitably on David’s side.

For example, take a closer look at Steve Jobs’ 2005 keynote at MacWorld, or, more specifi-
cally, at his presentation of the iPod Shuffle—Apple’s low-end MP3 player. Although it
proved to be very successful (a market researcher NPD Group estimated that the Shuffle
captured 43 percent of the Flash-based player market after only its second month of
existence), I have to admit that I was initially very skeptical of this product. A screenless
MP3 player? How the heck do I find my songs? After I saw the presentation I was totally
convinced that it was a great product that I personally didn't need. I didn't buy one
myself, but I did convince a number of my friends to buy one. So, how did Jobs do that?
He kicked off with a short review of the market (of which Apple had exactly 0 percent)
and then got to the problem:

So, we've taken a look at this market and it’s a zoo! It’s a zillion little Flash players
and the market is incredibly fragmented; nobody has much market share, nobody's
investing in marketing and growing the market. The products are all pretty much
the same.

He then went on to describe some very specific aspects of the competitor’s products he
hates: tiny little screens, “tortured” user interfaces, and expensive AAA batteries.

NOTE And this is a lesson! You cannot fight an abstract status quo; it has to be repre-
sented by someone in particular. If you can name them, that's great. Otherwise you're
stuck with abstract competition, like in advertising when a brand like Tide compares itself
to those “ordinary washing agents.” Admittedly, this is a very bad cliché, but if you play with
itin a humorous way, it might work.

This is not the only presentation where Jobs takes this approach. As a matter of fact, he
does this almost every time. In his 2007 iPhone presentation, he compares his product
with Blackberry, Palm, and Motorola products; in his iconic 2001 iPod presentation he
showed logos of Creative, Sonic Blue, and Sony just to say, “They haven't had a hit yet.”
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Whenever possible, Jobs brings with him on stage many competitors (usually sticking to
no more than four at a time). His message—"this is the way the industry thinks right now
and we are going to change it"—still works. This message works especially well when your
company'’s slogan is “Think Different,” which, in case you don't know, is itself a pun on
IBM’s motto “Think.”

> A conflict with “forces”—like nature, economy, trends, or even fate, the so-called
“objective challenges.” How do we fit this processor into that case? How do we move a
building? How do we fight obesity and/or starvation? The challenge with working with
this sort of problem is that you need to evoke compassion for both sides. It's not just
“Wow, great, Apple!”, but it also should be “Oh, poor Sony” (or vice versa, depending on
your personal preferences). If you think of any successful movie in which characters are
pitted against forces of nature, such as Titanic or Jaws, there’s always a conflict among
human characters as well, which is what the film is actually about. Films in which most of
the conflict is with the forces of nature and not between the characters don't get screen-
writing nominations or become box-office hits.

It's the same with presentations. If you want to fight obesity, your best bet is to illus-
trate your point with a story of a guy who made it rather than the guy who didn't. Al
Gore in his An Inconvenient Truth is not fighting global warming so much as he is fight-
ing C02-emitting industrialists and climate change skeptics. On the level of values, it's
the battle of the future versus the past. The last phrase of Gore’s film is this: “Future
generations may well have occasion to ask themselves, ‘What were our parents think-
ing? Why didn't they wake up when they had a chance?” We have to hear that question
from them, now.” He is making it personal.

Objective challenges are difficult. They create a nice context—people suddenly have
things worth fighting for—but the drama still happens between people. Consider Apple
again: the “objective challenge” was to build a lightweight notebook. But look at the dif-
ference in approaches! This part is the one that holds audience’s attention.

Thelast thing I want to say in this section is that the problem should be severe enough to
worry about. The answer to the question “What happens if we don't solve this problem?”
should be frightening enough. What if they don't build the lightweight notebook com-
puter? Well, you have to continue carrying your six-pound monster on your back till the
dayyou die! As a Russian scriptwriter Arif Aliev likes to say: “Your hero should have a

4

problem that it is impossible to live with

So, again, what's the core problem and conflict of your presentation? Write it down.
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Keeping the Tension

Let me admit one thing: having a problem in the beginning of your presentation is easy. It really
is. Lot’s of people do it. The thing is that most of them do it badly. They approach the task very
formally. They announce the problem and then they solve it almost immediately. The tension
disappears and the story ends, and then they proceed to tell the facts they think they need to
tell. What a disappointment.

Thisisnot unique to presentations. Movies (or rather movie-goers) suffer from it as well; it
is called “the second-act syndrome.” In a classic three-act structure, you introduce your heroes
and establish conflictin Act 1, resolve the conflict in Act 3, and Act 2 is something in between.
Even today, when lots of film and TV scriptwriters don't really use the three-act structure, the
name for the problem, “the second-act syndrome,” still holds.

So how does this manifest itself? Common manifestations of the second-act syndrome on
the audience’s side are:

» Glances at the clock or one’s wristwatch
» Checking e-mail or Twitter on a mobile device

» Reading handouts (better) or unrelated printouts (worse)

On the presenter’s side, it's:
» Increased monotony of voice and/or faster speech in the attempt to get to the end sooner

» Increased use of questions like “Where was I?” with an honest answer to that question
being, of course, “nowhere.”

The cure for this syndrome isto’keep the problem unresolved until the very end; doing so
will maintain an emotional rhythm like the one illustrated on Figure 3-3.

It doesn't mean that you should necessarily withhold information and keep the audience in
the dark. But there always should be at least one important question hanging unanswered. For
example, your presentation starts with a description of an urgent and serious problem in your
department. Instantly, the question arises: did you solve the problem? If you hold an answer
for 20 minutes, especially during a boardroom meeting, your audience might kill you. You need
to say: “Don‘t worry, the problem has been solved”. Next, you answer the questions: “But how
did we do this? At what expense?” You have to keep asking the questions that lead the audience
toward your ultimate goal.

The idea here is to make your presentation as close to a conversation as possible. Thisis
the way to hold interest. Let’s face it: Presentations are often cheap, wholesale alternatives to
talking to each individual separately. But it’s still a talk! Talking involves discussing points,
asking questions, and establishing propositions. It’s a dialogue, a conversation—not a one-way
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broadcast! You need to'emulate discussion in your presentations whenever possible. One way to
do so is to predict the questions that the audience is going to ask anyway—and ask them your-
self. An even better way is to ask important questions the audience might not have considered.
You need to split your major problem, the main conflict of your story, into several separate ques-
tions in such a way that the answers, when combined, create the bridge between the goal and
the initial problem.

A
I N —

In a mediocre presentation we have a
question in the beginning, but then....

Good presentation has an emotional rhythm
like one of a heartbeat, a conversation.
FIGURE 3-3: Presentation’s emotional rhythm.

How many questions should there be? If your presentation is a short two-minute elevator
speech, one question is probably enough. There is no upper limit; I know people who even rec-
ommend using questions for slide headers instead of propositions. This way they have at least as
many questions as they have slides. What really matters is that your presentation is memorable.
For example, Guy Kawasaki’s “The Art of Start” has 10 parts and each of those parts has a little
“what’s the problem” section. I'm pretty sure Guy knows that nobody is going to remember all
10 ideas. But he doesn'’t care. He is okay with the audience remembering three or four messages
that are most personally appealing to them.

Steve Jobs traditionally has three partsin his “second act.” If you consider his 2001 iPod
presentation again, first he says that “nobody has a hit yet” (a big problem), then he makes a
promise that the Apple brand is going to be fantastic in the area of digital music, and then he
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gives the audience the main tagline which is also his main objective challenge: “A thousand
songs, your whole music library in your pocket.” Then he proceeds to tell about three major
breakthroughs:

» Ultra-portable. Problem: “How do we hold a thousand songs in your pocket?”

» Apple’s legendary ease of use. Problem: “If any of you have ever used a portable music
device or any portable digital device, a camera, or even a VCR, you know that consumer
electronic devices are not known for their ease of use, right?”

» Auto-sync. Problem: “What happens when you add some new music to iTunes, you re-
arrange your playlist, add new playlists, and so on?”

P AEWeVd o very)

He then concludes that there is no other company that can put all those three things pestions al don
together, thus wrapping up his talk. He adds the price tag and shipping info (the call for action) '\v\o\'\c‘ﬁ.‘\/e( g),::eo\ Yo
and his trademark “the coolest gift” slide: “don’t buy it for yourself, but for your loved ones” (the V\eoessmf;?,\o\ews os
values thing). Those three questions hold the entire show together. Jobs even allows himself Y’\"r:f.\iv\s_ Phrase
occasional departures from the main topic (after part two, he has a mini-presentation of iTunes’ :\L,U::M \Wo e\’e:g) l;
next version) and still gets back on track. Sodkeepasking questions. \ike- \,\owe\/:‘;’w

Now, consider this problem: I want to lead the audience from my central question to my pre- ~ \W~a/® )(:;\: a
sentation’s goal. What questions will they need answers to in order to make this transition? :\M;:\ov\— V\swe\"\v‘i?\

Select what seem to be the most important questions and then group everything else under W:O\e.” \wis ‘S‘SW
those questions. You should have three logical levels of questions: the core question, several e Wj"\"e ov\eo\ op
important questions, and everything else. ecep™e 7

Explaining the Solution

When you get to the lowest level of your presentation—the actual words, the slides, the fabric of
your speech—you still need conflict. Remember, people understand things only by comparison
to other things. Without context, a background, facts have no meaning. Let’s look at the 2001
iPod presentation one more time, or, more specifically, at the “Ultra portable” part. Here are the
levels of conflict:

Level 1 Problem: Existing MP3 players are largely unusable; nobody has a hit yet.
Solution: Apple brand is going to be fantastic; we will put a thousand songs in your pocket.

Level 2 Problem: If we want to hold a thousand songs in your pocket, how do we do this?
Solution: We start with an ultra-thin hard drive.

Level 3 Problem: But how do we get a thousand songs on this hard drive?
Solution: We use Firewire.

Level 4 Problem: Why Firewire? Solution: Because it's fast.
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Level 5 Problem: How fast is it exactly? Solution: You can download an entire CDin 5 to 10
seconds. Let's take a look how it compares to USB. Here, on the lowest possible level he has a
2x2 matrix comparing USB and Firewire, with the latter clearly winning.

From the top level to the bottom, there is conflict, contrast, problems, and solutions. Ideally,
you don't present a single important fact or opinion without a counter fact, a counter opinion, a

background, or a comparison.

What's the difference between comparisons that work and comparisons that don't? Bruce
Ching of the Valparaiso University School of Law suggested three criteria: familiarity, emotional
resonance, and freedom from unintended associations. I am expanding this list with one more
item: avoid avoiding the obvious.

>

>

>

Familiarity: This is where your knowledge of the audience comes in. You need to make
sure that that you are comparing an unfamiliar thing (the one that you are presenting)
with something the audience is familiar with. For instance, if you are saying that your
MP3 player is smaller than a pack of gum, you have to make sure they think of the right
pack of gum. If you are saying that it weighs about the same as four quarters, you have
to make sure that they know how much weight four quarters feel like. Being from Rus-
sia, I don't carry quarters in my pocket regularly (not unless I am in the United States,
anyway), so I don't really know what it means on the experiential level. The knowledge
should be tangible, not abstract.

Emotional resonance: If they know how it feels, the comparison will produce at least
some emotional resonance. One way to improve here is to connect to highly emotional
topics like love, death, birth, sex, celebrities, religion, or politics. I credit at least some
success of my presentation “Death by PowerPoint” to the dramatic title.

Avoid avoiding the obvious: Sometimes it is good to compare apples to oranges. For
example, many independent consultants (like me) don’t compare the price of their
online course to the price of other online courses. Rather, they compare it to the price
of their live seminar or private coaching rate. However, there’s always a fine line. When
Apple’s Phil Schiller was comparing a number of applications available for different
mobile platforms, he listed Palm, Blackberry, Nokia, Android, and iPhone, but somehow
failed to include Microsoft Windows. This is cheating.

Unintended associations: This is another pitfall to be wary of; your comparisons may
yield unintended associations in the minds of your audience. For example, bringing in
sex or death will always produce unintended associations. There’s no way to completely
avoid it. You will likely upset somebody. Still, playing safe isn't what the presentations
are about. Risk pays out. Just keep in mind that risky isn’t the same as reckless. Try to be
cognizant of the associations you might be stirring up in your audience.
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Let me give you one final example here. On March 23, 1775, Patrick Henry, a Virginia politi- " Toke :\:{6'
cian and one of the founding fathers, gave one of the most famous speeches in the history of T\’f;i As wn
speeches. It is called “Give me Liberty or Give Me Death.” The speech called for mobilization z:;\e A and 2::*\,\.\\, A
against the British and resulted in Virginia joining the War for Independence. This speech is e A ;)M N
really well-known and has been analyzed extensively, but it’s worth looking at again. of the s?j(\ovx wnarks
The speech has a very strong beginning: :\‘::;L u:\e Fwird of
The question before the House is one of awful moment to this country. For my own e S?ee° \,\‘,\Mﬂ
part, I consider it as nothing less than a question of freedom or slavery; and in pro- %"es*\o:oée of v .
portion to the magnitude of the subject ought to be the freedom of the debate. It is e;z\: s wmade ‘”Y’o:v\_v?
only in this way that we can hope to arrive at truth, and fulfill the great responsi- sw oskions™ \0 per
bility which we hold to God and our country. 3 ‘,erce“*?

Right there, he brings in big things: freedom, slavery, truth, God. The ending is equally strong:

Is life so dear, or peace so sweet, as to be purchased at the price of chains and slav-
ery? Forbid it, Almighty God! I know not what course others may take; but as for
me, give me liberty or give me death!

It's God and death and slavery again. You might think that your topic is not so hot and not
worth such a fuss. But judging by the speech’s beginning, there were a lot of folks at the Virginia
Convention that day who didn't think this whole “revolution” thing was worth the fuss either.
“Well, we have lived under the British for quite some time. Sure it's not ideal, but thisis life!” I
imagine some of them were thinking.

Inthe middle he poses some very difficult questions and makes great comparisons:

They tell us, sir, that we are weak; unable to cope with so formidable an adversary.

But when shall we be stronger? Will it be the next week, or the nextyear? . . . Sir, we
are not weak if we make a proper use of those means which the God of nature hath

placed in our power.

Again, he contrasts the present state with a hypothetical future state. He brings in God. Sure, he
polarizes the audience. But he gets the job done, and this is what I wish most dearly for you and me.

HERQ AND VILLAIN

One day in the early 1930s in England, a university professor was correcting some School Cer-
tificate papers. The task was a boring one. He got distracted, picked up a blank piece of paper,
and scribbled the following sentence: “In a hole in the ground there lived a [hero].” The original
sentence, of course, named the hero explicitly but for those of you who don't recognize the sen-
tence, I will conceal the hero’s identity for now.
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In a couple of years the sentence was developed into a book, which was published by George
Allen & Unwin, Ltd. of London in 1937. The critical acclaim was almost unanimous; the book was
nominated for the Carnegie Medal and awarded a prize from the New York Herald Tribune. The
publishers demanded a sequel, which took some years to complete, but eventually was published
in 1954, It became one of the best-selling books of the 20th century and made it to first place in
the BBC's Top 100 books. The screen adaptation became one of the most financially successful
movie projects in history (currently the fifth highest-grossing series of all times) and won 17
out of the 30 Academy Awards it was nominated for. The missing word from that opening line, of
course, is hobbit. It all started with a hero.

WOTE There's a slight problem with the word hero; some people think it's too male-cen-
tered and that the image of the hero is one of a warrior. Let me assure you that this is not
my vision, for me Juliette is as much of a hero as Romeo.

Believe it or not, I was once a hero of a somewhat similar story, although it lasted for only
three days and never resulted in any Oscars. But I did a good presentation. My client was a facili-
ties management company. I was creating a presentation that they needed to send along with
their bidding application. The idea was to differentiate them from other companies, which
provided rather unimaginative PowerPoint slides almost leaking with text. As usual, I gathered
basic information, established the goal and the conflict, but was in doubt about the form. No,
that’s not true; Iwasn'tin doubt. I was clueless. My imagination decided to take a break this
day; I was helplessly, desperately stuck.

I'was browsing a photo stock website hoping to find a metaphor or inspirational idea, and
thenI saw my guy (see Figure 3-4).

Hi there! My name is Viktor...
But you can just call me Vitya.

[ work for

— as you might have
guessed, we are
professional facility managers.

So, what about your building...?
Is it managed by the pros?

FIGURE 3-4: The main hero introducing himself.



Hero and Villain

This image just made the whole presentation for me. It just clicked, like a puzzle coming p ™ woud v ei—\»e
together. He became the host, the presenter, talking to the audience from the screen and telling worked j\/i:eo\
them about various challenges and solutions. Most of the text he “spoke” came from word-by-word i We Le ‘,\og)ees-) hs
citations from the managers I interviewed. I also found other characters that complementedand ~ * JW:A e W”‘)"*
contrasted with him (see Figure 3-5). In the end, it worked great. wj\za*?we. Bm’(\:;:
Now let me warn you in advance: creating a hero for your presentation is not a trivial task. some™" fo kee?

It could be quite difficult; it requires a lot of conscious effort. Personally, I dont do it unlessthe e
presentation is really, really important—or as a last resort. On the bright side it is really, I mean

really, helpful. Some people even go as far as saying that “the hero is the story.” I don't find it

quite that way exactly; there are a lot of other story components that need to be done for the

hero to really work, most notably, the villain. There is always need for a contrast and a pretty

strong one. The general rule of drama is that the easier it is for the hero to overcome the villain
and his own weaknesses, the less value there is in the drama. In the beginning, the villain has
to be stronger and the hero’s problems should seem overwhelming. If your hero is Superman,
your enemy should be somebody like Lex Luthor.

O*’ﬁw_/r MMMQ

FIGURE 3-5: The hero and other contrasting characters.
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Asyou may have guessed by now, having a hero/character is most useful when you aren’t
presenting in person. Hero-based presentations work great over e-mail or via the Web, but they
can be fairly useless when it comes to an actual meeting; there isn’t much you can add to them
with your voice. In this part I will analyze different strategies for using heroes and villains in
your presentations. Basically, there are just three ways to use heroes and villains:

» Telling the client’s story
» Telling your company'’s story

» Telling your personal story

Telling the Client’s Story

Client-centric stories are very much like customer testimonials. They tell a story of a person who
had a problem that was solved thanks to your solution. If you have a real person with a real name
and address, great. Stress that. If not, no problem. Just tell what seems to you like a typical story.
The pitfall to avoid here is that the fewer details you give about heroes, the more abstract they
become. You know the problem with abstractions—they are hard to empathize with. You need to
give your imagined heroes some very real traits, to “flesh them out,” as some scriptwriters say.

The presentation most famous for taking advantage of this method is called “Meet Henry”
by Scott Schwertly of Ethos3. It became extremely popular and produced a vast array of imita-
tions and, as some of those imitations claim, started a whole new genre. It goes like this: on the
very first slide we are introduced to a hero—Henry, a likable young man who lives in Vancouver,
likes coffee, cheers for the Canucks, has an MBA, but sucks at public speaking. Why? Because
of PowerPoint, his slides look awful. Ahh, poor Henry. Next, we are introduced to Erica (see Fig-
ure 3-6), who is described almost exactly like Henry except that she’s female and, apparently,
rocks at public speaking. Why? Well, thanks to the communications agency she understands
content, design, and delivery. Join Erica in the presentation revolution.

Now, consider: Who is Henry in real life? He is, of course, your prospective client. Who is Erica?
Ericaisyour existing client. Sheis also Henry’s doppelganger, a double, whose sole purpose is to
contrast Henry. She is the ideal Henry. She is what Sherlock Holmes is to Professor Moriarty: the
same person with only one difference—he is better. But neither Erica nor Henry is evil, right? Then
who's the arch villain, I hear you asking? It is, of course, PowerPoint.

The setup is really simple. You have a hero who is very nice, but has one serious personal
drawback, the drawback that ultimately leads to problems in his career. He has a need and he
might even not be aware of it. But you are. And you show him how to solve his problem with your
solution. Genius.
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FIGURE 3-6: Henry and Erica.

Sometimes people are afraid to give serious flaws to their heroes because they think that the
audience will be reluctant to associate themselves with such a hero. “Oh no,” they say, “clients
will never recognize themselves in this person.” Try it. It works. After all, you are not going for
a full frontal attack. You are not saying directly to your prospective clients, “You suck at Power-
Point (or whatever you are selling)!” The beauty of having a client-hero with a drawback is in its
gentleness and indirectness.

WNOTE However, believe it or not, the second prize in SlideShare’s 2010 annual presenta-
tion contest went to a presentation titled “You Suck at PowerPoint!” Yes, it is blunt, but it
works, too!

Let me give you even more stunning example from the world of advertising: the 2009 Coca-
Cola’s Super Bowl Sunday ad, a cartoon produced by The Simpsons” team. It starts off with the
main character, Mr. Burns. Now, if you don't watch The Simpsons, let me tell you that there is no
worse character than Mr. Burns. In a way, he is the best character because he is the most flexible
one. He can do anything! No moral barriers whatsoever. But in this episode, he has some bad
luck. Mr. Burns is broke; the financial crisis got him. We see shares of his company plummet, his
property auctioned, and even his house removed by giant helicopters. He is now homeless. He
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walks to the nearby park and sees lots of people playing, conversing, and just walking around
being ridiculously happy. Finally, one of them takes pity and offers him a bottle of Coke. At this
point, Mr. Burns becomes ridiculously happy himself. “Coca-Cola: Open Happiness.”

Now, why did The Coca-Cola Company choose to associate with the most unsympathetic
character in the series? Because he became better in the end and contrast is the only thing
that matters. Let’s look at the setup: we have a hero who has a drawback (he is evil), a need (he
isunhappy), and a problem (he is broke). Please notice that his problem is not even remotely
related to the need and the drawback. He was rich before and we have no doubt that he will
become rich again very soon (because this is who he is). But he must have some sort of the outer
problem; otherwise, there’s no motivation for change. By the end of this 30-second episode he

X becomes happier and more human and he acquires a new friend. (Recall the discussion of values

and presentations in Chapter 2.)

I once created a presentation for an agency that was recruiting people for drug trials. (I am
under the NDA here and I can’t disclose too much detail.) Iintroduced a hero, a sympathetic old
gentleman suffering from multiple sclerosis. MS is a quite severe condition without any known
cure, but some companies are currently experimenting with different drugs. One day he went
online to learn more about his condition and saw a Google ad. We walked him through all the
perils of the drug trial recruitment process, of which there are many, we put him on some drugs,
and in the end he was sitting with his wife on his couch and smiling. He was alive and maybe not
completely well (he still has MS), but obviously better off.

Canyou tell a story of your customer in that way? It's not too difficult, it’s entertaining, and
it works. Tryit.

Telling the Company's Story

In 1981, the Scandinavian Airlines company (SAS) was in turmoil. The management team lead
by newly appointed CEQ Jan Carlzon was preparing to implement many organizational changes.
As apart of the effort, they produced a 25-page booklet called “Let’s Get in There and Fight,”
soon nicknamed “the little red book” for its distinctive red cover. The booklet was distributed to
all 20,000 employees of the company. Its goal was to present the management’s overall strategy
and, more importantly, their expectations of the employees. But it wasn't a typical 20th century
corporate brochure, with lots of badly written texts and meaningless data. In fact, it was an
ideal 21st century presentation.

There were very few words on each page and it was filled with cartoon-like drawings of air-
planes. There was the main hero, a sympathetic and even sweet airplane guy who represented
SAS. He was smiling at first, frowning as he was passing through difficulties, and even covering
his eyes with his wings when he went into a nosedive. There were other airplanes representing
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SAS’s competitors, such as Delta and Lufthansa. The Delta guy was a tough-looking airplane
wearing a cowboy hat and smoking a big cigar, whereas Lufthansa had clock dials where his eyes
should have been obviously representing his fanatical punctuality (which the main hero sadly
lacked). But in the end, the SAS guy prevailed. On the last slide there were two pair of hands
supporting each other contrasted with another pair pointing at each other and the message
was: “The customer doesn't care whose fault it is; we've got to work together!”

As Carlzon himself later recalled, “Many people thought the little red book was far too sim-
plistic for SAS’s many intellectual and highly educated employees. . . . [But] simplistic or not,
thelittle red book was an effective communications tool internally.”

This is one possible way to tell a story about a company. If you are presenting live, you prob-
ably don't need to draw a character but can get away with a collective “we,” “We thought,” “we
did,” and so on. Essentially it's the same as “me” but much more humble (but also less personal).
Steve Jobs does it all the time; the main hero of his presentations is, of course, his team, Apple.
But of course, thisisjust a variation of the presentation.

So, you start with a hero who has many good features. And you put him or her against a great
problem, a challenge. You introduce other worthy characters competing for the same goal. You
can also give the hero some defect, some inner psychological problem, a weakness that he or
she should be solving throughout the presentation. Don't focus on it too much: it's very hard to

_\r
: o . v oo
observe the inner struggle. But remember to get back to it in the end; this is your “values” part. » wake !
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Ifyou look again at the great presentations, most of them are highly personalized:

Steve Jobs: He is probably the greatest egomaniac around. His computer calls him “my
father”!

Dick Hardt: Whose identity do you think he takes as the prime example? “This is what I like
towear, thisis what I like to drive; this is my identity.”

Guy Kawasaki: The whole presentation is about his experience as an entrepreneur and ven-
ture capitalist.

Dr. Martin Luther King, Jr.: “I have a dream.” Not “my clients have a dream,” not even
“black America has a dream.” I. Have. A. Dream. He shares his personal vision.

Ithink the main reason people are afraid to make it personal is because for every position
there’s an opposition. They shy away from telling what they think because they are afraid to be
personally criticized. The workaround is to accommodate criticism as a part of your presenta-
tion; it will only make it better. The next problem is that you probably don't know what they are
going to criticize you for. Well, there’s one way to find out.

Secondly, people are afraid that nobody’s interested in them unless they are somebody
famous, which is true. No, really, I think it is true. Why do I have to listen to you? And I think
the only feasible answer to this question is this: I am a storyteller. I am an artist. I am the one
who puts a lot of energy and effort in crafting the stories; I made it so it's a present for you, my
audience. People seldom refuse presents. It is considered impolite. They also feel obligated
afterward: reciprocity at work.

The third problem is that there’s actually very little you can tell about yourself. Your experi-
ence is limited; how many truly different stories you can tell? The good news is that your com-
passion increases your ability to tell stories about other people. For example, when telling a
story of a person suffering from MS, I tried to “put myselfin his shoes,” imagining how it was to
have alife-threatening disease and be participating in a drug trial.

— ‘,oss'\\o\ei N One of my clients, a marketing manager of a major telecommunications company, told me

X AN . . .
op for fiest .\,\:\/\eﬂ once how their department suspended their employer-paid cell phone accounts and opened
ex‘,er\?“ws' accounts like regular customers. Within a couple of days they had dozens of suggestions on how

ace P to improve client service. For example, while trying to pay for the cell phone from their own
bank accounts (something they never did before), theyrealized that the minimum payment
was too high. So they lowered it. It was easy to convince the management to do it because they
spoke from their experiences and were persuasive. The increase in number of payments was dra-
matic and now more than 40 percent of the payments the company receives via bank transfers
are below the former limit.
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Presenting Your Strengths and Weaknesses

The biggest problem of “me” presentations is lack of humility. I think there are probably many
people who don't speak from their own experiences (or do it poorly) not because they are afraid,
but because they simply think that this is a bad thing to do. Nancy Duarte, the principle of
Duarte Design and the author of a best-selling book on presentations called Resonate, is 100 per-
cent right in saying, “Audience detests arrogance and self-centeredness.”

. . . \nero 1S
The problem with me presentations is when people talk only about their strengths. Here's the \/°°‘:o " Lo Yy
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one of the versions of a mask that you're wearing while you're on stage. The word “mask”isabit g wou se:
discomforting, I know. But still, it’s a mask. It's just an image of you with similar features. Ifyou pigferenc®®
don't construct it yourself, the audience will gladly do it for you, and I don't think you should

trust them with this. This is your job. After all, this is your mask.

You are the author, not the actor. This is very important. This stance allows you to manip-
ulate your hero in a way that suits you. Again, you don't need to lie or invent anything. Be
as transparent and as honest as you can. I think it’s a very noble task to attempt to get your
mask as close to “real you” as possible. I don't know why but by default it becomes really
skewed. Fixing this mask is probably my premier interest in this life. Still—it is a mask.

What's even more important is that this stance allows you to have clear-cut opinions on
your issues. The real Arnold Schwarzenegger probably doesn’t really have clear-cut opinions on
anything—he is a live human being, he has doubts like the rest of us. But his mask, the Termi-
nator (or the Governator) can. Do you get it? Your “real you” is just too complex for a presenta-
tion, whereas your hero, who is a simplified image of you, is perfectly fine. You don’t even need
to hide stuff; just keep in mind that the show time is limited, the clock is ticking, there’s only
that much you can show anyway, and you need to show your most important stuff. Now what are
you going to show?

Remember that traditional Greek theater masks always come in pairs. There’s a sad one and
a happy one. Your hero can be both. Moreover, your hero needs to be both. This is how you solve
the conflict problem as well as the humility problem. It can be painful, but the fact that it's just a
mask somehow eases the pain.

One of the best presentations I ever attended personally was a speech by Marat Guelman, a
Russian-Jewish contemporary art dealer and political consultant. He was speaking at one of
the Russian TEDx conferences, an independently organized TEDx event.
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WOTE TEDx is a franchise project of a popular American conference TED, which is per-
haps the best conference in the world—at least as far as presentations are concerned.
More that 850 presentations from this conference are freely available to watch online at
www . ted.com, and by the standards of any other conference most of them are outstanding.

Visit http://www.ted.com/tedx for more details about TEDx.

In 15 minutes he told seven stories about various people taking advantage of his ignorance and
foolishness—all of which allowed him to become who he is. Here are things he told about himself:

I'was easily fooled because if you're a son of a famous person it’s extremely difficult to be a
common engineer.

I couldn’t go back because my ego would have never survived it.

When I was 45, I had a midlife crisis and didn't know what to do.

Hiswasthe best presentation I saw live. He was passionate, he was charming, he was candid
and he was humble. He had a point, he was easy to follow, and he was interesting to listen to. It
was an adventure story. There was a hero, there were villains, and by the end of the presentation
the hero was victorious and was transformed. Was that “the real Marat Guelman”? Hardly. The
real Marat Guelman is much more complex. Was he lying? I don’t think so.

Ifthat's not enough (and I know it's not), watch Al Gore’s 2006 presentation at TED. Before
getting to his main subject, which predictably was global warming, he spent several minutes
talking about his experience as a loser in the presidential race. He presented himself as a loser
in the beginning—only to come as a winner in the end.

Finally, have a look at the first entry of Google's corporate history (http://www.google.com/
corporate/history.html):

1995: Larry Page and Sergey Brin meet at Stanford. According to some accounts,
they disagree about most everything during this first meeting.

We can only imagine what the word disagree means here. Did they fight? If you scroll farther
down there’s even more fun stuff. The first check was written to an entity that wasn't even reg-
istered; they started off in a garage (which by now has become acceptable and even hip)!

What this all means is that you don't have to present yourself or your company as an equiva-
lent of Superman. It's not necessary, and most people are far more forgiving than you think. I
hear you saying: “But hey, now when they are rich and famous, they can have this luxury.” It
doesn’t matter. If you demonstrate growth, people will trust (believe) that you will grow more.
And by growth I mean inner growth, not just acquiring fame and wealth. So, humility works.
Change matters.


http://www.ted.com
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Summary

The key points to remember from this chapter are as follows:

> No conflict—no story. If you want to evoke emotions, you need drama, and there’s no
drama without conflict. No conflict attracts as much attention as a conflict between
actual people. It is even better if the challenge seems overwhelming at first. A greater
challenge elicits more drama.

> Keep the conflict alive. Don't resolve your conflict prematurely, but if you do set up the
next conflict right away. Ask yourself: “If I want to lead my audience from the problem to
my goal, what questions do I need to answer for them?”

» Keep comparing—even at the most basic, factual level. Always put your facts, your
data, in context; otherwise they have no meaning.

» Heroes win. Creating stories with heroesis a difficult yet very effective technique. Come
up with a hero, and give him or her a problem to solve, and then introduce the solution
step by step. If you want to make a great presentation, give your hero an inner moral or
psychological problem, which he or she overcomes in the end. This inner problem should
be related to the values you are ultimately promoting.

> You are not your hero. Your best hero will always be based on you, but it is not exactly
you. You are the storyteller, not the actor. This position allows you to control the image
that you project and leaves space for humility.






The Story's Unity

IN THIS CHAPTER

Finding the gestalt of your story

Choosing how many parts to have

Recognizing why balance is important

Applying L.A.T.C.H. to presentations
Considering some case studies

This chapter is concerned with arranging the information you have
in a dramatic story. It covers what should be in the beginning, the middle, and the end; it
covers the problem of balance between different parts of the story and ways to organize your
middle part—which is the longest and thus the most difficult part to present. This chapter also
examines the structure of some of the world’s most famous presentations and covers what you

can learn from them.
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When talking about a story’s unity, I mean the psychological satisfaction derived by both presenter
and the audience from the completeness and internal consistency of the speech. A storyis whole
when all the important questions are answered, all the information is in its rightful place, and any
implications of the story are clear. It's the gestalt effect in action. When answering the question of
what makes a story whole, you actually need to get back to the question, “What's story?”

According to John Truby, the author of The Anatomy of Story, whom I referred to in Chapter 3:

All stories are a form of communication that expresses the dramatic code. The dra-
matic code, embedded deep in the human psyche, is an artistic description of how
a person can grow or evolve.

So what's a dramatic code? In short, dramatic code consists of a character with a desire.
While pursuing his or her desire, the character encounters obstacles, and while trying to over-
come the obstacles, he or she changes irreversibly. This is the one part of the equation which I
pretty much covered in the previous chapter. It is known in Russian playwriting school as fabula.

Next, there’s a second part known as syuzhet; it’s the dramatic arc or dramatic structure, the
emotional trajectory that the story follows. The closest plain English word to syuzhet is “plot”
(although it is arguably very ambiguous by itself). So, what makes a good syuzhet? The best and
the oldest answer to this question can be found in Aristotle’s Poetics circa 335 BCE, “A whole is
what has a beginning and middle and end,” to which the 20%-century French film director Jean-
Luc Godard famously replied, “A story should have a beginning, a middle, and anend. . . but not
necessarily in that order.”

Godard’s comment notwithstanding, I suggest that you stick with the sequential order, at
least for now, but having these three essential parts is something that I 100 percent agree with:
the beginning, the middle, and the end. Most of the presentations I see (and I see a lot of them)
have just one part: the beginning, or the middle, or the end. Now what do I mean by the begin-
ning, the middle, and the end? What should be there?

Acts and Parts

Different parts of a play are called acts. There’s a classic structure called the three-act structure.
This is how Syd Field, author of Screenplay and The Screen Writer’s Workbook, outlines contents of
the acts:

1. Exposition and inciting incident: The characters are introduced and placed in a context.
Something happens that upsets the balance of things.
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2. Rising action: The character is working his (or her) way to resolve the problem, but that
way is complicated by problems to the point where the character begins to look like he
(or she) is going to snap.

3. Climax: The play reaches dramatic culmination and the conflict is resolved. The state of
equilibrium returns but the situation is changed irreversibly, for better or worse.

This sequence seems to be universal; it has many similarities in other genres. For example,
in a classical sonata the main musical theme is introduced in an exposition, contrasted in a
development, and resolved in a recapitulation. So if you listen to Bach’s fugues or violin concer-
tos, you will find the same pattern there. Although many contemporary pieces of art deviate
from this sequence (hence Godard’s “not necessarily in this order”), as far as presentations are
concerned this structure is underused rather than overused, so it’s best to stay with it for now.

Now, what's an “act”? In theater, an act starts when the curtain goes up and ends when
the curtain goes down. Presentations don’t have a curtain. In classical Greek theater there
was no curtain either; acts were divided up by a chorus coming onstage. The Romans had five
acts. If you write for today’s television format, there will be as many acts as there are commer-
cial breaks. None of these has anything to do with a story itself, but are just different ways of
breaking the storyinto parts.

Iwould argue that for the purposes of presentation, you have four parts in something I call
the classical structure:

1. Exposition: This is where you lay out the groundwork, establish the context, and introduce
yourself and your heroes.

2. Problem: Here you ask questions and introduce the conflicts, constraints, and challenges.

3. Solution: Thisis thelargest part, which is typically divided into several sub-parts. Ina
strict sense, thisisthe actual presentation. Everything else is auxiliary.

4. Conclusion: Here you summarize, discuss the morals of the story, and ask your audience
to do something.

The reason the first two parts, exposition and problem, are usually grouped togetherin Act I
is because the exposition is usually quite short. Granted, in a Woody Allen script we may be well
15 minutes into the film before any problem occurs. But mostly scriptwriters want to get to the
problem as quickly as possible; after all, this is where the action starts. If you consider a fairy
tale as an example, the exposition might not even be a complete sentence:

One upon a time there was a prince who wanted to marry a princess; but she would
have to be a real princess.
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This is the beginning of a classic Hans Christian Andersen fairy tale “The Princess and the
Pea.” In a single sentence we are introduced to the hero and we now know that he has a problem—
not just any random princess will suit His Royal Highness, only a real one. This is the beginning.
But short doesn't mean unimportant. Exposition is really important; it establishes an initial
backdrop, a frame for everything you are going to say. So I suggest adopting a four-part approach
instead of a three-part one.

Japanese film director Takeshi Kitano brilliantly illustrated these four parts in his 1970
screenplay. The script is really short; in fact it is so short that I can actually quote it here in its
entirety. It’s called “Samurai on a Toilet™:

>
(0_0)
(0_0)

()

That's it. That's the film. It's 20 characters long. It may be a little off color, but it's great!
Look, it has everything a movie—and a presentation for that matter—should have: a beginning,
amiddle, and an end. First, you have a hero: (>_<). Next comes the problem (0_o). He is Japa-
nese; his eyes shouldn't be like this; they are way too big. He obviously has a problem. But our
hero is persistent (0_0). He doesn't run away; he’s bold; he’s a samurai. Next, we see him smil-
ing calmly again: (*_"). The peace is restored. What a solid film! I really suggest you adopt this
structure for your presentations.

OTHER STORY STRUCTURES

There's also Gustav Freytag's five-piece structure from the 19th century, which consists

of Exposition, Rising Action, Climax, Falling Action, and Denouement. There is also Joseph
Campbell's monomyth or hero's journey, which consists of (wait for it) 17 different stages.
Lajos Egriin The Art of Dramatic Writing, one of the most influential books on the subject,
argues that we should avoid exposition and start straight with the conflict, and the Japanese
Jo-ha-ky structure puts emphasis on the speed of action: slow, speed up, rapid. These

are all interesting points of view and | encourage you to read a book or two on scriptwriting.
Although the topic might initially seem inapplicable to business presentations, | can assure
you that such cross-pollinations frequently produce interesting results.
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This structure is not the only one in existence. But I think especially for the beginners (and
still I consider myself a beginner in art of storytelling) it serves as solid training wheels. When
you master the art, you can go beyond this structure. In fact, you'll need to. After all, at a cer-
tain point, the words “classic” and “cliché” begin to mean the same thing. For now try and play
with this classic structure. It works.

Emotional Arc

Suppose you have those four parts. Is that all? Hardly. You have to arrange them in a sequence to
demonstrate your hero’s transformation from one state of mind to another. This has to do with
the goals of your presentation. How is it that you want to transform your audience? Do you want
to move them from ignorance to knowledge? From inaction to action? From cynicism to partici-
pation? You are the speaker; it’s your call.

If you succeed in establishing emotional rapport with your audience from the beginning,
they will be going through all those emotional states—the journey that ultimately results in a
change. Have alook at Figure 4-1; I am pretty sure you've seen somewhere. It's “the S-curve,”
one of the most widely recognized patterns of change. This is more or less how the story pro-
gresses in terms of emotions. You start out fine, then have a crisis (which is the motivations for
change), then have a period of boom, and finally hit a plateau. Notice that the second plateau
is slightly higher than the first one. If you need to take people from one level to another, this is
exactly howyou do it.

FIGURE 4-1: The S-curve applied to a story’s emotional arc.

The dotted line represents the comfort zone threshold. Both you and the audience need to
step outside this narrow line of your comfort zones for the change to happen. Outside of the
comfort zone you talk about your mistakes and your pain and dissatisfaction with the present
state of affairs. If your problem part is emotional enough and, again, if you have rapport with
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your audience, they will follow you. But it starts with you. It's like in comedy: one of the core
principles is that you can't laugh at other people before you have laughed at yourself and gotten
the audience on your side.

How emotional should the different parts of your presentation be? You can see my opinion on
this matter in Figure 4-2. You start relatively cool, then you get excited about the problem, then
you say (sometimes literally), “Don't panic, I have the solution”—that cools things off—and you
end with crescendo again.

RELATIVE EMOTIONALITY

Exposition Problem Solution Conclusion

FIGURE 4-2: Relative emotionality of the story parts.

CASE STUDY: THE STORY OF TOMATO SAUCE

Let’s analyze a presentation by Malcolm Gladwell, the New Yorker columnist and best-selling
writer who is widely renowned both as a master storyteller and presenter. This is a speech he
gave at a TED conference in 2004. I first saw itin 2006 and fell in love with it instantly. I watched
it dozens of times and even reproduced it on a number of occasions (giving full credit to Mr.

. can cos\Y) Gladwell) in order to understand how it feels to give a presentation like this. It influenced both

;;MZC-& online o my speaking style and my story design style profoundly. It's about 17 minutes long. So, without
WWW Xed.co™™ any further ado . . . Malcolm Gladwell.
yalks/ A Gladwell starts by talking about what he is going to talk about. He states that he thought of

Xi_sauce talking about his then-new book Blink! but since it had nothing to do with the overall theme of
\,\Hv?/ /" the event (which was happiness), he decided to change the subject and talk about his “great per-
2 OB sonal hero,” a guy named Howard Moskowitz. (Time: About one minute.)
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Case Study: The Story of Tomato Sauce

He then describes Moskowitz's appearance in great detail and explains that he is psychophysi-
cist and that his job has to do with measuring people’s perceptions of different foods. (Time: About
one minute.)

Next, he gives his hero a problem. Or, rather, Pepsi, Inc. gives Moskowitz a problem: to find
aperfect taste for Diet Pepsi. The hero failed; he was unable to come out with the perfect taste
despite the seeming obviousness of the task. The data he collected from test drinks were a mess;
they “were all over the place.” (Time: Two minutes.)

However, after a period of deliberation, he finally figured it out. It turns out there’s no such
thing as one perfect Pepsi, there are several perfect Pepsis. This didn't make any sense to the
audience, so Gladwell spends another five minutes telling the story of Moskowitz and Prego and
arevolutionary extra chunky tomato sauce that was discovered while searching for the perfect
tomato sauce. (Time: Five minutes.)

“Why is that important?” asks Gladwell. He then proceeds with revealing three implications
of his story:

1. People don't know what they want, so it’s bad idea to ask them. He illustrates with an
example of “milky weak coffee” which virtually everyone is drinking but nobody would
admit drinking. (Time: Three minutes.)

2. The discovery of horizontal segmentation: putting products not on a hierarchical scale,
where there are superior products and inferior products but on horizontal plane, where
there are just different products for different people. He illustrates this with a story of
Grey Poupon, a mustard brand. (Time: Two minutes.)

3. Finally, he arques why pursuing universal principles in food is wrong, illustrated with
research done by Moskowitz for Nescafé. (Time: Three more minutes.)

He concludes with a phrase, “In embracing the diversity of human beings, we will find a surer
way to true happiness.” Applause.

Have alook at Gladwell’s timeline in Figure 4-3. This talk is somewhat unusual in a sense
that his conclusion is very long. I can also tell you that this part was the most difficult for
me to remember. I do not recommend making your conclusion that long; it is a sign of moral-
izing, but since Gladwell illustrates all his points with additional stories and examples, his
talk goes together rather smoothly. All you need to remember is the sequence of the three
points. A more typical presentation would have a much shorter conclusion part, which would
be broken into three points, but as you can see, Gladwell’s design is also a possibility. Watch
your favorite presentation and try to break it down it this way. How many pieces does it
have? What are they?
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ADVANCED STRUCTURE

(in minutes)

Exposition Problem Solution Conclusion

FIGURE 4-3: Timeline of Gladwell's speech.

THE PROBLEM OF BALANCE

Most presentations I attend suffer from a problem: one of the main parts is way too long and the
others have been shrunk accordingly to fit the time frame. You cannot predict which one it is
going to be. It's almost like a horoscope; there are certain types of people who are comfortable
presenting the exposition part all day long, some who prefer to discuss the problem part, others
who enjoy the middle part, and finally those who over-discuss the call for action part. However,
to have a complete story, you need to do all of them. Let me tell you what exactly is wrong which
each of these approaches and how to deal with it.

Exposition

TOO MUCH

The vast majority of the presentations I see have just an exposition. Sadly, this has become the
gold standard of corporate communications. Why? Because this approach requires a minimal
amount of emotional labor. If you dont want to invest emotionally, just give them a very long
introduction and nothing else.

Here is a sequence of slides from an actual corporate presentation I was once asked to re-create
(Iknowit’s hard, but please bear with me):

1. About [company name]
2. Mission and vision statements

3. Keycorporate values
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. Worldwide headquarters
. Regional offices

. International presence

. Products of [company name]

4
5
6
7. Quality statement
8
9. Broad-based brand portfolio
0

. Keyfactsand figures
11. Award-winning brands

12. Competitive advantages of [company name]

Thelast slide included the company’s name again. That's it. Not even a “thank you” in the
end. Are you still here?

Thisis known as a “What’s your point?” presentation. Apart from being an utter bore, this
approach has another problem: It’s hard to believe. When people just lay down the facts, the
audience knows they are laying down only the facts that benefit their argument. The presenta-
tion becomes sterilized. It's dead. “Okay, so you have all those major international clients; I
know you are big and serious. Now tell me something interesting,” I always want to say at this
point. They never do. The idea of bigness and seriousness can be communicated in one slide.
Maybe two. Maybe even five if you are really big and serious about being big and serious. Not 12!

The problem is not that the presentation is about the company. We expect it to be. Introduc-
tion isimportant. And the problem is never that the speaker says something about himselfin
the beginning. I know some people in the industry are seriously against this—I'm not. After all,
when I listen to a speaker I do want to know who he is. The problem is that these are just facts;
there are no emotions attached. I'm bored and disengaged. These types of presentations go on
and on for what seems like an eternity.

TOO LITTLE

Thave to admit that thisis a rare problem, but I'll cover it anyway. Speakers jumping right into
the action signals one of two problems: either they are really short of time or they are so absorbed
in whatever problem is on their mind that they don't care about the audience. They don't care
about establishing common grounds, they don't care about the context, and they don't care if
they are going to be understood. Maybe they are right, and they shouldn’t care. I don't know. But
Tusually do care, and I'd suggest that you do, too. Before the bus departs it’s good to know your
passengers are on the bus, buckled up, and that they know where they are going. It just seems
like a reasonable idea.
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JUST RIGHT

Why do we even have an exposition part? The main goal of this part is to be a mini-presentation
of a bigger presentation. Here’s a short list of what you can do in the exposition part. Remember,
none of these items is obligatory.

P Not A ’V:::e 1. Introduce the ground rules. How long is your speech? Will there be a break and, if
mes*.‘d\z\,:\ereo\, so, when? Should the audience hold the questions until the end? Should they interrupt

e \.oem:{,), Lo TS ¢ you? If they interrupt you, should they raise their hands first? And so on. Obvious, yet

0\:::*0 plac® ",:rse frequently overlooked, ground rules. These are especially important if you are going on

n wou aﬁ:v\\wk Ao along journey together.

S\"°e: :\,;ggd Nike Yo Figure 4-4 shows a typical second lecture slide (the first presumably contains the speaker’s

\:Vv\\':\, Qiest- name and topic of the speech).

Hello!

My name is ...

O A ¥

11:20-12:00 Or else Questions?

FIGURE 4-4: A typical welcome slide.

2. Introduce your hero. Again, the hero is the story. If people in the audience don’t know

you, it may be appropriate to introduce yourself. Your words will have more impact if the
on\y sm"’g o\evant- audience sees you as an authority figure and not just some random person sharing his/
her opinions on the subject. If you have any#e€levant qualifications, experience, awards,
and so on, be sure they know about it:

cesen \‘\S‘\'s o
with \endL fieotions The best approach, of course, is to tell a very short personal story that mentions some of
i\ ﬂm‘ \
*\'\i ex‘,er\e,wf/@' those positions and awards. Also, if you intend to show your hero’s transformation, this
o

isthe place to reveal your hero’s weakness. “At the time, we were thinking that...” Thisis
the place where you plant a seed that you want to grow and blossom in the future parts.
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3. Introduce the situation. Give the audience some context so they can appreciate the
problem you will be talking about. Most of the time you cannot just say “the situation is
bad”; you have to say “the situation was fine but then it went bad.” This is the way people
appreciate how bad it became. Show some statistics. This gives your audience some fac-
tual background and also establishes an emotional baseline. Things will go downhill
from this point (but only for some time).

4. Introduce your story. If there’s any ambiguity about the subject of your talk, you can
clear it up right away, especially if you have a long presentation. Here comes the “I will be
talking about this and I will not be talking about that” slide. But again, do it only if you
think ambiguity exists. Otherwise “I have something great for you today” is perfectly
sufficient. If you have three stories just say “I have three stories, the first one is about...”
and then go straight to the story. If you have some overarching concept for the presenta-
tion, you might mention it here. But again, this is not the place for too much detail.

AGENDA SLIDES

Some people always have those “agenda” slides in their presentations, and what's even
worse is that some corporate standards mandate that you have one! | don't think these
slides are necessary, and they are often boring. Have you ever seen an agenda set forth in
a movie? No, not only would it be pointless, it would also harm the plot! You know what re-
ally needs an agenda? Dictionaries, reference books, and manuals. Things you don’t read
from the beginning to end. Most of the time an “agenda” slide indicates bad structure or
simply tells your audience when they need to wake up to catch the important parts. It's a
promise to be boring. If you have a lengthy solution you might need to give the audience the
plan for it, but only after you've presented the problem. More on this later in the chapter.

Exposition is an important part; it’s really just a couple of minutes long, so you canthink  p, e ke%ws.\,(\ov\
it through. Remember, you will never get a second chance to produce the first impression.  for *\{\‘\s 6\2‘: » The
There’s a widespread notion that you need to do something spectacular within a couple of v““* © <ion 1S “Oo
minutes, to produce a joke, to grab the audience’s attention. I honestly don't think that’s %9 g\‘w@a\\ need ¥©
the case. For the first couple of minutes the audience’s attention is sharp anyway, the &
novelty effect: “Whoa, somebody new is on stage! (Thank God it’s not me!)” Its also quite
sharp in the end; it's the middle that gets speakers into trouble.
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Problem

TOO MUCH

Imagine one day you're surfing the Internet and you see a flashing banner with a sign such as
“Your computer is in danger! Free virus check!” Well, everyone likes a free virus check, right?
Soyou click on it. Next, you see a website with a realistic-looking progress bar and some sta-
tus messages implying that a virus check is running on your computer. In a minute—it’s really
quick!—viruses (Trojans, worms, whatever) are found. Now you are being asked to download
and install a free Trojan removal tool. This is how you get an actual Trojan into your system, the
one that steals your passwords and turns your computer into a botnet node. This is also a typical
script (approach) for a great many business presentations.

Itisn't the worst script ever. After all, scare tactics like this do work. Whatever it is, it's not a
bore. You are engaged. The idea spreads. If you go to a website called www. Snopes. com (no, there
aren’t any free virus checks there!), you will find a great collection of urban legends. Click Random,
or betteryet, click Hot 25 for the hottest, most popular legends. Read any of them. There’s more
than 95 percent chance that the story you'll find will be about something frightening, about a girl
who foolishly went to the park at night and was dismembered by a maniac with an axe wearing a
bunny rabbit suit . . . Ah, the thrill! It will be a horror story of a sort, with a very simple, straightfor-
ward moral: don't be stupid. Don't go there. Don't talk to strangers. Don't. . . A very simple solution.
This use of simple scare tactics is the way urban legends work.

Al Gore’s An Inconvenient Truth is structured like this. Don’t get me wrong, it's a great pre-
sentation. It is probably one of the greatest presentations ever delivered. You might not agree
with it, but itis hard to deny the impact. As far as I know, this is the only presentation that won
an Oscar and got the Nobel Peace Prize at the same time. But if you look at it, it is structured the
way most urban legends are. Gore spends about 90 percent of the time discussing the problem.
He spends about 90 percent of the time trying to scare his audience. It's a horror story. Less than
10 percent is spent offering solutions. It's not his fault. He is not a scientist and even if he was,
there aren’t that many good solutions to the problem he is concerned with.

p TE uot see There’s anotion in the personal development industry: “The easiest way to make people

~ Lusiness happyis to make them unhappy first and then get them back to normal.” Some people take that

Vrese\’\‘\':‘:‘:“\‘e a bit too literally. And it does not only go “back to normal”; more often it's “better than before”!
)(mo:;W ace- However, very few complex problems have simple, straightforward solutions. Yes, discussing the

J(\I-\J‘(\S,:er sometnd problem is absolutely essential. Every decent presentation begins with discussing a problem.

\,E\;s indeed S?V\j‘a And sometimes you have to go to lengths for the audience to admit the problem. But this is just

yera' o\ *e’ri‘ e thefirststepinalong journey. Offer a plausible solution next. There are already way too many

wreond °rv\. Wated-  people running around crying wolf. You need to differentiate yourself.


http://www.Snopes.com
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TOO LITTLE

This problem is covered in detail in the previous chapter. If you don't answer the question “Why
bother?” no one will. Not answering this question presupposes a motivated audience, which in
my experience is a very rare occurrence.

JUST RIGHT

Again, thisissue is covered in the previous chapter, but let me recap here. The problem part
serves two main purposes:

» Provides a logical explanation for any further actions. Here you explain why are you
are going to do what you're going to do. What's the problem and why is it important?
Why bother?

> Serves as an emotional “hook.” It upsets the balance of things so the audience cannot
rest until the balance is restored, until the gestalt, the pattern, is restored.

This is where you introduce your antagonist (if you have one); this is where you present your
character with a moral choice. “You can have it fast, cheap, and high-quality—pick any of the
two.” What will your hero choose? And next you work toward resolution of this conflict, trying to

find a win-win situation or aligning with just one side. » T 9P wv\”()(_v\
The main difficulty here is to say something the audience doesn't really know and that is find N \Mere;\ o)
actually true, something that will resonate with their experiences. I've seen a number of presen- anoje ™ bzt\ew\,
tations in which the speakers spent too much time discussing a problem that the audience was *‘“M.‘“ar\fer sure
already familiar with. There was no reason to do this—other than to follow the rules they were 3"5* m\ev\ce v
recently taught at a Presentation Skills workshop. This part should be surprising. (Again, telling :\Ie\:\\‘b Coniat ;’;‘s
personal stories is usually a fun and effective approach.) e erb_\::;;oW)

If you intend to show some statistics at this point, be sure to dramatize them. As always, go ~ vye» V:.‘Swrreﬂ*\‘i)

for contrast. For example, in his TED 2009 speech about malaria, Bill Gates said that “less money W¢ :r'\eewoms.. » Be
isbeing spent on researching malaria than baldness,” getting lots of laughs but also lots of con- v Yo ex?”“'\d
ceady) e
cerned nods. Has parT o e
Note that time is only a relative measure of importance. What also matters is how much emo- oY A‘:z:\g V\\A £ yow¥re
cesen )

tion you show during each of those parts. The problem part is a very emotional part, second only to
the conclusion. Again, if you watch Bill Gates’ speech, you can see right from the beginning that
Mr. Gates is not a very emotional person (which is a polite way of saying that he sucks as a speaker), sodien
so heneeded to do something to produce this emotional impact. He ended up releasing live mos-

quitoes so the audience “can have the experience” poor people have. The mosquitoes weren't actu-

ally infected with malaria but he waited for several seconds before revealing this information. It

doesn't take a lot of time to pull a trick like this, but the impact is tremendous.



CHAPTER 4 The Story's Unity

Solution

TOO MUCH

They start from nowhere and go to nowhere. They could have started five minutes later and
ended five minutes earlier; nobody would ever notice. It's just an endless list of things they
have. It's either statistical data or numerous products with nearly identical characteristics. No
emotions, just facts. They are here to pass on the information. Again, it's an over-exposition,
albeit done a different way.

“Just the solution” people don't talk about the problems because problems are obvious and
time shouldn't be wasted on such nonsense. Or so they say. It reality, they are simply afraid to
inflict any unpleasant emotions upon the audience. They are afraid that if the solution fails,
they will be left with an unsolved problem, which is much worse than no problem. Of course,
they are right. The problem is that if there’s no risk, there’s no revenue.

TOO LITTLE

It hasbeen argued that the best presentation is the shortest one; why say more if you can say
less? To which I usually reply that the shortest and, arguably, the most affective presentation is
the classic “Got some change?” I would imagine that throughout history variations of this pitch
have raised more money than any other presentation. It's short, the goal is clear, and to save
time the problem is communicated non-verbally as well, via tone of voice and looks. It could be
delivered hundreds of times a day. The only problem is that it is not very comfortable to deliver
or to listen to. Actually, thisis one of those few instances where you are being paid to stop deliv-
ering your presentation. This is not a good story.

Let me repeat myself here: if you don’t have a solution, you have no right to be in front of the
audience. The only exception is when your goal is to draw attention to some really important and
formerly unnoticed problem, but this is a rare occasion. I am personally very proud of the fact
that about 30 of the 60 slides in my “Death by PowerPoint” presentation actually contain direct
advice on how to deal with the problems raised by the other 30 slides.

JUST RIGHT

Typically, the middle part, the solution, is the longest. After you've created emotional charge by
unveiling the problem, your audience is ready to listen. Not forever, but you've bought yourself
some time. What you need to do first is plan the journey. Also, this is the place where you can
actually share your plans with the audience. If you are telling a personal story, this is where you
say how you planned to deal with the problem (the way that ultimately didn't work, of course). If
you are presenting a future solution, you discuss your roadmap.
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WNOTE This is where you can actually have “the agenda slide” with several items. | am putting
the quotes here because this is not a plan for the whole presentation; this is a plan just for the
middle part. Also, you need to outline your plan explicitly only when the middle part is longer
than 10 minutes or when you absolutely want them to remember your main points.

MANAGING THE TIMING OF YOUR SOLUTION

Why is that? First of all, research! shows that after about 10 minutes, the audience’s attention
drops sharply.

“You must do something emotionally relevant at each 10-minute mark to regain atten-
tion,” says Dr. John Medina in his bestselling Brain Rules book. I had two problems with this
statement: first of all, it is based on just one research article from 1978. Secondly, it’s difficult to
time your presentation that way. However, I was surprised to discover that most of the presenta-
tions that Ilike do, in fact, follow this rule. Maybe not exactly every 10 minutes; sometimes it’s
11, sometimesit’s 12.

Have alook at the Figure 4-5. I've plotted several presentations here; this is relative time
devoted by the presenters to each part of their speeches. The five presentations are:

W Exposition W Problem M Solution M Conclusion

Dan Pink

Elizabeth Gilbert

Daniel Gilbert

Steve Jobs

Richard St. John

FIGURE 4-5: Timelines for five presentations.

> Dan Pink’s 2009 talk on motivation, which, according to www.postrank.comis the
most forwarded TED presentation ever (based on social network analysis at http://blog
.postrank.com/2010/05/and-the-most-engaging-ted-talk-is/ or http://goo. g'l/wsb38).

'See Hartley, J., & Davies, I. “Note-taking: A critical review.” Programmed Learning and Educational Technology, 1978, 15,
207-224.


http://www.postrank.com
http://blog.postrank.com/2010/05/and-the-most-engaging-ted-talk-is/
http://goo.gl/wsb38
http://blog.postrank.com/2010/05/and-the-most-engaging-ted-talk-is/
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The secret of its popularity? 11 minutes spent discussing the problem and only five min-
utes spent discussing the solution. During the talk he mentions that there’s a longer
version of this speech where the solution part has three sub-parts: “autonomy, mastery,
and purpose.” But at TED he spoke about only one of them! He didn't shrink the problem
part, he shrank the solution!

NOTE All of these talks (except for Steve Jobs' talk) are on the TED's own Top 20 list, which
can be found at http://blog.ted.com/2011/06/27/the-20-most-watched-tedtalks-so-far/
or http://goo.gl/tTZ1X.

» Elizabeth Gilbert’s 2009 talk about creativity is also one of the more popular talks, and
ended up being on lots of top 10 lists. It’s also as of this writing #14 in postrank’s list.
Notice the reverse pattern compared to Pink’s discussion. Less of a problem, more of a
solution. Still, 30 percent of the speech is dedicated to the problem.

» Daniel Gilbert (no relation) is a Harvard professor of psychology. His speech about happi-
ness was one of the first TED talks ever posted online and thus one of the first talks I saw.
The long solution part was actually split into two sub-parts. He discussed two points and
illustrated them with two experiments. One experiment took nine minutes and the second
was six minutes long. And there was a small problem part before the six-minute part.

> Steve Jobs’ 2005 iPod Shuffle presentation. A classic composition, very fair and
balanced. The solution part is also split into two sub-parts: hardware and software.

» Richard St. John's three-minute TED talk about success (the longer version is two
hours). It's also very popular, and it’s good to see how even the shortest presentation
basically follows the same pattern. Richard has eight sub-parts in his solution part.

If you have one or two sub-parts making up your solution or if your speech is short, you don't
need to bother announcing the plan. But, as Guy Kawasaki says, if you are going to suck, it's
good for people to know how long you are going to suck for. Also, if somebody is browsing your
slides without you it is always good for them to understand two things: how did they get there
and what are they doing. So it can be a good idea to share your plan and show a way to track
progress. Itis also a good idea to have a unifying metaphor; something that holds the different
pieces of your story together.

ORGANIZING INFORMATION VIA L.AT.C.H.

Richard Saul Wurman, an architect and graphic designer (probably best known as the founder of
the TED conferences), created a unifying metaphor for unifying metaphors. I know; it does sound


http://blog.ted.com/2011/06/27/the-20-most-watched-tedtalks-so-far/
http://goo.gl/tTZlX
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a bit confusing, but bear with me. He proposed that there are five possible ways of organizing
information, and he organized those five possible ways with the acronym L.A.T.C.H. (Location,
Alphabet, Time, Category, and Hierarchy).

» Location: Information can be organized spatially, as on a map. What you see on Figure 4-6
isa simple idea for a unifying metaphor, the chair. It has three legs, which are the three
spatial locations assigned to three things. The metaphor is quite clear. Steve Jobs once
used it while talking about Apple, and the legs were “Mac, iPhone, and Music.” Figure 4-7 is
slightly more sophisticated: it's a wheel. If your list has five or more items, you can arrange
them this way. I have no evidence that it improves retention, but it’s a little more enter-

taining than just alist.
— TN
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FIGURE 4-6: Unifying metaphor: A chair.

You've probably seen the house like the one shown in Figure 4-8. I know it’s a cliché.
However, I was surprised how once at Mercator we were able to “sell” a house like this
as the organizing concept for an investor relations film (see Figure 4-9). The client was
Vimetco, one of the largest aluminum producers in the world. Their core competence is
smelting (the central piece), but in order to have profitable smelting, you need to have
access to cheap resources like electricity, which is about 50 percent of the total cost,
and coal, for the power plants, alumina, and bauxites. If you have all this you can cre-
ate high-end products such as alloys for the aerospace industry where you have a much
higher added value. I have to admit that I was initially skeptical of thisidea, but the
house unifying metaphor worked perfectly for this presentation!
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Defense

Silly Walks Education

Social

HoUEng Security

Public
Health

FIGURE 4-7: Unifying metaphor: A wheel.

Values @& Values Values J Values

FIGURE 4-8: Unifying metaphor: A house.

WOTE One point to remember about this L.AT.C.H. list is that these organizational approach-
es are not mutually exclusive; they might intersect. For example, Figure 4-10 shows a diagram
describing the process of opening a retail outlet for a foreign brand in Russia. The process

is quite long so it is split into three stages: Planning, Legalization, and Launch. In this figure,
you see three of the organizational approaches appearing simultaneously: Location (it's a dia-
gram), Time (the events happen in a predetermined sequence), and Category [the stages).
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This pencil was
marking the progress.

Investment

Corporate procedures Operational
planning

review & adaptation budget

Decision
to enter
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FIGURE 4-10: Opening a retail shop for a foreign brand in Russia.
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> Alphabet: Alphabetical order is a very common way of organizing directories, but pre-
sentations? Keep in mind that “Alphabet” can be interpreted liberally. What's important
isthat the letter order makes sense. One way to make sense is to arrange the lettersin a
sequence that resembles an actual word—the acronym! Chip Heath and Dan Heath in their
book Made to Stick make an excellent list of criteria for ideas that stick, ideas that survive
the evolutionary race. The list consists of six items—Simple, Unexpected, Credible, Con-
crete, Emotional, Story—and provides readers with a nice acronym: S.U.C.C.E.S.

In “Death by PowerPoint,” the agenda was outlined on slide 12, right after the problem
(see Figure 4-11): Significance, Structure, Simplicity, Rehearsal. The acronym doesn’t
quite work in English but in Russian it reads basically as USSR. I was later tracking the
progress in the agenda of the presentation with little numbers, as shown in Figure 4-12.

And of course, asI'said, L.A.T.C.H. itself is an example of this strategy.

Mainly due to lack of...

O Significance
@® Structure
© Simplicity
O Rehearsal

FIGURE 4-11: The Agenda slide from "Death by PowerPoint.”

And speaking of the alphabet, I once heard a wonderful lecture entitled “Storytelling
from A to Z” which was in fact organized as a journey from A to Z. There was an appropriate
term assigned to each letter (such “P for plot”) and the lecturer just went from A to Z for an
hour and a half talking about different storytelling concepts. As you might imagine, some
of the letters were tricky (such as X), but overall the concept worked.
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» Time: Nowthisisimportant, atleast as far as storytelling is concerned. Time is one of
the most important parameters of the story. Time can run forward, but can also run back-
ward. There can be jumps, flashbacks, and so on. It can be cyclical, which is a great way
to present life cycles. In the most basic form of storytelling, time runs exactly like we live
through it—the past, the present, and then the future. For example, if your narrative has
three important events, three stages of the process, or three attempts at experiments,
then this sequence is the easiest and the most natural way to organize your story.

Simplicity

FIGURE 4-12: Tracking progress in “Death by PowerPoint.”

There can be different graphical representations for timelines. Figure 4-13 shows the
simplest and Figure 4-14 shows one of the most complex. Your timeline is likely to be
something in between; remember that simpler is better. Charles Minard’s diagram might
look cool but it really takes a lot of time to grasp (hint: thickness of the line represents
the size of Napoleon's army).

> Category: This is probably the easiest, although definitely not the best, way to organize _,n re™?
your solution. If you break topics into categories, you just come up with a list of issues  vs¥ 0?"\3

W L
and you are back to square one where you need to organize this list. This process works oV ' © o A 1®

best when your list is short. Let me give you an example. In his 2001 iPod presentation, x*:’;v;t Fine W0t

Steve Jobs says that Apple made three major breakthroughs. He doesn’t then list each of for © *’*irv:;e

them; he just goes straight to the first one: “It’s ultra-portable.” The slides marking the Mevwo\"\es' A %)s ward

sub-parts of his solution had just numbers in rectangles with rounded corners. Nothing is & Y’ro\o\i; anNIND

else. They were simple, but unmistakably different from the rest his slides. Yo Me:c;,\ fonr- VS
ore vk n WA
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P You M ond & > Hierarchy: Figure 4-15 shows a concept for a motivational presentation. It goes from the
\/»owi":fr’ zeardnmﬂ top down, first describing the Big Hairy Audacious Goal (in Jim Collins’ Good to Great
\
- i\/xe g way terms) the company’s management aspires to and then describing specific targets and
i°r°r f)”m‘\ e g)°:" - milestones for this department. Finally, it asks: “What can you personally do to make it
A S

iddle PATT .1 o all happen?” Apart from pyramids, for graphical representations of hierarchy you can use
w < v\o‘\'\/\‘v\s . . . . . .
Yhere 4 \nere trees with trunks, branches and leaves, tributaries and rivers, and so on. Again, hierar-
'\vwv°"*w\ chyis a great (and very natural) way to organize information; just keep in mind the KISS

rule (“Keep It Simple, Stupid!).

m

FIGURE 4-13: Unifying metaphor: Process diagrams.

NOTE One final point: | strongly suggest drawing unifying metaphors by yourself and
never using specialized software (like Microsoft PowerPoint's SmartArt diagrams). Don't
spend more than 15 minutes on them, either. This way only the simplest will survive.
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FIGURE 4-14: Napoleon’'s campaign in Russia; diagram by Charles Minard circa 1869.

Company’s
goal for 2015

Department’s
performance goals

FIGURE 4-15: Unifying metaphor: A pyramid.
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Conclusion

TOO MUCH

Along conclusion part is usually a sign of unsupported and highly abstract moralizing that audi-
ences just hate. “We all should not be bad; instead we should be good.” That’s cool philosophy, but
how exactly? This is a classic beginner’s mistake. Some people can do long conclusions, most nota-
bly, of course, Malcolm Gladwell, whose speech I deconstructed earlier. But what he actually does
in conclusion is create three mini-presentations with their own dramatic arcs. His core story about
Howard Moskowitz is so powerful that it allows multiple morals to be drawn from it; not every story
isthat potent. Unless you know what you are doing, I recommend you keep the conclusion short.

TOO LITTLE

This is known as the “now what?” presentation. I was shocked to discover that otherwise
great presentations could be easily killed by a bad conclusion. “So, this is our solution,” the
speaker says and leaves the podium. The audience now has to determine what to do next.
Should they call him? If so, why didn't he show his number? Heck, let’s just listen to the
next quy.

“The end is important in all things,” so says Hagakure, an 18th-century book of samurai
wisdom. Presentations are no exception. The attention of the audience rises just before the end.
This an additional opportunity to say your most important words. Don't miss it.

JUST RIGHT
There are three sub-parts to consider including in the last part:
e
p Use "° V\T‘:;{\us* » Wrap-up: You have a chance to repeat themost important points that you want your
\
Pran _j\e’ z orious\Y): audience to remember. You can get back to the unifying concept (1-2-3, From Ato Z, or
V\j a‘;; o e whatever). Never end with a wrap-up, though.
:(\IV:W\ gour 1T
NOTE |am very tempted to say that the wrap-up structurally belongs to the middle and
not the end of the solution part of your presentation, but | will not go so far as to say that.
Let's just agree that you will not end with a summary. It's just a waste of a good story.
<Yt
p TS \i*\’;_vmﬁ » <Call for action: Here you ask your audience to actually go and do something. If you've
S
\M?"r*wv\c,\us\on. constructed your dramatic arc properly, if you've harnessed your logic and the steps
co . . . .
of ¥ are clear, you can ask the audience to make a move in the same direction as your

hero did. Be concrete. Who exactly should do what by when? Look at the last slide of
your last presentation. What does it say? Are you just thanking them for coming and
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taking questions? If so, this is a very weak ending. There should be a call for action
somewhere in the end.

» The moral: This is the coolest sub-part to your conclusion. This is where you can say,
“Let’s all be peaceful,” and be effective in it. If your story is any good, you've bought
yourself some time for preaching. It's not much: you have just one, maybe two, sentences.
Really think them through. There’s probably no way to measure the impact of this part.
The change might not translate directly into any observable behavior. But if there’s any
way to influence people’s values, to adjust corporate culture, thisis the way. In the end,
people act one way or another not because we motivate them with incentives, but because
they believe in what they do or they don't.

Ifwe repair this mismatch between what science knows and business does, if we
bring our notions of motivation into 21st century, if we get past this lazy, dangerous
ideology of carrots and sticks—we can strengthen our businesses, we can solve a lot
of those problems and maybe, maybe, maybe . . . we can change the world.

This is the end for the most popular TED talk, the presentation by Dan Pink.

CASE STUDY: A COMPANY INTRODUCTION

This presentation was developed during an executive training session for one of my clients, a
company specializing in the factoring business. Factoring involves certain types of financial
transactions akin to loans. It’s actually quite complicated. We presumed that our audience con-
sisted of business owners who were familiar with bank loans but not with factoring. However,
ifthey wanted to grow their business they needed to understand these more complex financial
concepts. We needed to explain to them what factoring is.

We took a typical corporate presentation prepared by the marketing department (You know
this stuff: We were founded in this year, we have offices all over the place, we have this and that,
a bare listing of facts—the “too much exposition” problem) and made a story out of it. After
about 2 hours of work it looked something like this:

» Exposition:

> Who are we? OQur companyis a bank that was founded 1999 (back then factoring oper-
ations required a banking license). We now have 21 offices all over the country.

> Who are our clients? Qur clients are companies that also want to develop and grow
their businesses. They are mostly in wholesale, but also in manufacturing, construc-
tion, and retail.
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» Problem:

> Suppose you own a business and you need working capital. You have clients who are
willing to pay you, but they ask for deferment. But if you don't get their money now,
you will have no cash to pay salaries or make payments to your own suppliers. Where
canyou get the cash?

> You can apply for a bank loan. But what if your credit limit is overdrawn? What if you
have nothing to offer as collateral? You will also need to collect a lot of papers and
spend a lot of time for everyloan you get.

> Case study: We once had a client, a small company specializing in selling pet prod-
ucts. They weren't able to secure a bank loan since they had almost no property to
offer as collateral. They went for factoring and in 5 years they grew so much that we
are now borrowing money from them. How is this possible?

» Solution:

> Factoring works like this: You deliver whatever you're selling to your client and
immediately get your money (minus the bank fee) from us. Next, we collect money
from your clients without bothering you. That's it; it's very simple.

> You are getting the cash you need. Your client gets the deferment of payment they
need. We are getting our percentage. As an added bonus, we also manage your accounts
receivable for you! You don't have to call your clients if they delay payments; we do it.
We know some companies have people who do nothing but bill chasing. No more.

> We have three simple criteria for this process to work. Your business has to be at least
one year old. This doesn’t work for one-time deals; only for recurring deals with your
regular clients. We don't work with monthly turnovers less than a certain amount.

» Conclusion:

> What's the cost? Well, it depends on two factors: how long the deferment is and
how many of your clients are participating. (We showed a table with three possible
situations at this point.)

> Ifyou calculate the dailyrate, it might seem a bit high, but keep in mind that you
are paying only for the days you are actually using the money. When you take a bank
loan, you are paying for the whole term at once! Call us and we will calculate the cost
in different scenarios.

> So, thisisit; this is who we are. We help our clients to develop and grow their
businesses.



Summary

Now, this is probably not the greatest story ever told. But it was way better than the presenta-
tion they had before. It is more memorable, more dynamic, and the person who delivered it. . . well,
itlooked like she was actually proud of the company she’s working for. Her eyes started to glow. To
me, this is the main goal and the main result of this whole storytelling affair. If the speaker is trans-
formed in the end, I have no doubt the audience will be transformed too.

Go back now to your mind map or outline you made in Chapter 2. Arrange its contentsin a
sequence. Go for the flow. Build a story arc. If you find that anything is missing, add it. It's time
to create your story.

SUMMARY

The key points to remember from this chapter are as follows:

» The plot follows “the S-curve.” The goal and the conflict are two major components of the
story. The last component is called the plot, the dramatic sequence. There are many ways
tolook at the plot, but for most part it follows the “S-curve,” the common change pattern.
It starts with an exposition, which is an introduction for the speaker and the hero. It con-
tinues with the problem and the solution. It ends with the conclusion.

» Timing matters. It terms of time, the shortest parts are the exposition and the conclu-
sion. The solution is typically the longest and the problem is the second longest. However,
ifyou want to draw attention to the problem, don't be afraid to take more time for it. The
conclusion is the most emotional part. Then follows the problem, solution, and finally
the exposition.

> The solution is the most difficult part to present. Too often the middle is too long and
thus easily becomes the muddle. If this happens, you probably need another unifying
idea, just for this part. The most obvious is a timeline, but you can also use visual meta-
phors and acronyms. For presentations longer than twenty minutes, you should give your
audience a way to track the progress. I highly recommend you have no more than four
keyideasin the middle section of your presentation.

» If you've constructed your emotional arc properly, in the end there will be an opportu-
nity to change the world. Don't miss it.
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The Slides Focus

IN THIS CHAPTER

Determining the goal of each slide

Contrasting Zen and Vajrayana: different approaches

Using text slides, the cheapest of all
Using photographs
Introducing infographics

This chapter discusses the fundamentals of slide design. T will walk you
through the first part of the design process, which mostly has to do with answering the question,
“What am I trying to say?”, and you'll see the choices you have. The chapter also looks at the most
basic slides, which have only text, and more advanced slides, which use photos or abstract images.

Expect lots of examples.
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Suppose that by now you have your story as an outline or as a mind map, or maybe just written as
plain text. What's next? Now you get to the slides. This is the process that I typically follow:

1. Reproduce the story in your presentation software—PowerPoint, Keynote, or whatever
you are using: One slide per message, text only.

2. Decide what you want to see on the slides on a very basic conceptual level: Text or
visuals? What kind of visuals? Some people sketch their slides on paper at this stage. I
don't, but only because my drawing skills are terrible and my Keynote skills are very
good, so it makes more sense for me to sketch in Keynote, or a similar program.

3. Define the overall style for the presentation: Colors, fonts, backgrounds, textures, and
so on.

4. Finalize the slides: Draw the diagrams, find the pictures, place the text, and so on.

Before you get to the process, however, I want to address one very important question first: Why
design slides at all? Why can’t you just say what you need to say and be off? Why spend hours tinker-
ing with fonts and line widths when this time could be spend on other worthwhile activities?

There are four functions for the slides, four reasons why they are well worth your time.
(There may be more, but these are the most important.)

» First ofall, slides are used to remind the speaker what to say next. If they are passed to
the audience after the talk, they also remind the audience what the speaker said. Text
slides usually do this job well enough.

» Second, slides impress. As you know, images have a bigger impact than words, and they
are more memorable. That is why people sometimes use photographs and drawings to

eS‘\’
| 4 S*Y:V;?ew e illustrate their points.
does FACINY) . . S . . .
wost convine'"d » Thethird function of slides is to explain, so diagrams are used to simplify complex pro-
w M:::V\i so\ev\’(’\(-"\o cesses, relations, and so on.
o\j j\e\/\ > In MY)W\O x » Thelastand the most important function is to prove. There are many types of evidence—
\

zx exien *\;ZV\ e of which statistical data is probably the strongest: We use data visualizations to make
oov\\/-mc,'m;) f"(‘ﬁm\p comparisons and draw conclusions.
. 4o
s aNe <X .
Hran s*“f‘\‘\s?‘mger Figure 5-1 illustrates different functions and different types of slides. These are just

\

Peop\@ s¥ <yories  examples, all the possible slide types simply won't fit into one diagram, but I hope you get
\ean A the general idea. This is yet another way to look at the process of creating your slides. First
of da¥e you come up with a message, and then you decide what you need in order to communicate it
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successfully. Decide what the slide will do: remind, impress, explain, or prove. Then come up
with a concept of a slide, and finally with the slide itself.

Message “Sales in the Region Z are rising”
Function Remind Impress Explain Prove
Tool Text Image Diagram Chart

(‘.oncept Region Z sales
are rising

5 49

Region Z sales are rising Region Z sales are rising
40
o ¢

2000 2010 2011
© RegionZ O Region Y

Aesthetics Region Z: 5

Sales are rising!

o -
2009 2010 2011
< RegionZ - RegionY

gion Z sales are rising

FIGURE 5-1: The slide design matrix.

There are three chapters in this part of the book. The chapter you are reading now is mostly
about conceptual design; it's about sketching basic contents of your slide. You'll start with text-
based slides and illustrations and try to answer the question, “What am I trying to say?” Chapter 6
is dedicated mostly to diagrams and data visualizations and covers the different ways of explaining
and presenting your visual evidence. I think that these things are important enough to deserve a
separate chapter. The last chapter in this part of the book, Chapter 7, covers artistic design and dis-
cusses bringing all these elements together: overall style, fonts, colors, and so on.

LEN AND VAJRAYANA

Inthe beginning, slides were slides. I mean, they were real, physical slides. They really did slide.
And they were projected through a slide projector. They were mostly pictures or illustrations. There
was almost no text: all the text was spoken out loud by the presenter from notes or memory. You
were not able to send those slides via e-mail. They were expensive and took a long time to produce.
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These were Slides 1.0. Then came “foils,” which were projected transparencies. They were much
easier to write on, so speakers began putting brief outlines of what they wanted to say on them:
more text and fewer graphics. Then PowerPoint came along and changed everything. Slides became
electronic, cheap, and very quick to make. However, manipulating graphics was still very time-
consuming and required advanced technical skills. So we ended up with mostly text slides, maybe
some charts and occasional clip art. It was a disaster.

People started to complain. Seth Godin in his e-book Really Bad PowerPoint called the pre-
vailing style a “dismal failure.” Edward Tufte, a Yale professor of statistics and one of the most
influential figures in the field of visual communication, questioned whether we should be using
PowerPoint at all. Gene Zelazny, Director of Visual Communications for McKinsey & Co., in his
books Say It with Charts and Say It with Presentations, made a call for simplifying business com-
munication. Nobody, including the majority of McKinsey & Co. consultants, seemed to listen.

Figure 5-2 shows what I find to be a more or less typical slide from a modern corporate pre-
sentation: cryptic, overloaded with text and data, and almost impossible to interpret. I know,
I know, it could be much worse. It could also be much better. Things have changed over the last
couple of years thanks to Garr Reynolds and many other great presenters practicing “the Zen
approach,” the path of minimalistic slides. Their slides look more like Figure 5-3. These slides
are clear and concise; most of the time they have only one picture and/or only one sentence,
quite like Slides 1.0, surprisingly.

THE HEADER IS USUALLY SET IN ALL CAPS, IT Client
IS QUITE LONG BUT STILL KINDA POINTLESS Logo
& P nh B Dataset2 o e These aren’t comments for the chart

=Here is some lext with bullets which is supposedly related to the
chart on the left but aclually has to do with a completely different topic
100 9. 70 *The chart has nothing o do with the header; it was put there because
O it didn't it on a previous siide
+The text is set in a very small font but some words are set in bold,
Htalics, or sometimes both

~Underiining is also quite popular
=And like all of the above wasn't enough, some colors are thrown in as
LE] 525
*Sometimes adding color is making the text But hey! It's fun.

; D These are comments for the chart
= % «Or al least 0 you might think judging by the header — but actually
this is an answer to a question you might ask
» =We wouldn't mind the question because we've researched il
. +Even though the answer is not getting us anywhere near our goals
r we just want o have it here... well, because we have it
25 v 175 »We are also adding some more charls — there's some space left

«And nothing occupies space better than a fine chart
.
12
., AN o
5 o el 25%
" 59, . o
8% - e
i

2007 2008 2009 2010 2m 2maz

Hess you can find lots of comments about the sources, sssumgtions. and caloulation methods
w0 in pelty semll Font | ke, I8 Cray, bl what i somebory wants b chec e Ga(a7)

1210172011 The Global Consulting Group ZWs Bt wotdg 12

group materials

FIGURE 5-2: The Vajrayana slide.
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Heard of the Tower of Babel”?
t had more than one editor,

FIGURE 5-3: The Zen slide.

Alot of marketers adopted the Zen approach, but overall it was not very well received in cor-
porate environment. From what I see, many large corporations still prefer a completely different
approach that I call Vajrayana presentation.

WOTE Vajrayana is a very complex system of Buddhist thought and practices, which in a
way is in a direct opposition to Zen. Zen is essential Buddhism; there are very few texts and
methods that you have to learn. Vajrayana, on the other hand, is like a Buddhist supermarket,
offering an innumerable amount of different practices, teachings, texts, and so on.

This approach can be summed up in the following sentences: “I will put everything I have
on the slide because I might need it. Also, my boss told me to put everything in five slides,
maximum. So I will squeeze everything I have in five slides. Sure it will be a bit messy, butI
have a five-slide limit.”

It is still a mystery to me why people estimate their presentations using slides as units of e asSUCe el
measurement. I quessit’s a legacy from reports, when you had certain expectations about how regevx’m*"d'\
much text can one fit onto a single page. But slides are so much more free-form than reports! Why 1,y ¥\~ VEO:\.\
do we keep counting presentation length in slides? I once decided to count the number of slides oo ©
in Steve Jobs’ talks. It turns out his rate is approximately three slides per minute, which means
thatin 15 minutes he would show 45 slides. Isn't it too much? When I ask it like this it does sound
alot, doesn'tit? However, it doesn't look like too much when he actually presents it. Time is the
limit, not the number of slides.

Y

des-
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Itis argued that the Zen presentation works well with live presentations but doesn’t work as
well when you put your slides on the Web or send them through e-mail. This is a very important
difference, butit's not about Zen at all. Yes, it is true that if you put Zen slides from your talk
on the Web, people may hardly able to make sense of them. But again, this is not a presentation
problem; this is an expectations problem. When I put my slides on the Web for the audience, I
include a disclaimer that these slides were not designed to be viewed without a speaker. This
solves the expectations problem.

PRESENTATIONS WITHOUT PRESENTERS

There are many Zen presentations that work perfectly well without a speaker. Consider Garr
Reynolds’ Brain Rules presentation (http://goo.gl/ecqSo), Scott Schwertly's Meet Henry
(http://goo.g1/zI0z4), and—hey!—Death by PowerPoint! “Why don't you make all your pre-

sentations like Death by PowerPoint?” | am sometimes asked. “It works both with and without
the speaker!” No it doesn’t! Do you know how many times | presented Death by Powerfoint
live? None. Zero times. Never. | was never asked! And, if fact, what's the point? If it's all very
clear without me (and it is), do | really need to say anything?

Providing Choice

Andrew Abela in his book, Advanced Presentations by Design, suggested that there are two sepa-
rate environments and thus two separate presentation styles:

> Ballroom style: intended to “inform, impress, or entertain” with hundreds of people sit-
ting in the audience

> Conference room style: intended to “engage, persuade, and drive action” among maybe
10 or fewer people

I disagree. First of all, I don't think that the goals are any different for these two types of
presentations. I don't believe that “inform, impress, or entertain” are worthy goals for any
presentation. You can drive action in a ballroom quite the same way you do in a conference
room. I think there’s another important distinction that differentiates Zen presentations from
Vajrayana presentations. It is called choice.

Zen presentations are about controlling choices available to the audience. They are about
guiding the audience’s attention towards an outcome that is sought by the speaker and (hope-
fully) beneficial for the audience as well. Vajrayana presentations let the audience’s attention


http://goo.gl/ecqSo
http://goo.gl/zIoZ4
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roam. The words “controlling choice” might sound manipulative or patronizing; however, an
important distinction should be made here. In presentations there are two types of choice: one
is about the process and the other is about the substance.

» Anexample of decision about the process is: “Should I listen to the speaker or just read
the slides?” The speaker should guide the audience’s attention. I don't believe anyone
would think that leaving the audience in doubt here is a good idea. This would just cre-
ate confusion without achieving anything.

» Anexample of decision about the substance is: “Should we invest or divest?” This deci-
sion lies solely with the audience. But the speaker must leave no doubt about his or her
intentions and preferences. Also, the speaker should try to limit the available number of
choices because this vastlyincreases the odds of any choice to be made at all. We often
think that more choices are better but that’s not always the case. Barry Schwartz, a pro-
fessor of social theory and social action at Swarthmore College argues in his bestselling
book The Paradox of Choice that although no choice is bad, having too much choice causes
indecisiveness. Qur cognitive abilities are limited and putting excessive strain on them
isabadidea.

WHAT DO YOU WANT THEM TO SEE?—DECISIONS ABOUT FORM

Asfarasformis concerned, I don't think you should be leaving your audience any choice.

“I'have lots of information on my slides so if somebody finds me boring, they can just read my p € v .V\eed
slides,” one participant actually told me at one of my workshops. Whoa, what a great excuseto  \psex P
be boring! By adding a noisy background, this person is creating a powerful distraction, which  yo sweW ‘50\,\;(@ Yo

. W
diminishes his effectiveness as a presenter. There should be no choice about where to look. You ow»d“e"\c'i very ost\ner
. . . . n
direct the audience’s attention. You can focus them on slides or on yourself, but you have to \ook © s adh
\\de) \des *°¢

focus them somewhere. Your job as a presenter is to manipulate people’s attention. During every iw* woue <
second of your speech, your audience should be absolutely sure where you want them to look. o\,er\oﬂ"\ed'

Some people say that the focus should be on a presenter and that the slides are in the
background supporting the presenter; they are just the prop and not the act. However, there
are numerous examples that prove otherwise. If you watch presentations by Larry Lessig
(http://goo.g1/kY7n0) or Dick Hardt (http://goo.g1/BIBDR), what you see is mostly slides;
the speaker just provides commentary. In many other excellent presentations you won't see a
speaker, just the slides. Why? Because there’s a lot of effort put into creating those slides. They
convey much more information and with great emotion; they clearly outweigh the speaker.
This is perfectly fine! After all, the goal is to have the impact and not to show yourself off. So,
thisis about the form. What about the content?


http://goo.gl/kY7nO
http://goo.gl/BJBDR
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DO YOU WANT THEM TO THINK?—DECISIONS ABOUT SUBSTANCE

Denying people any choice sounds oppressive. However, if you have a solution to a problem and
you want to implement it, or if you have a product to sell, your audience has few choices to begin
with. It's either buy the product or don't. Notice that these choices aren’t very creative either.
You don't want them to come up with a funny third option. Also, you mostly want them to buy!
Granted, you don't want to sell the wrong project to the wrong client (this can have disastrous
consequences). However, for the most part, you want to sell your product or idea. That is why all
your slides should be doing one and only one thing—selling.

But what if it’s not a sales presentation? In business consulting, there are roughly four stages
in a project:

1. Formulate the questions

2. Acquire the data

3. Analyze the data

4. Present the findings

What's the biggest problem with Vajrayana presentations? People don’t do stage three
properly. They don't have any interesting findings to present. So they hide behind the cloud of
data in hope that nobody will notice. This is not a presentation problem; this is a management
problem. They either didn't do the job, or the job was pointless to begin with. These people are
not presenting their ideas; they are not trying to convince the audience of anything. They don't
have any strong opinion on the subject.

Instead, they just show their slides so the audience can have a good look and draw their own
conclusions based on the data. This is perfectly fine as long as it matches expectations of the
audience. Sometimes data is the main result of your work. For instance, one of my clients works
for a polling agency, and guess what: She’s expected to provide poll results. But most of the
time, this approach doesn’t match the audience’s expectations: People expect to see “a presen-
tation.” If you don't properly analyze the data, I don’t think you can call it a presentation. You
have nothing to present. Call it a meeting, or a discussion. Call your slides “fact sheets”; thisis
what they are.

The point is that it is very hard to design focused slides if you don’t have any focus in the
first place. So, the biggest difference between the Vajrayana presentation and the Zen presenta-
tion is that with the Zen presentation approach, you are forced to have a strong opinion—some-
thing many people are deeply uncomfortable with. Of course, sometimes having strong opinions
isnot in your job description.
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DO THEY WANT TO THINK?

Sometimes people come to your presentations expecting to think hard. Sometimes they are in
a fairly critical mood, and they want you to provide a lot of data to support your judgment. This
typically happens if the audience is:

» Aclient: This especially applies to complex technology or consulting projects. They want
to know what they are paying for. Some people believe that there’s no point in hiring
consultants you don't trust in the first place; others believe that trust is something that
should be earned. Some clients demand lots of data—not to really make sense of it, but to
have it “just in case.”

> Your boss: Again, some bosses are comfortable with their subordinates making indepen-
dent decisions; they just want to know what the decision is and the general rationale.
Some bosses are ready to scrutinize and demand lots of explanations.

> Members of the scientific community: It seems that a scientific presentation is deemed
credible if you have a complex diagram on every other slide. Doug Zonker’s Chicken
Chicken Chicken (http://goo.g1/aGzpw) is a great satire on this whole genre. Granted,
cognitive limits for scientists are probably not the same as cognitive limits for line man-
agers (although some line managers might disagree). But I still think most presenters at
scientific conferences overstretch it.

Sometimes you need to have a lot of data in your presentation, but even so, don’t dwell on
it! Your data is not your presentation. Data is just a way to prove your point. The good news
isthatifyou do have a point, if you know what you want to say, there are many great ways to
present your data beautifully and without overloading the audience. I will talk about them in
the next chapter.

DESIGNING ZEN SLIDES roreglot® 0

Both PowerPoint and Keynote (pretty much any slideware) have Master Slides, which is another
name for slide templates. They are used to give your presentation a uniform look. They establish »(ewv\”‘*es W »
fonts, colors, backgrounds, and positions for various elements of the canvas.Ifjou choose your. +\we\ colowing
template wisely you increase the chance that your presentation will look decent. So, before dis- Vowev® ;,» \ore Wil
cussing any actual slides let’s have a look at some templates. I think that the choice of template
isa good indicator of the general approach to design.


http://goo.gl/aGzpw
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Slide Templates

Even if you work for a large company in which slide templates are set in stone, it’s still important
to understand how templates are supposed to look. I have noticed that people in large compa-
nies get tired of standard templates very quickly and start customizing them to suit their needs
and personal taste. I am not saying that’s a good thing. Most of the time, they end up creating
something that’s worse than before. But since you do have this ability, why not use it well? If
there’s a real need to modify the template, I doubt anyone would object.

I've seen quite a few corporate style guidelines in my life. I came to the conclusion that most
of the time those templates are designed by people who don't have a clue about how to design
presentation templates. Designers often don’t use PowerPoint and don't often deliver presenta-
tions themselves. Therefore, they just try to marry the overall graphical style they've developed
(which is good!) with any “conventions of the PowerPoint genre” as they understand them. The
result is inevitably disastrous. Unless your templates were designed by somebody specializing in
designing PowerPoint templates, they are likely to be subpar.

Figure 5-4 shows my impression of a better than average slide template. The biggest (and
most common) problem with this slide is the logo, in the corner which makes about 15 percent
of the overall slide space unusable. I call this pattern “a slide within a slide” because the slide
space is divided between a couple of different frames. For some reason, the designer thinks one
slide is just not enough; they have to create an additional frame to achieve a look of sophistica-
tion and style. But I guess it’s not entirely the designer’s fault. If you look at many templates by
Microsoft (see Figure 5-5), you will see the same “slide within a slide” pattern there. Designers
just copy what they see elsewhere. They just don’t get how precious space is in this medium.

Our company

» Young and dynamic business
= Building on our collective experience

«|IT products, consulting,and training

2 ITCom

FIGURE 5-4: A typical presentation template.
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Cllietis e axdlal ke A ofe}
Click to add text
= Click to add text
il | &
ABRE
Click to add title iClick to add title
. .
* Click to add text Ia Click to add text *

FIGURE 5-5: PowerPoint templates by Microsoft.

Ifthe print is too small on a piece of paper you are reading, you can just bring the paper
closer to your eyes. But slides are different. If you're sitting in a conference, your audience
might not be able to just stand and walk closer. By closing off space, such “slide within slide
templates just require that everything else on the slide be smaller, thus alienating some per-
centage of the audience. Do you really need that look at that cost?

”

Look at the last template on Figure 5-5, the dark blue one on the bottom right. It’s obviously
a copy of Apple’s template with a dark blue gradient background. This background is simple yet
looks cool, especially in large rooms, where it blends with the darkness of the ceiling, producing
an impression of a never-ending slide. Microsoft’s version, however, has a bright white line on
the left with some red patterns, supposedly mimicking film. Why? Do you really need that line?
Second, if you have a closer look, the fonts for header and body are not the same. That's cool;
you are supposed to have a contrast between header and text. But it is such a weak contrast! The
difference in size is okay, but the difference in color is barely visible. Why have two colors when
you can have one? What's the point?

And why have two nearly identical fonts when you have one? The header font is called Conso-
las, and if you look at Figure 5-6, you will see that it looks very much like Corbel used in the rest of
the presentation. However, this is a monospaced font, much like typewriter fonts where all letters
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have the same width. In most fonts, different letters take different amounts of space. There are
thin letters like “i” and wide letters like “w”. In Consolas, however, all letters have the same width.
It's not as legible. Unless you have some serious technical or aesthetic reasons to use monospaced
font, don't. What's the point of using one here? There is no answer except “because I can.”

Whatever s
Wh a t e N e r Courier New

Whatever  coma

FIGURE 5-6: Consolas vs. Couriervs. Corbel.

What's the big deal, you might ask. This variety makes the slide more stylish and less boring,
doesn'tit? First of all, it doesn't. If your presentation is boring and you think some fancy back-
ground and frames can improve it—think again. This is not a design problem, thisis a content
problem. When people ask me, “Where do I find a suitable background image for my PowerPoint
template?”, I think they 1) don't need any background at all and 2) most certainly need to work
on their structure and not on design.

P The \o'\gfbes* Paul Watzlawick, an Austrian-born American psychologist, philosopher, and theoretician in
olen W"Jf)\'fs communication theory, had one famous communication axiom that went, “Man kann nicht nicht

(S-;‘\'\\!)\.\S )vxessw“xs*e kommunizieren” or, “You cannot not communicate.” (It sounds much cooler in German.) That

Hnak TS A means everything you have on your slides says something: everyline, everyborder, every shadow,

yennion . . . .
of oF and every background. They communicate some information. Because human capacity for pro-

cessing information is limited, you must ensure that everything on your slides communicates
your message. A complicated design wastes not only your time but also the audience’s attention.

Design is not decoration—you've probably heard that one somewhere. A good design com-
municates and solves problems. Look at the Figure 5-5 one more time, the first template in the
upper left. Can you see that the header text has a shadow? Have you ever wondered why it is
there? What's the point? Well, the point of a text shadow is to add contrast. Without a shadow, it
might be hard to read the orange words on the gray background. But why have this background
in the first place? Why not tweak the colors and lose the shadow? This is the biggest problem
with slide design: people don't ask those kinds of questions.

So what makes a good slide template?

» Clarity: There are no unnecessary decorations. No huge borders. No logos except for the
first and last slides. All the branding you need is accomplished with fonts and colors. No
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noisy background. No rotating cogwheels in the background, no human faces, no faces of » Heres & e

escrio?
any kind, in fact. Here's a good description for your background: “It's white.” No unnec- ¢ 50\» con ioww\
essary shadows for headers, no word art, and no stroking and 3D effects for fonts. L’PM J(\r?om one
. Wvo\"

» Good contrast: The body text is clearly visible on the background. The header text is ‘SV; rence "6?\“'6
clearly distinguishable from the body text.

» Consistency: Different elements of the template “belong together,” thus producing a
consistent reality. For example, if the slides produce a scrapbook effect, there should be
no 3D objects. (I discuss more on consistency in Chapter 7.)

Figure 5-7 shows an Apple Keynote template, which I thinkis a good one. Not all Keynote

templates are perfect, but this one is. Why do I think it’s so good?

» First of all, there are no superfluous design elements. There’s only one font and there are
no borders! (Note that the border you see is just an element of the interface; it’s invisible
in the slideshow mode.)

.\—

> Second, the header fontis huge and bright while the body font is smaller and paler. » Rew\ewbi‘\’;\*

ITknowwhat’s important and what's less important right away here. pnain £oct N j Je s
 Yex
» Third, the background is just “grid paper” (and nothing else) and it matches the font. g;\c:‘::os* AWRY® e

The bullets also match the font and the paper. By the way, strictly speaking asterisks are Mader
not bullets and you are not supposed to use them for bullets. However, in this case you

can bend some rules without fear of reprimand. In “real life” you can actually see these

kinds of “bullets” and this font on this kind of paper. This is truth.

Pouble-click to edit

* Pouble-click to edit

FIGURE 5-7: Keynote template by Apple.
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Text Slides

Text slides have one unbeatable advantage over more complex, graphic-driven slides: In terms
of time they are really cheap. I mean dirt cheap. You can create a decent-looking text slide in a
couple of minutes. These slides won't wow the audience much, but at least you will not be afraid
you might forget what to say next.

» \I\/“\")’\TOM\,\AS

peers rew\“’“‘_’;/goo WOTE Don't, however, make a classical mistake of actually reading your slides to the audi-

Jdides & n tp; Stner ence aloud; there's nothing worse than that. Dave Paradi at www. thinkoutsidetheslide.com
\/\‘pwf v;s. tven conducted a survey that asked for all the things people hate in presentations. 69.2 percent of

cooted V\oi"’e rea those polled reported hating it when the presenter read his/her slides aloud. “The font's too

*\"omfbh*%awao\ of small” came creeping in second at 48.2 percent. There are a few people who can read their

*\./\e *iﬁ <\ want ¥o slides and still look passionate and entertaining—most notablyaperhaps world's

WV:}\/\OW exﬂ;‘/*\\i) greatest business speaker—but it's difficult to pull off effectively.

Tow will say) !

What you really need for a text-based slide (moreso perhaps than for any other type of the
slide) is focus. The biggest problem with text slides is that they are distracting. A little bit too
much text and you're dead in the water. And you don't want people to read your slides ahead of
you. However, the good news is that people don't want to read your slides. People don't even
read documents anymore; they don't have time. Instead they try to quickly scan them to make
sure they aren't missing anything important. So if you design your text slides for scanning
rather than for reading, you will get more attention as a presenter.

Look at the Figure 5-8, which shows three slides from President Barack Obama'’s State of the
Yien fron Union address in 2011. This is the exact order they appear in the speech and they provide excel-

(X\"\'ev\ ce as
wour uA\eV‘Aes_\s lent support for the speech that an audience can easily scan. (They are perhaps too short fora
g
\)rese:::%;\\o\es £ handout, but that's another issue.)
ou
SMWW\“S rotret
maan for 224D

SOUTH KOREAN
TRADE
AGREEMENT
WILL SUPPORT

70,000

INDIA AND CHINA
EXPORT
AGREEMENTS
WILL SUPPORT

25 OQEQ

$1BILLION
IN EXPORTS
SUPPORTS

5,000

AMERICAN
JOBS

AM
JC

FIGURE 5-8: Obama’s text slides.
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NOTE You will see more of the Obama slides later in the book; they are good examples.
Let me admit, though, that they are not really slides; the audience didn't see them during
the actual talk. They were broadcast during the enhanced Web version. However, they are
very similar to what the slides should be. The only difference is the orientation—portrait
instead of landscape—which isn't important here. They have an advantage of being mostly
good but not perfect, which gives me opportunity for critique.

What's the focal point of these slides? I am sure you have no trouble answering this ques-
tion. It's in the center, where the big numbers are. The rest of the slide is set in a noticeably
smaller font. You can surmise that “how much?” is the most important question here, and that
the speaker is emphasizing numbers with his words in his speech. Any problems with these
slides? Setting text in all capital letters reduces readability. It is probably okay for a short
header, but not for the whole slide.

Figure 5-9 shows an even shorter slide, which separates
one part of the speech from another. Those kinds of slides are
sometimes called “bumper slides” because they act like a buf-
fer between different parts of the presentation. Notice that
the name of the part—REFORM—is set in much bigger type
than the name of the speech—Winning the Future. Why is
that? Typically, the whole speech is more important than one
ofits parts, right? Well, not here. The audience already knows REFORM
the name of the speech; they need to know the name of the
next part at this point.

WINNING #e FUTURE

LISTS

What's the text limit on a single slide? Figure 5-10 is a slide
from Death by PowerPoint, trashing the once-classic 7x7 rule. FIGURE 5-9: Obama's

T understand that coming up with a 4x4 rule as areplacement ~ bumper slide.
wasn't probably very creative but a slide from the same presen-

tation (shown in Figure 5-11) proves that it probably works.

Seven istoo much, but fouris fine.

Now look at the next three text slides shown in Figure 5-12. The first slide is not very
imaginative but isn’'t bad either. It has a clear focal point in the header and clearly spaced
bullet points underneath. We know what it’s about the instant we see it. The template is
good. The background is just a gradient blue; the white text is clearly visible; the header
is setin alarger font.
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Ditch stupid “rules” Simple design rules*

a Do you remember the rule:
O 7 lines per slide or less

© One point per slide

O 7 words per line or less? @ Few matching colors

a Well, it is just plain stupid © Very few fonts

0 If you follow this “rule” @ Photos, not clipart

3 You get a slide like this pun intended
FIGURE 5-10: "Classic” 7X7 rule debunked. FIGURE 5-11: Suggested 4X4 limit.

CONSUMER PROTECTIONS
inTHE AFFORDABLE CARE ACT

RACE toTHE TOP

RACE toTHE TOP

Rigorous standards and
better assessments.

HELPED:
25,000 schools

Great teachers and
leaders.

13.6 MILLION students

Turning around struggling
schools.

FOR LESS THAN FTOTAL
Data systems to support EDUCATION SPENDING

instruction. its for small businesses

FIGURE 5-12: Obama’s lists.

et
P rere™ s e The second slide is much worse, though. First of all, it has the same header. If your next slide
adex
e P erant has the same header as the previous one, thisis a signal that something is probably wrong. The
vvvos'\' \M‘)

audience loses the focus here. You knew where to look before for the main point; now you don't.
\\de- Tded\ The audience has to orient towards a new focal point, which will be the center of the slide, where
\>e°?\e s\/»owe <ense  figures setin heavytype are. But the focusis not there. The numbers in the list don’t make any
Aole Yo W”"; <entao sense before you move up and read the word “HELPED,” which is set in much thinner type. Also,

r
of ‘i)°‘;";.§\3 st WU the phrase “for less than 1%...” set in smaller type looks like a footnote. And footnotes, as you
e .
\\,o\egfde\'s- Prachic® probably know, have a really bad reputation; avoid them whenever possible.
VA
WK o\eﬂi\ ; . The third slide is a disaster. Its goal is to remind the audience of something that the speaker
\nea

concise is mentioning only briefly. It is giving people a choice—to read or to listen. If they choose to
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read, they miss part of the speech, and they cannot read it quickly enough, because there’s too
much text. They don't have time to digest this information.

Bullets recently got a bad reputation. The purpose of the bullets is to create strong focal
points so you know where the next thought begins. This is especially helpful when scanning,
when you don't read to the end of the sentence and jump right to the next sentence to see what'’s
there. Unfortunately, the only situation when you need to jump like this is when you have a list
thatis waytoo long.

Figure 5-13 shows that bullets actually do help; the top left slide is clearly better than the top roriousty
right. However, if you take some time to think about what you are really trying to say, you can do : proce ”"‘)‘: <
it well without bullets. If your list has just four points, or you can pare it down to four points (asin oo W *e\; \iss of

Figure 5-13 along the bottom), bullets bring no advantage. If you have another strong focal point creo\ye“*\‘ﬁ vse wolets
onyour slide—such as a picture—you are better off without bullets. Clear spacing is essential for deot- =2

lists. Notice how in Figure 5-13 the list takes all available space on a slide by adding extra space
between paragraphs, versus cramming all the text in the upper part of the slide—as usually hap-
pensifyou just use default spacing.

Pogs perform many roles: Pogs perform many roles:

* Hunting Hunting

* Herding Herding

* Protection Protection

* Companionship Companionship

* Assisting police and military Assisting police and military

* Aiding disabled individuals Aiding disabled individuals

4 key roles for dogs: 4 key roles for dogs:
Hunting Hunting
Herding Herding
C ionshi

Protection et

Protection

Companionship

FIGURE 5-13: Using bullets.
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Also, make sure your list has a clear order, with either the most important or the least
important issues covered first. For example, the last slide about dogs in Figure 5-13 goes with
these spoken words: “Historically, dogs were mostly used for hunting and herding. Now their
main roles are protection and, most importantly, companionship—which is what I am going to
talk about.” The dogs’ roles on the slide are placed in historical order.

Using Slides with Photos

The most elementary function of slides is to remind you what to say, and text slides do this very
well. If you don't need any more support (or you don't have any more time), you might as well
stop here. However, if you do have time, you can go to the next stage. Here you decide which
messages need which kind of support. Again, the most basic distinction I use is “illustration”
versus “explanation” versus “evidence.” Illustrations provide emotional impact and retention.
Explanations explain. Evidence proves.

> Illustration is important when you need to add emotions in order to bring more life to
your slides. You can ask the audience members to picture the dog in their mind’s eye, or
you can show them a picture of a dog and have a bigger impact.

» Explanation helps if you want your audience to understand some complex, abstractidea,
concept, or scheme.

» Ifthere’s atrustissue between you and the audience, if they might not believe what you
say, you need evidence. But remember that there’s a notion in the legal profession called
“the burden of proof.” This burden is two-fold; you make an effort to submit the evidence
while the audience makes an effort to process it. If you produce too much evidence you
will overload people with insubstantial details. If you don't produce enough evidence,
your presentation will seem superficial and lack substance. So evidence is important but
not every slide is about evidence.

Let’s deal with other types of slides first. A slide with a large photo and a short statement is
an archetypal Zen slide. Photos are very powerful; they are great way to reinforce your point and
they don’t take much time for the audience to process. There are just two challenges when using
photos: finding them and combining them with your text.

CROssREF This chapter focuses more on finding appropriate photos, whereas combining
photos with your text has more to do with artistic design, which is covered in Chapter 7.

First, if you have your own photos—great. Nothing could be better. Seriously. Using your
own photographs shows that you care enough to take a picture for your audience to see. People
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appreciate that. Also, unlike stock photos, your photographs are authentic. They are really con- - Winenever

nected to the presentation, which is also appealing. And don't worry too much about the qual- ?oss'\\o\6> :‘:‘;’3

ity. Photo quality was an issue several years ago but now even pictures taken by cell phoneslook usIng l")om\,\e!s will 9ve
decent. (My first digital camera back in 2002 had just 2 megapixels in resolution; my current cell
phone has an excellent 5 megapixel camera, more than enough to snap a casual photo whenever needed A L Twey
Ineed one.) Most of us are lousy photographers (I am no exception), but on the bright side your ook & fe *; ANy
audience’s expectations about your artistic abilities aren't high. Just make sure the imagesare cow™™
visible and they, in fact, illustrate what you intend. I won’t go much into photo editing here, but
ifthere’s an Enhance button somewhere in the software you are using (as there is in Apple Key-
note) try pressing it. It might just do the trick.

Let’s talk about stock photography next. There are many excellent websites selling photos or
even offering free downloads. The problem is that it takes an enormous amount of time to find a
suitable image. Time just flies! You look at the clock and see that you've just spent an hour and a
half and found only two photographs out of the approximately 15 you need. Here are some hints
to save you some time:

» Hint number one: at whatever stock photo site you are searching type into the Search
box whatever you think, exactly how you think it. Don't try to rephrase it for the search
algorithm, and don't be politically correct. What are you really trying to say? If you are
looking for a secretary, ask for secretary. This is very easy and sometimes it works.

» Hint number two: try visualizing in your mind's eye the picture you want and then
“describe” it to the Search box. Be as specific as you can. If you see her as blond, search
for “blond.”

» Hint number three: if you have trouble visualizing your ideas, use the Google image
search instead of your mind'’s eye.

WHARNTING | am not suggesting you use images found using Google image search for your
presentation! It is probably one of the worst presentation habits that | encounter. Never
use images from a Google/Bing/Yahoo! image search. First, they are most likely to be
copyrighted. Second, they are likely to be optimized for the Web, so quality will be an issue.

Itis quite easy to illustrate concrete ideas like events, places, or actions. It's hard to illustrate
abstract concepts like trust or values, and this is where illustrations are especially powerful. If you
have trouble visualizing abstract ideas, tell Google what you need. If you like some of the pictures
you see, “describe” them to a stock photography website. Determine how people solved this prob-
lem before on Google, and if you like one you find, just create an image more or less the same.

But please don't ever use a handshake to illustrate “partnership.” To me, there are very few
things that hurt partnerships more. You see, the biggest problem with stock imagery is that
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people produce pictures that they want to sell. How exactly is this a problem? If you want to sell
aphoto, it has to illustrate some behavior, emotion, or concept that frequently occurs in life—
essentially, a stereotype. Stock photography is stereotypical. People sell clichés; that’s their
business (see some examples in Figure 5-14). You're probably seeing those images in every other
presentation: a handshake, a blue globe, stacks of coins, hands holding sprouting trees, unbe-
lievably diverse teams with members of every race, age group, gender, and sexual orientation.

P You AN I don't really believe in originality. I think there’s nothing wrong with illustrating a concept
\nowever use of a car with a picture of a car. It doesn't matter how many times that was done before me. The
e S*Odio Juce  problem with the handshake is not that it’s not original; it's that it is not authentic, it's fake. It
oS J(c; zggecjs- doesn't really represent partnership. Partnership maybe starts with a handshake but it's not a
S’v:‘::::; os wo'  handshake. Shaking hands doesn’t automatically make people partners. What does? I don’t know.

wel oS sro*esﬂ””e_ _ Itreally depends on the context. Now if you take time and think what makes people partners in
comic exord your case and illustrate that, it will be a great illustration. So, what are you really trying to say?

FIGURE 5-14: Stock clichés.

Let’s have alook at how Obama'’s team solved the task of illustrating his speech. I will leave
out statistics and visual comparisons for the next chapter and just focus on using photographic
images. Figure 5-15 shows some very typical photographs used in the 2011 State of the Union
address. Overall, there were about 30 photographs used and they were mostly used toward the
end of the show, during the emotional crescendo.
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The future is not a gift. t

It is an achievement.

= Babby Kennedy

Congresswoman Gabrielle Giffords
Avrizona’s 8™ District

FIGURE 5-15: Obama’s use of photos and words.

The first thing you might notice is that President Obama can afford the luxury of having his
own photographers. Most of the pictures are good, and this one is no exception. Speaking to
the workers from the loader is certainly very cool, but to me there’s too much car on the right.
Make sure your picture focuses on what you are trying to say. Apart from Obama’s own pictures,
there was also some other imagery used. When he was talking about wounded congresswoman
Gabrielle Giffords, we saw her picture. When he produced a quotation from Robert Kennedy, we
saw a photograph of Kennedy with a personal quote on the slide. Most of the time pictures were
used in conjunction with words, but not always (as in Figure 5-16). Sometimes the event is so
famous, like the moon landing, that text would be pointless.

FIGURE 5-16: Obama’s use of photos only.
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Once during the speech pictures were used as bullet points: while describing American
achievements like railroads, highways, and the telephone system, black and white pictures
were shown of the past. Notice how black and white pictures—of Kennedy and of U.S. achieve-
ments—are about the past whereas color images indicated the future. (The moon landing
pictureisin color, and that's probably because space always seems like the future, even if
was 50 years ago.)

To summarize:
> Illustrate actual ideas or events. Don't insert pictures just because “using picturesis good.”

» Use pictures to highlight. Pictures carry a powerful emotional charge. Don't let that go
to waste. Use pictures to evoke emotion and to motivate, in the beginning and in the
end. The middle is more about explanations.

> What's the most important (read: big) point of your picture? Does it display what you are
trying to say? Make sure your picture is cropped so that important points are big enough.

WOTE Try the following sites to find good stock images:

Paid images can be found at:

» www.istockphoto.com
» www.fotolia.com

» www.shutterstock.com

Free images can be found at:

> www.Sxc.hu
> www.photl.com

» www.morguefile.com

Free European art can be found at:

>  www.wga.hu

Using Abstract Illustrations

Ifyou need to explain rather than to impress, there are different types of images for that. Have a
look at the Figure 5-17. The first picture is a photograph of a man wearing a uniform and smiling.
Thisis an actual person with a name. His face produces an emotional response. We might like it


http://www.istockphoto.com
http://www.fotolia.com
http://www.shutterstock.com
http://www.sxc.hu
http://www.photl.com
http://www.morguefile.com
http://www.wga.hu
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or not. The next picture is much more abstract. It may even represent the same person, but a lot

of details are gone. There are no facial expressions to interpret; this person is more generic and
replaceable. It's not a person anymore; it represents the workforce. Far fewer emotions are engaged
by this illustration. However, you can still see his hairstyle, a badge, and his basic shape. The last
pictureis as abstract asit gets. It's not entirely clear whether this is a male or female. Can you go
even more abstract than that? Well, actually, you could—it just wouldn't be a picture anymore. You
could just write “a person.”

FIGURE 5-17: Levels of abstraction.

Sometimes less emotion is what you need. If you need to illustrate a process, draw a map, show
relationships, or explain an abstract concept, photos aren't the best way to go. Instead, use picto-
grams, contours, and geometric shapes. Welcome to the wonderful world of infographics. The old-
est human writing systems—cuneiform and Egyptian hieroglyphs—were based on how things look
rather than how they sound. However, over time visual representations were largely replaced by
phonetic ones as western civilizations developed alphabets. Oriental characters, while originally
quite pictorial, lost their apparent meaning to an untrained eye. In the 20th century when infor-
mation overload became serious problem, a new visual language was developed.

What you see on Figure 5-18 is a page from a Soviet book dating back to 1932. Now, even if
you don't know any Russian, you can guess that the drawing illustrates different proportions
of... well, something related to people in different parts of the Soviet Union. These are in fact
per capita budgets, where each red circle represented five rubles. You can see a lot of money
being poured into southern parts of the USSR (these are now independent states Uzbekistan,
Tajikistan, and Turkmenistan). Thisisn't to say that the Soviets developed this language; it was
in fact based on an approach by the Austrian professor Otto Neurath called “the Vienna method.”
But you can also see that those stick figures have very limited flexibility. They can only stand;
there’s no simple way to make them do other things. In 1972 a German designer Otl Aicher cre-
ated theiconic look (pun intended) of stick figures and the foundation for the modern pictorial
language was established. Figure 5-19 shows an excerpt from the United National Park Service
cartography symbols vocabulary. Much more flexible! You can tell stories using those figures!

Inthe history of presentations there was a period when something called “clip art” was used
for much the same purposes. Presenters now have much better options. If you use clip art, please
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stop already. It was quite cool about 20 years ago; it’s passé now. Better have a look at how mod-
ern 3D rendering software makes stick figures prettier without adding insignificant details (see
Figure 5-20). Now you can create some really cool stuff! So, what's the use of all this?

First of all, icons and pictograms are great addition to your bulleted lists. They are probably
the cheapest way to make your lists friendlier. See Figure 5-21. But I think that as far as presen-
tations are concerned, the prime use of pictograms is with process maps. Figure 5-22 shows dif-
ferent business units within an Internet retail company.

Winter Recreation
e R e |5 (B Char IS lift
. - Ice fishing
' Ski jumping
@ Snowboarding
e Snow-shoeing
wjmjww Winter Recreation area

FIGURE 5-18: Soviet infographics from 1932. FIGURE 5-19: Stick figures from the National
Park Service.
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FIGURE 5-20: 3D rendering of stick figures.

And Figure 5-23 is even more complex; can you guess what's going on there? This is an off-
shore programming process. It starts with discussing the project scope. “What is it that we are
trying to achieve?” Notice how the concept of scope is notoriously hard to visualize. The client is
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the guyin a blue suit; the account manager is in the red T-shirt. Throughout the diagram, blue is
always the client’s color and red is always the business’s color. Blue arrows represent parts of the
process visible to the client, whereas red arrows indicate that these parts are internal. Next, the
account manager discusses the project with a programmer and they come up with a proposal.
After the proposalis signed, the actual work begins. Iwon't bore you with any more details; I
think you get the idea. There aren’t that many secrets in drawing those maps: keep them untan-
gled, use consistent language (only one meaning per icon and per color), emphasize important
stuff, and don't include the unimportant. For example, it would be a mistake to make arrows
very bright because icons are obviously much more important.

Exercise:

, Brainstorm ideas > 20 min.
sMART Make them S.M.A.RT & 5min.

Present them ™ 3 min.

FIGURE 5-21: Using icons to illustrate a bulleted list.

Call center & IT Inventory handling Delivery & cash collection
FIGURE 5-22: Internet retailer’'s process map.

Apart from the process maps, you can use pictograms in more or less the same way you
use photos—for illustration. There is, however, an important difference: you use them for
concepts rather than for actual events or people. Figure 5-24 shows some of President Barack
Obama’s slides again. The first slide’s focus is on the $1,000 figure, but in the background we
see a silhouette of a family receiving those benefits. It would be a mistake to use the pho-
tograph as the focus because it’s not a particular family; it's an abstract family, hence the
abstract picture. On the next slide the emphasis is on the figure “$630 per year”—it’s bright
orange—as well as on the plug and the thunderbolt representing electricity. The last slide is
amistake because this is where they could have shown a photograph of the school. It doesn't
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matter that much where it is located, and seeing actual students who had improved their

reading scores would be more effective.

Offshore programming

FIGURE 5-23: Software outsourcing process map.

BRUCE RANDOLPH
SCHOOL

EXPECTED BENEFIT FOR A
TYPICAL FAMILY

$630 per year
Estimated savings with

an electric car vs.

a gas-powered car.

up 22% points

FIGURE 5-24: Obama'’s “infographics.”
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Last but not least: if you can draw, draw! There’s something about hand-drawn pictures that - \,\N\o\—o\m":“
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To summarize: o A

» Illustrate abstract ideas or events. Try not to use photographs for those kinds of illus-
trations; they give too much unnecessary detail.

> Useicons for process diagrams, flowcharts, and so on. This is a universal language and
is easily understood.

> Icons are a great addition to your bulleted lists. Even in the most basic form, pictures
have some emotional charge.

NOTE To find some good pictograms, check out www. iconfinder.comand www. findicons
.com; these search engines find mostly free icons. Also check out http://helveticons.ch,
which is a rather pricey but extensive and wonderfully universal icon set.

SUMMARY

The key points to remember from this chapter are as follows:

» Much like everything else in your presentation, slides should have a goal. Moreover,
elements on your slides should have goals. “What’s the purpose of this slide/element?” is
the single most important question to answer as far as slide design is concerned.

> Don'tdesign slides for reading, design them for scanning. Separate important infor-
mation from the less important. The most obvious way to do this is to make important
elements big and bright and less important elements smaller and faded into the back-
ground. If you want to highlight more than one concept, you might be losing your focus.

> The most important element on a text slide is the header. Make it big and clear. Ideally,
people should be able to make sense of your presentation by reading only your headers.
Try not to make lists with more than four items.

> Use photographs to produce emotional impact and to illustrate concrete events,
things, and places. Use stock illustrations with caution: avoid clichés entirely or use
them in humorous ways. Use abstract icons to illustrate abstract concepts when you
don’t need much detail. Avoid clip art.


http://www.iconfinder.com
http://www.findicons.com
http://helveticons.ch
http://www.findicons.com
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IN THIS CHAPTER

Action diagrams vs. static diagrams

Using diagrams to compare and make meaning

Avoiding tables and what to do if you can't

The doom of charts: chartjunk and default settings
Not lying with statistics

In Chapter s you read about illustrations, the purpose of which is Yo
inspire emotions or to give quick hints to both the speaker and the audience about the contents
of the speech. But what if you don't want to entertain or impress, but rather want to explain and
persuade? This chapter deals with the basics of infographics, the art of visual explanations. A

special focus of this chapter is using charts to produce powerful visual comparisons.
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When I see a diagram in a presentation it usually looks like the one shown in Figure 6-1. A bit dull
isn'tit? Still, I think it's a wonderful diagram. I know the author was feeling a sense of accomplish-
ment when he finished making it. I know that to him, it made total sense. It answered all those
nagging questions, like “how?” and “who?” and maybe even “why?” Unfortunately, wonderful as it
is, it is entirely unfit for the purposes of a presentation.

Investment Support Agency

CEO

Administrative
assistant
]
Administration

HR

————
Finance

E——
Archive

T—
- Procurement

FIGURE 6-1: A typical organizational chart.

The problem with most diagrams shown in presentations is that they could probably work as
an analytical tool, but they need too much explanation to be of any use. They are not pictures
that are worth a thousand words, they are pictures that require a thousand words to compre-
hend. But that’s not even the worst problem with a slide like this. Although people do need time
to digest information, you can set up the animation and show the slide gradually, layer by layer.

COVY
y & 9000\ dod) Aslong as the whole picture makes sense, it will work. The main issue here is that the picture is
O
s ke & o° < senseless and lifeless. The chart lacks drama. It's not going anywhere. It's too static.
—\
S*°?\‘? X, ¥ WS Like a good story, every good diagram needs some simple contrast, some conflict. It needs a
con villan-

N hero and a villain. It needs some action. Okay, this is a structure of something—so what? Where
are the challenges? The deadlines? What's important and what's less important? Where's the
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goal? These are the questions that ultimately make us study and understand things. This chart
doesn’t answer any of those questions in any meaningful ways.

Consider some examples. Figure 6-2 is a diagram designed by NASA. It shows the flow
between different convection zones at the sun. Even though the diagram doesn’t make
much sense without a legend—can you see (I'm tempted to write “feel” here) how much more
dynamic it is? Do you see the inflow and the outflow? Something is happening! There is a
clear opposition between + and -, the picture is divided into three main parts, and there’s
something going on between them.

+

“-\_/’f

X

\

<
- £
l \‘\ .
v N
FIGURE 6-2: NASA diagram of the sun’s flux-transport dynamo.

“Yes,” you might say, “but this is a process diagram whereas previous one was an organiza-
tional chart, which represents structure rather than actions!” Well, that is precisely why you
should be avoiding “structure” diagrams whenever possible. In 2000 Henry Mintzberg, a renowned
management theoretician, together with Ludo Van der Heyden in their article, “Organigraphs:
Drawing How Companies Really Work” published in Harvard Business Review, suggested replacing
organizational charts with something they called “organigraphs.” The latter show how a company
works rather that how it is structured. They've suggested replacing static charts with action
charts, which is what I am suggesting you do with your slides.

Figure 6-3 is essentially the same chart as Figure 6-1, but redrawn in a more action-oriented
way. Do you notice any differences? See how the organization works now? Do pictures help? It
took me about 10 minutes to draw the first chart (mostly struggling with SmartArt alignments)
and about 40 minutes to draw the second. Was it worth it? You decide.
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Investment Support Agency

Advisor

&
Administrative / w \
w CEO w

Assistant

& @ & .H

Administration Investment |n|

I ;é Library e ;E Licensing w *

— {M) Promotion

— fif =R
= L:} Procurement

o ﬂe Archive

FIGURE 6-3: Organizational chart redesigned.
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=7 Research

Investors

Investor
support

Analysis

To create the chart in Figure 6-3 required me to do more up-front thinking. I had to under-
stand the overall point of my chart and draw it accordingly. You can't draw these kinds of dia-
grams mechanically. Try drawing your structure as a process and feel the difference. It is said
thatifit can't be drawn, it can’t be done, which means that if you don't have a good visual rep-
resentation for a project you will have a hard time making it reality. When you are drawing, you
have to answer a number of crucial questions like, “Who is going to do what in what sequence?”
Equally important is to realize what not to draw on diagram. It is hardly possible to do the draw-
ing without setting your priorities straight.

USING COMPARISONS

Most good diagrams I see either move somewhere or compare something to some other thing.
Thisis the secret. Right now only one type of static visual explanations come to mind that really
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works—cross-section diagrams—and this is only because of the implicit opposition between the
surface view and the internal structure. Difference. Change. If you want change, you must show it.

Figure 6-4 shows what is probably one of the most famous diagrams in the world: the Brookes
print. It was designed in Plymouth, UK, in 1788 by the Plymouth Chapter of the Society for Effecting
the Abolition of the Slave Trade. Its sole goal was to explain the horrific conditions on board a typi-
cal slave ship. Since 1788 it was reproduced many thousands of times in print, found its way into
school textbooks and museums, and some might say even became the symbol for the abolitionist
movement itself. What's the secret; why did this picture suddenly become so popular and powerful?

STOWAGE OF THE BRITISH SLAYE SHIP BROOKES UNDER THE
\ REGULATED SLAVE TRADE
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FIGURE 6-4: The Brookes print.

First of all, it lifts the veil. It showed what was happening inside a seemingly harmless ship.
Why do we almost immediately realize that the things going on are torturous and inhumane?
The diagram displays two aspects: free space and occupied space. The point is there’s almost no
free space. And that’s very efficient, but that’s also very inhumane. Live people were reduced to
the status of cargo here. That’s torturous and inhumane. “What's the juxtaposition? What's the
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change?”—these are the questions you should ask while designing slides in general and explan-
atory slides in particular.

Scale Slides

Figure 6-5 shows another NASA chart comparing different planets of the solar system. Justin
caseyou are wondering, 2003 UB is what later was named Eris, a dwarf planet behind Pluto, also
larger than Pluto. Its discovery eventually lead to Pluto being stripped of its planetary status—
because apparently it was easier for astronomers to remove one planet from the list than to add
another one. We can appreciate things better in comparison, and we can better appreciate the
true size of a planet by placing it next to other celestial bodies. Using this approach, Pluto is too
small to be a planet.

FIGURE 6-5: The planets compared.

WOTE Of course, diagrams like these are nothing new. They've been around for centuries,
helping us to understand the real magnitude of things we never saw. | don't know why but
| seldom see slides like this in presentations. Why? Most of us don’t understand all those
thousands of miles, pentaflops, billions of dollars, and so on. How much is it really? These
sorts of slides can help.
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Steve Jobs famously used this type of method to explain size and weight of his MP3 play-
ers in a whole array of presentations. Both size and weight matter a great deal in MP3 players,
because people carry them in their pockets all day long. How do you know whether this one will
be too heavy, too light (this also can be an issue, especially with cell phones), or just right? In
2001 Steve Jobs compared the size of the first iPod to a deck of playing cards. He also described
it as being “lighter than most cell phones.” In 2005, while presenting the iPod Shuffle, he com-
pared its size to a pack of gum and its weight to four quarters. In both cases he didn't just say it,
he actually produced slides showing a deck of cards, several different packs of bubble gum, and
four quarters stacked nicely on top of each other.

The problem with creating slides like these is not that people don't take the time to make
them. Making them is relatively obvious. You just place two pictures (your object in question
and another) next to each other, so that the comparison gives your object scale. The problem is
that presenters slack off and choose instead to go the easier (and less effective) route of just giv-
ing out the numbers. “It’s just 14 ounces,” those presenters might say. And the audience is then
left to think, “How am I supposed to know whether 14 ounces is heavy or light? Is it that a good
weight for an object like this?” They have nothing to scale it against unless you give it to them.

Change Slides

In 1840 a French engineer Charles Minard—also recognized as one of the information visualiza-
tion pioneers—was asked to investigate the cause of the collapse of one of the bridges on the
Rhone. In hisreport, he included a diagram (shown in Figure 6-6) that explained it all. As you
see, the riverbed beneath the bridge had washed away on the left side so the bridge just had

no other choice but to collapse. The beauty of this diagram is that it really is worth a thousand
words. Notice how the “before” state is juxtaposed against the “after” state. That’s change.

NOTE There were many more great charts produced before the 20th century. Edward
Tufte, a Yale statistics professor, is an avid collector of those masterpieces and features
them in his books on visual communication. Those dinosaurs of the past might seem irrel-
evant now in the age of Facebook and Twitter. Indeed they were designed for paper rather
than for screen, and the information density is therefore much higher. They might not have
clean sans serif typefaces that became commonplace later, but nevertheless, they provide
excellent demonstration for why visualizations became so popular in the 20th and 21st
centuries. We still have much to learn from these examples.

Figure 6-7 shows a couple of Barack Obama's slides again. Let’s analyze the one on the left
first. What's the point of the slide? “Between 2000 and 2009, U.S. annual income declined"—
that’s the message. When I face a task like this, I am tempted to produce a trend chart with all
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the years between 2000 and 2009. I would probably even include years before 2000, just in case.
As shown here, that's not always necessary. Maybe all you need is a sort of before and after. Why
say more if you only need that much? The decline is shown with a downward arrow and the dif-
ference is marked with bright yellow. Although it doesn’t look that sophisticated, thisisnota
bad slide at all. It gets the point across.

Pont de Bourg‘-.‘jh\ndéol sur le Rhone.

FIGURE 6-6: The Rhone bridge.

REAL MEDIAN HOUSEHOLD
INCOME DECLINE

$52,301

IN 2000

$49,777

IN 2009

52,52 Less|

FIGURE 6-7: Obama’s comparison slides.
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The hero of the slide on the right is salmon, traveling from fresh waters (presumably rivers) to
salty waters (presumably oceans) and changing jurisdiction from the Commerce Department to the
Interior Department. One salmon divided. The absurdity of the situation is communicated quite
clearly and within White House style guidelines.

Venn Diagrams and Matrix Slides

The salmon shown in Figure 6-7 brings the topic dangerously close to Venn diagrams, which I have
no doubt you've seen hundreds of times. They look like overlapping circles and visualize relation-
ships and contrast between two or more sets of data or abstract concepts. I used Venn diagrams in
this book, for example, in Chapter 2, Figure 2. I don't even need to produce another Venn diagram
here; you can easily draw one in you head. Imagine two overlapping circles, one marked as “Educa-
tion” and another as “Entertainment”. What do you get in the middle? (Answer: “Edutainment”).
Portmanteau concepts like this one can be easily visualized using this kind of diagram. A close
relative of the Venn diagram is a matrix slide, also known as “the four quadrants.” Unlike Venn
diagrams, which have only one axis, typically horizontal, matrix slides have both horizontal and
vertical axes.

Both are very simple forms that have potential to amplify your message, make it clearer,
easier to understand. Be aware, however, that as a visualization tool they work a bit like a mega-
phone: they only amplify the message but not improve it in any fundamental way. If you start
with an interesting but somewhat unclear message, they will work beautifully. But if the mes-
sage is banal it will be like a banality is being shouted very loudly. People hate that. Please don't
use these instruments if you think they will make your point more interesting or give it more
weight. They won't. They just make the point more obvious. So if there’s no point, it will just be
more obvious that there isn’t one.

Take alook at a couple of examples. The matrix shown in Figure 6-8 was produced by Steve
Jobs at the 2006 MacWord Conference. He was presenting iWeb—a simple program for creating
websites for people who don't know any HTML (like me). This is probably the best comparison
slide I have ever seen. That’s the whole philosophy of Apple in just one slide! Notice how in the
lower left corner there was some space left for the competition—I think it was Microsoft Front-
Page or maybe Microsoft in general. The audience laughed, and he got the response he wanted.

Jobs also produced a very similar diagram while seriously explaining the iPhone position-
ing. This time axes were “smart—not so smart” and “easy to use—hard to use” with iPhone being
in the upper right corner: both very smart and very easy to use. You see, that’s a heck of a prom-
ise. Only because he had such a great reputation of actually fulfilling his promises he was able to
get away with that.
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Ugly Beautiful
Easy X iWeb
Hard X

FIGURE 6-8: iWeb matrix.

You can combine Cartesian coordinates and Venn diagrams together and produce something
like an approximation bubble chart, as shown on a Figure 6-9. This slide was created during one
of my own projects as an attempt to explain the company positioning for potential customers.
Note, however, that this diagram is too complex to be presented in one piece; it needs animation

to reveal it slowly, layer by layer.

Precise targeting

4 Online
retailer
Social
Network
Search engine Price
Readers e gds ~ aggregators ——% Buyers
News
website
v
No targeting

FIGURE 6-9: Startup positioning.
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AVOIDING SMARTART IS THE SMART THING TO DO

Sometimes people use “diagrams” just for the sake of using something. They think,
“Whatever it is, at least it's not just a list!” They are afraid of showing a simple list and think
that a diagram will give their idea a sense of sophistication. It won't. Microsoft PowerPoint
has a whole array of SmartArt "diagrams” dedicated to the purpose of glorifying lists (see
Figure 6-10). Avoid them. The attempt is futile; it's still a list. Note that this applies only to
the List type of SmartArt, not to other types like Process, Cycle, or Relationship—which
are true visualizations and might be useful—especially if limited time does not allow you to
draw a diagram especially for the occasion (which is always better than using a template).

Insert SmartArt Graphic

= gmh g%, . B5Rs, JU, HE.
= gy 4 - -8

List Process  Cycle Hierarchy Relaticnship Picture Other

i
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FIGURE 6-10: Microsoft SmartArt.

Tables

Do you have you more than a 2 x 2 matrix? It's a table! In fact, a 2 x 2 matrix is a table, too, albeit a
very small one. Now I have to warn you: tables are a great analytical tool. You can probably use the
terms “financial analysis” and “spreadsheets” interchangeably. However, they are dramatically bad
for the purposes of presentations. Tables just have too much data for a quick glance. They demand
thinking. People study tables, which takes time. Do you really want them to think that much?
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Maybe you need to show an excerpt from a report. Let me give you a couple of hints on how to
deal with that:

» Make your headers really stand out (contrast headers and contents).
» Group related ideas together and introduce a sensible order wherever you can.
» Delete everything you don't really need.

» Use alternating colors to improve contrast between rows. Don't show gridlines unless you
really need to. Seriously, try it; the table won't fall apart if you turn your gridlines off.
Alternating colors do the same job much better.

» Visualize everything you can.

» Useanimation to show the table gradually or use semi-transparent masks to guide the
audience’s attention.

Figure 6-11 shows more or less the same table, before and after. We eliminated some rows we
didn't need and created four sensible categories. The table still takes time to comprehend, but
much less so than before.

Tonce had a client who was a regional manager at a major international corporation. He
had to present at a meeting using the same standard template managers from other regions
used so there was no unfair advantage to anyone. When I say “standard template” I don't just
mean colors and logos. I mean there was a fixed amount of slides with charts and tables already
embedded and all he was allowed to do was to fill the tables with his data. And those tables were
probably the worst tables I have ever seen!

Inthe end, we formulated a single message for every slide and highlighted the most important
numbers, which reinforced the message (we made the font visibly bigger and changed its color to
red). So when the next slide appeared my client paused for a while allowing the audience to grasp
the slide and then proceeded to talk only about the most important figure. It was a success.

To recap: Avoid tables whenever possible. If you need a table, answer the question “what
is my message?” before designing anything. Delete any extra information that nobody really
needs. Guide the audience’s attention by highlighting key figures.

DATA VISUALIZATION

Now, if you have a table full of numbers, it’s time to get to the subject of data visualization. This
is an extremely wide and complex subject. I wouldn't even dream of trying to give you a compre-
hensive overview of this subject in the small amount of pages I have here. However, I do under-

stand that next time you're working on your presentation, you probably won’t have enough time
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to conceive an ingenious and novel visualization anyway. So I will just touch on the most popu-
lar diagrams and most common mistakes people make.

Function Base (2010) Target (2011) Status
Customer reviews None Customer interacts with web-site 100%
Customer loyalty program None Major impact for cross sales (bonus program) 90%
Information - news Limited News engine T0%
Affiliate program None Significant rev driver 50%
Mobile native apps None iPhone, Symantec, Andr, BB 40%
Product search on site Limited Best in class 40%
Customer engagement None All major social media, including built in shop and 30%

aggregator
Professional consulting Call center Cosmetics, medical, etc dedicated 30%
Customer database 70k 500,000 (3m by 2015) 10%
Foto 500 per month Professional studio: 5,000 products per month 10%
Personalization None loT and Semantic web (Web 3.0) as applicable. Context 10%
engine ready
Email management 1 blast email Clear segmentation and customization, template ready 10%
Remarketing None Context advertizing 5%
Video None Active and regular (including education and PR) 5%
Live chat None Best in class 5%
Pricing tracking & update Manual Automated 5%
Retargeting None Decrease abandoned cart 5%
.
Purpose Function Target (2011) Complete

Information / news News engine EEER

Mabile native apps iPhone, Symbian, Android, BB EEm]
Attract new clients i

. Active and regular

Video content (including education and PR) =000

Affiliate program Significant revenue driver oogoag

Product search on site Best in class mEEE]

Professional consulting  Cosmetics, medical, etc am00
Improve conversion

. Clear segmentation and

Email management customization, template ready mUtu

Live chat Best in class =000
Increase empath Customer engagement ~ AL.major social media, including an00

pathy built in shop and aggregator

Improve ROI Pricing tracking Automated “Inlnln

& update

FIGURE 6-11: A table redesigned for presentations.
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Discerning between Analytical and Presentational Charts

Just as with tables, charts are used for two purposes. First and foremost, people use charts for
analysis. They visualize data to uncover hidden patterns, find dependencies, and make sense of

conclusions from those charts. Presentation charts are usually optimized to carry one and only one
message. If you need to illustrate another message, you just draw another chart. Trust me, most of
the time it is far easier to design two charts than to design a chart that carries two clear messages.
Analytical charts are meant to be “zoomed” by the viewer. Ifit’s on paper, you can bring it
closer to your eyes. Ifit’s on a screen, you can press a zoom button. The audience can’t do any
of those things during a presentation. They just don't have enough control. Therefore presenta-

use e & weS  tions have a much smaller resolution capacity. That is why, when you are designing slides for
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alive presentation, it’s important you don't make stuff smaller; instead, you must delete it.
Ofcourse, you can also use some sort of highlighter to guide the audience’s attention. You can
magnify importantstuff, make it brighter, or use thelaser pointer:

Have alook at the Figure 6-12, which shows two variants of Minard’s famous chart describing
Napoleon’s march to Russia in 1812-1813. The top diagram is wonderfully multi-purpose; it has
everything you need, including the size of the army in numbers, the rivers, towns, cities, tempera-
ture, scales, and so on. The bottom chart looks far less sophisticated, but it gets the message across.
The point is that you don't really need to see every single Russian river out there to realize that
Napoleon wasn't defeated in any major battle.

I have no doubt that some people will find the lower chart a horrible violation of Minard's
masterpiece. Likewise, sometimes people distrust simple charts; they come to a presentation
expecting to think. Don't make the mistake of showing presentation-style charts when your
audience expects analytical ones. Know your audience and their expectations.

Asfaras chart design is concerned, there are three important points to remember:

» Apresentation chart must affirm something. The credit for this brilliant advice goes
to Gene Zelazny, the author of the book Say It with Charts: The Executive’s Guide to Visual
Communication. Take any existing chart of yours and look at the header. It is very likely
that the header is descriptive rather than affirming. It probably says something like
“Third Quarter Results,” but it doesn't say what the results are. Are they positive or nega-
tive? If you know what you are trying to say, it is much easier to draw a clear chart that
says exactly that and nothing else. If you don't know what you need to say, get back
to the analysis; it's too early to present your ideas. Again, this is one of those obvious
things easily overlooked. Say it with Charts was first published in 1985, yet I'm still seeing
those vague and unfocused charts in every other presentation.
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FIGURE 6-12: Two approaches to Minard's chart.

> Ifyou want to affirm something with a chart, you have to show the difference. You
have to compare something with something else. Ask yourself: What is the comparison?
What's the difference? What chart will be best to display this comparison? For example,
the third quarter results are good, but compared to what? When you are trying to com-
pare too many things on one chart, you are likely to produce a bad chart. The comparison
should be very clear; avoid fancy, uncommon charts, unless you really need them. They
take time to explain, and you have to educate the audience before using them.

> Onceyou've visualized your message, delete everything else. The credit for this advice
goes to Edward Tufte, the author of many wonderful books, including The Visual Display
of Quantitative Information and Beautiful Evidence. Although he is a known hater of pre-
sentations as a genre—mainly due to their low resolution and unsuitability for “serious
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analysis”"—he proposed one of the most radical simplifications for charts, called sparklines.
He writes the following in Beautiful Evidence:

Whereas the typical chart is designed to show as much data as possible, and is set
off from the flow of text, sparklines are intended to be succinct, memorable, and
located precisely where appropriate.

A sparklineis a type of line chart that shows nothing but the line. No axis, no numbers,
nothing. Just the beat. Radical as it is, it works. Sometimes you don’t need anything else
to visualize the trend or to compare two trends. Microsoft even included sparklines in its
latest edition of Office and now tries to patent the idea.

So, for every element of the chart ask yourself, “Is this thing really necessary? Or is this
chartjunk (Tufte's term)?”

But you know what's best about chartjunk? No recycling necessary. Just press Delete.

Visualizing Percentages

Suppose you have this message: “25 percent of American students don’t graduate from high
school.” You could simply note this as text on a slide. You could also, however, make it more
visual. Since you already know what you want to say, the next thing to decide is, “What’s the
comparison? What's the juxtaposition?”

Twenty-five percent already lends itself to a comparison—it’s 25 percent versus 75 percent, or
simply put 1 versus 3, right? Figure 6-13 shows two slightly different approaches to visualizing
the same simple set of data. Which one do you prefer? The slide on the right was produced by me;
the other one was designed by Obama’s team.
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Data Visualization

I prefer my own version because it’s much clearer and it actually does show 25 percent. You
can see it straight away. Obama’s slide certainly has its charm and looks more sophisticated.
There was much more effort put in it. But was it worth it? I have doubts. Without looking closely,
canyoureally seeifitis 1in 4 or 1in 5? Hardly. I think designers themselves were having a hard
time getting it right. I'm almost tempted to count whether they blew the proportion or not. Still
the designers would have benefited from a little more simplicity.

The next chart by Obama’s team (shown on the left in Figure 6-14) is almost perfect though.
Itsintentisto show that there’s parity between the Democrats and the Republicans both in
the House of Representatives and in the Senate, and it does the job beautifully. I drew a more
traditional pie chart for comparison next. Is it better or worse? I think it’s worse. Obama’s slide
isnota chart, it's a diagram. It shows how things actually look; it gives us an overhead view of
the House of Representatives and the Senate. It is closer to truth. Arguably, drawing it required
much more effort than just hitting “Insert Chart” and inputting data, but I think this time the
result pays off.

THE 112™ CONGRESS

HOUSE OF REPRESENTATIVES

THE 112T™ CONGRESS
HOUSE OF REPRESENTATIVES

® De Republicans @ Independent

193

SENATE SENATE

NDEPENDENT

FIGURE 6-14: Showing parity in the House of Representatives and the Senate.

NOTE Please don't get me wrong; I'm not against pie charts per se. | know that lots of
people—including Edward Tufte—recommend avoiding pie charts altogether. Why? They
argue that it is very difficult to compare sections within a given pie chart and that bar charts
would be much more effective in these cases. Pie charts are seldom used in science; they
are considered too “pop.” This is all probably true, but | still recommend using pie charts
precisely because they are “pop.” They are intuitive, and when you're comparing one part to
a whole, nothing beats a pie chart.
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Figure 6-15 shows a couple of charts; the left one is from Obama’s deck and the right one,
designed by myself, show the typical errors. Although the right one might look like more fun,
which one is easier to grasp? A couple of thoughts here:

2010 FEDERAL SPENDING 2010 FEDERAL SPENDING

MANDATORY
INTEREST

® NON-SECURITY DISCRETIONARY
SECURITY DISCRETIONARY

INTEREST

5%@

24%

FIGURE 6-15: 2010 federal spending.

» Think twice before using 3D for charts; doing so distorts proportions way too much. 3D
charts might look cool, but what's the point? Does it really help to get the message across?

» Tryputting the legend as close to the chart as possible, preferably on the chart itself.
Use callout lines if necessary. Draw them by hand if necessary! Don't force the readers to
jump back and forth, comparing different colors.

» Don't use all the colors available. Use one bright color to create strong contrast. Notice on
the left side of Figure 6-15, the callout “Non-security discretionary” is in bright orange
while everything else is in varying shades of blue. You have no problem telling what the
chart is really about.

Column Charts

The chart shown in Figure 6-16 is yet another one that made history. It was designed by Florence
Nightingale, an English nurse, writer, and (surprisingly) statistician. It’s a bit hard to decode,
isn'tit? The message is that far more people were dying from lack of sanitation than from wounds
during the wars in the East. Do you get it now? Anyway, this diagram did the job: It convinced the
Queen and the members of Parliament to improve sanitary conditions in British hospitals. It was
avery successful chart. My only question is, “Why not draw a simple column chart instead?”
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FIGURE 6-16: Florence Nightingale's coxcomb chart.
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FIGURE 6-17: Causes of mortality visualized with a column chart.
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So ifyou need to compare data on a timeline, use column charts. They are, perhaps, the
most common charts you see. They are exceptionally easy to read. However, at the same time,
no other type of chart suffers from chartjunk more than column charts. Figure 6-18 shows some
very common mistakes.
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Source: Sales Dept.

FIGURE 6-18: Common mistakes with column charts.

Why is that? For one thing, admit it, most people aren't terribly obsessed with optimiz-
ing our communication. If the software we use (whether it is Keynote or PowerPoint) creates
a chart, they are most likely to just leave as it is. Unfortunately—and especially with older
software—those charts are far from ideal. Another impulse people often give into is to obsess
with optimization but in a wrong way. They try to make the chart communicate everything and
anything. Inevitably they produce too much noise.

Take alook at Figure 6-19; isn't it a bit difficult to read? I have to tilt my head. Placing text
vertically is a bad idea; it makes it impossible to read quickly. I dont know why people keep
doing this. Well, actually, there’s only one possible explanation: they don't need to read it them-
selves, because they know it already. And the audience ... who cares about the audience, right?
But if you do care, why not simply turn the chart, as shown in Figure 6-19 on the right. Doesn't
turning it make the chart more readable?

Bar Charts

But wait, turning the column chart produces another type of chart, doesn't it? Actually, they
are more or less the same. Both PowerPoint and Keynote create a distinction between these two
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charts, but I think it is largely artificial; for most purposes bar charts and column charts work
exactly the same way. I can recall only two instances when it’s not a good idea to turn your chart
axes: when you display data across time—because time goes from left to right for most people—
and when you display a probability distribution (histogram). Other than those two excep-
tions, feel free to turn the axes whenever your text becomes unreadable.

9™ PLACE gth PLACE

IN COLLEGE DEGREES IN COLLEGE DEGREES

united States |
0% 10%

FIGURE 6-19: Changing text orientation improves comprehension.

Figure 6-20 displays two rather complex bar charts, one of which looks messier and the other
looks somewhat cleaner. Actually, if you look at it, it's the same bar chart with some alterations
done by me. First of all, the top chart is ordered by alphabet and the bottom chart by the counselor’s
score. This was done with a press of a button, very simply. And it worked! Ranking people alphabeti-
cally is not what the chart is about. The chart is about star performers and outsiders, and both could
be identified easily now. Suddenly, the chart makes much more sense. Why did the author arrange
people alphabetically? Most likely because this is what was suggested by PowerPoint by default and
he or she never really thought about the slide’s purpose. Arranging alphabetically could be useful
in alarge printed table where people scan to find just one person they are looking for. But thisisnot
what they do during a presentation.

Secondly, the original bar chart (Figure 6-20, top) used a rather weird color scheme. Itis
very contrasting, but the end result is confusing. I chose a calmer scheme with colors for Good
and Excellent closer to each other while highlighting Average. Lastly, I deleted everything
deemed unnecessary; everything that didn't fit in the overall scheme of things. Focus, con-
trast, and unity.
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Overall Evaluation of Kindness on a 5-Point Scale per Counselor

Base (%)
200
8
8
e
1 Evgeniya 27 % o s+
] Lyubov 0 %+
5 Michasl B. | i
4 Michael 5. H z-
r Nadezhda i B -
1" Batala T Sl
©om
pilla,  ToUmmal i
S e e —
o mw % ex ws i
% = frumber of those who mentioned this alternative / base) * 100% Cautian: The base is not sufficient for a statistically reliable conclusion
Overall Evaluation of Kindness
5-Point Scale per Counselor, %
W 5 (Excellent) B 4 (Good) W 3 (Average) Mean Base
Total (CS) 60% 36% P 46 107
Lyubov 100% 5 5
Oksana 86% 14% 4.9 8
Olga 78% 22% 48 10
Alesya 75% 25% 4.8 11
Tatyana M. 75% 25% 4.8 4
Evgeniya 73% 27% &7 5
Alina 70% 30% 4.7
Michael B. 60% 40% 4.6
Nadezhda 50% 50% 4.5 11
Tatyana K. 50% 50% 4.5 7
Julia 40% 60% 4 9
Natalia 36% 55% 9% [ 6
Michael S. 25% 50% 25% 4 8
Alexander 80% 20% 3.8 5

FIGURE 6-20: Bar chart makeover.
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Line Charts

Line charts are line column charts specifically for trends. Their main doom is, again, chartjunk
and using the default settings. I understand that tweaking the default settings in the program you
use to make your slides requires thinking, time, and manual labor. Sometimes you have to delete
automaticallyinserted legends or axes and draw others that better suits your message. The only
question is, “Do you care about your communication that much?” If the answer to that question
isyes, all the other questions come very naturally. Figure 6-21 shows a bad line chart (top) and its
improvement (bottom). Do you need both value labels and axis labels? Do you need those bright
gridlines? Shouldn't you fade them or remove altogether? Do you need full dates or will months
suffice? These are the questions you should be asking yourself about the top line chart to make the
improvements displayed in the bottom line chart, which is cleaner and clearer.

Figure 6-22 shows several of the best line charts I've ever seen. They're beautiful. We see
atrend going in one direction and then we see it turn. Right at the tipping point in bright yel-
low: “President Obama Takes Office.” Most of us know that correlation doesn’t necessarily mean
causation. Most of us also know that the U.S. economy has a huge inertia and that these trends
were probably turning well before President Obama took office. Still, I am totally stunned by the
clarity of communication here. They are all very persuasive. These examples show what your line
charts should aspire to.

NOTE One final note on charts: please make sure your chart doesn’t resemble anything
else to the point of looking silly. For example, there’'s a running joke about 20 percent of pie
charts looking like Pac-Mans. Figure 6-23 shows how Obama’s designers are capable of
making that mistake, too. Whenever | show this chart at my workshops, the audience ex-
claims almost in unison: “Ties!” Indeed, these do look like a pair of men’s ties. Don't let the
form distract from the serious content.

LIES, DAMNED LIES, AND STATISTICS

The middle circles shown in Figure 6-24 are the same size, although they definitely don't seem
so. I know it for sure because I drew them myself; they are both 80 pixels in diameter. But “80
pixels” might not mean anything to you. It’s just a number. We can only make sense of this num-
ber in comparison.
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Year-on-year inflation
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FIGURE 6-21: Line chart makeover.
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FIGURE 6-22: Obama’s line charts.

HEALTH REFORM LAW
REDUCES THE DEFICIT

PAC-MANS

$230 BILLION

$1 TRILLION +

FIGURE 6-23: What does your chart resemble?
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FIGURE 6-24: An optical illusion of size.

»T AonY oot If you're surrounded by giants, you will seem small. If you're surrounded by pygmies, you
oW wihere °so will seem tall. We can try to be “objective” and not surround ourselves with anything or anybody,
deow e \\V;e; & but then people have a hard time coming to any judgment at all. We can surround ourselves with
1 wil i\‘jje;\,‘;m giants, pygmies, and tons of average-sized people, but then we run into the risk of overloading

\\)) X

<. ovo%  theaudience. So, where's thefine line?

I am assuming that you have neither the intention nor the pressing need to lie. What you
want to do is amplify your message using reasonable means, which I think is okay.

Ifthere’s a very obvious comparison that you should make, make it. If it's not in your favor,
don’t amplifyit, don't be your own enemy, but still make it. Then make another comparison and
show the difference. If there’s a very obvious type of chart for your type of data, use it! Oth-
erwise, people will notice, and you will have done more harm than good by trying to avoid the
obvious. Always assume that there will be at least person in the audience who read How to Lie
with Statistics. At the very least, be prepared to make the obvious comparison. You may not have
to show it, but you should have it as a hidden slide just in case.

Figure 6-25 shows one of the last slides from Barack Obama’s speech. The message was that
the United States is still the largest economy in the world, but other folks are catching up. This
chart type is appropriately called a “bubble chart,” and it is notorious for the distortions it can
introduce. This is because the bubble’s radius is not the same as the bubble’s area and by pro-
portionately lengthening the radius you blow everything else out of proportion. On the right
you see the same data represented by a simple column chart, which is a much more reasonable
choice. The difference suddenly doesn't seem all that dramatic, does it? That bubble is deflated.
Again, avoid avoiding the obvious.
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AMERICA'S ECONOMY
2010 GROSS DOMESTIC PRODUCT
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China $5.7 TRILLION

Japan $5.3 TRILLION

Germany $3.3 TRILLION
United
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rance $2.

FIGURE 6-25: Obama’s bubble chart, deflated.

A'WORD ON ANIMATION

use
Animation is a great way to show change and guide the audience’s attention. Unfortunately, v Preji:\\*\i\
itis frequently misused to the point that most books on presentations recommend avoiding it ”‘V\‘M:-\C:V\ Yo Freoct
entirely. The problem, of course, is that people add animation to “pimp their slides,” to make ‘Me:; o &evx’(’}d’" v
them “sexier.” What they achieve, invariably, is the reverse effect. Flashy effects aren’t really <ince av\"wh.t\ " i
enjoyed by anyone since most of the time they have nothing to do with the content itself. no re‘)"\ N:::V:c?/\
However, I think that by banning animation altogether we are missing many opportunities to :\\Oi‘:;:; <

\S

improve our presentations.

Ithink there are a number of situations where animation is not just permissible, it is obliga-
tory. For example, if you have a complex diagram (which is not a great idea but sometimes there’s
no other choice) or a chart, you can show parts of it in a sequence, explaining them as you go,
so the audience has a chance to keep up with you. If you have multiple bullets (also not a great
idea, but still) you can show them one by one, so the audience doesn’t read ahead of you and thus
doesn’t lose interest in what are you going to say next. Even Steve Jobs does that sometimes.
Finally, if you have to show a transition from one situation to another by moving an object on a
slide from one place to another, do it! It is a great way show change. What shouldn’t you do then?

> Avoid complex effects. Use “Dissolve”, rather than “Spinner” or “Blinds”. Unfortunately,
most effects employed by currently slideware look amateurish and cheesy. This especially
applies to PowerPoint. The latest version is an improvement, but there is still a lot to be
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done. Keynote currently has much better effects than PowerPoint. Apple even markets
Keynote effects as “cinema quality”, which I find not very far from truth, at least for some
of them. They have high frame rate, and you don't see sudden jumps that many people find
irritating with PowerPoint animations. Still, most of those “spectacular” effects are inap-
propriate for serious occasions. I mostly use them to achieve humorous effect. If you watch
presentations by the Apple team, they use quite a few effects themselves, but keep in mind
that they are also showcasing their own presentation software at the same time.

> Don'tuse an animation just because you can. Treat objects on your slides like they are
physical, like they are made of atoms, not bytes. This will help you to understand which
animation is appropriate and which one is not. For examples, a “typewriter” animation,
where letters appear one by one like they are being punched in, goes very well with a
typewriter font like Courier or American Typewriter. The combination of a typewriter
font and a typewriter animation creates a solid, consistent reality. Typewriter anima-
tion is entirely inappropriate with fonts like Arial or Calibri because no typewriter uses
any of these fonts in reality. On the other hand, text set in a typewriter-style font can-
not “Flyin” or “Grow and turn”: no typewriter I know works that way. Also, once you've
established a typewriter reality you cannot have 3D-objects with gradients and shadows
swooshing around. You can only have effects that are appropriate for paper and ink.

CpOsspPF Remember there's more about creating a consistent reality within your slides
in Chapter 7.

> Don't make it painfully slow. For most PowerPoint animations an appropriate speed is
“Fast” or “Very fast.” Try to keep the animation within one second unless you really know
what you are doing.

WHAT ABOUT SLIDE TRANSITIONS?

There is a difference between slide animation and slide transition: the latter is applied not
to a single object but to the whole slide. Transition is the way one slide changes to the next
one. Should you use them and why? Rapid change from one slide to another is unnatural
and irritates the eye; it doesn’t give the audience time to adapt. As far as | am concerned,
for most cases short and simple “Fade” ("Dissolve” in Keynote] looks much better. For
most situations | recommend avoiding complex transitions, especially in PowerPoint.
Again, PowerPoint 2010 (or 2011 on a Mac] is an improvement, but unless you have the
latest version don’t even dream of using anything more complex.



Where to Go Next?—Visualization Resources

The pointis that even with quality effects, you need to think about the content first. When
you reveal the slide people were really waiting for, the “Doors” effect (“Doorway” in Keynote, a
3D-effect that looks like entering through the door) might be appropriate, but keep in mind that
thisis a one-time opportunity. You cannot use it on every slide. People get tired very quickly.
Please don't use the effects just because they are there.

WHERE TO GO NEXT?—VISUALIZATION RESOURCES

Ifyou aren't sure how to visualize your data or idea, here are a few web resources to help you:

» Many Eyes: An experimental website by IBM Research and the IBM Cognos software
group. Upload your data, choose a visualization, and then make a screenshot! There are
currently 20 different types of visualizations to choose from.

http://www-958.ibm.com/software/data/cognos/manyeyes/
or
http://goo.g1/PQ2Zu

» Chart Chooser by Juice Analytics: This is a web engine with the slogan “Your data meant
for action.” There are currently 17 different types of charts available. Unlike the previous
engine, you choose the visualization type first and upload the data second. You can also
download the results in PowerPoint!

http://www.chartchooser.com

» Periodic Table of Visualization Methods: This site is a smorgashord of 100 visualization
methods in 6 categories. Not all of them are applicable to slides, but some are definitely
fun. Ifyou're bored and want something novel and groundbreaking, don’t go here,
because you will lose half of your day browsing.

http://www.visual-Titeracy.org/periodic_table/periodic_table.htm]
or

http://goo.g1/RdAE86
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The key points to remember from this chapter are as follows:

» Show change. If you want to explain or persuade your audience, if you want to change
their thinking, you need to show change. The problem with most diagrams is that they
don't have any juxtaposition within and thus don’t go anywhere. Try drawing things
the way they work, not the way they're structured. Replace organization charts with
organigraphs.

» Don't shy away from simple solutions. Don't be afraid to use simple comparisons
like Venn diagrams and 2 x 2 matrixes. They can be powerful, but the trick is to have
areal (not animaginary) opposition within. But avoid visualizations for the sake of
visualizations.

» Think! Before designing a data visualization chart, ask yourself: “What am I trying to
say exactly?” Let the chart demonstrate this and only this idea. Get rid of chartjunk:
unnecessary labels, legends, backgrounds, and so on. Don't succumb to default set-
tings; they are far from optimal!

» Don't avoid the obvious. The 20th century has seen a lot of tricks with data visualiza-
tions. Please don't try to fool your audience with fancy charts or uncommon comparisons.
Always try obvious visualizations first. If there’s an elephant in the room, deal with it.
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IN THIS CHAPTER

Trying to make your slides pretty

Designing without becoming a designer
Deleting the logo; using fonts and colors
Combining pictures with text

Making rules and capitulating to them

This is the last chapter in Part TT, whicdh deals with aesthetics of
slides. This chapter talks about proportions (again), colors, fonts, and using pictures and text
together. Applying the principles and methods you learn from this chapter will not only ma