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“HE WHO WANTS TO PERSUADE SHOULD PUT HIS TRUST NOT IN 
THE RIGHT ARGUMENT, BUT IN THE RIGHT WORD. THE POWER 
OF SOUND HAS ALWAYS BEEN GREATER THAN THE POWER   

OF SENSE.” 

In this special guide, I share with you 7 quick and easy steps to mastering
the art of public speaking. 
 
They are proven techniques that you can easily build into your
presentations. Applying them will dramatically improve the impact you
have as a speaker. 
 
If you are in business, your presentation skills are critical to your success. 
 
Great communicators can inspire their teams, persuasively pitch their
ideas and motivate others into action. Your thoughts and ideas will only
succeed if you can engage and persuade others. 
 
Mastering the art of effective public speaking can super-charge your
sales, empower your teams and catapult your career to new heights. 
 

-Joseph Conrad

How to confidently deliver memorable, persuasive 

and engaging presentations 
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The best public speakers have a clear
understanding of their audience and their
expectations before designing a presentation.  
 
Novice speakers tend to focus too much on
themselves and what they want to say.
Unfortunately, your audience is largely interested
in themselves and what’s in it for them. 
 
Answer the following questions will enable you to
tailor your content to your audience. In turn, this
will make your presentation more relevant and
interesting. 
 
Only by answering these questions, will you be able
to craft an engaging and relevant presentation that
really connects to your audience. 
 
 

Step 1: 
Key questions you need to answer 
before you begin crafting your 
presentation 

“Designing a presentation without
an audience in mind is like writing
a love letter and addressing it: To
Whom It May Concern.” – Ken
Haemer 

• Who is your audience? 
• What are their positions / job roles? 
• What other speakers have preceded / will follow  
   you and what are they discussing?  
• What is your audience expecting to hear and see? 
• What do they believe? 
• What is their knowledge and experience of your  
   topic? 
• What do they know and what do they need to      
   know? 
• Is the audience familiar with you and your role? 
• Is their attendance voluntary or have they been    
   told to attend? 
• What assumptions are you making about your      
   audience? 
• Are there any ‘elephants in the room’ you need to
   be aware of? 
• What is your ideal outcome for you and the          
   participants? 
• How will you know this outcome has been               
achieved? 
• What is the return on investment for your              
   audience in attending your presentation?. 
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Attention spans are getting shorter. Most people do
not want to sit through long presentations.  
 
If you can keep your audience’s attention for 20
minutes you’ve done exceptionally well.  
 
Just watch what happens during any break in a
seminar or team meeting. Everyone immediately
reaches for their smart-phones to check their
emails and social media.  
 
Before we all had smart phones, people may have
used their coffee breaks to reflect and discuss your
presentation. Not anymore! They head straight for
their phones; and that’s assuming they haven’t
been checking their emails whilst you were talking! 
 
We are all now bombarded with so much
information. Your presentation is competing with
so many ‘important’ messages and distractions. 
 
This means you have to work much harder to get
people’s attention and keep it! 
 
Cramming your presentation with lots of
information and data, when people are already
drowning in information, is simply not going to
work. 
 
One of your most important tasks in designing your
presentation is to have one clear and simple
message. For your ideas to stick, they should be
simple and profound. 
 
The golden rule for successful, persuasive
messages that stick is this: Simplicity and brevity
win every time.  
 
 
 

Step 2: 
Designing engaging content 

Simple does not mean dumbing down. It means
that you have to find the core of your message. 
 
Making the core message a prominent focus of
your presentation will ensure that it is remembered
and much more likely to be acted upon. 
 
Sometimes I’m asked, “Can I have more than one
key message?” Your presentation will be more
memorable and more effective if it has one clear,
concise message or theme. 
 
To help you choose your key message, ask yourself
the following 3 questions. 
 
After your presentation has finished: 
 
• What do you want your audience to know? 
 
• What do you want them to feel? 
 
• What do you want them to do? 
 
If you can succinctly answer these questions, your
core message will quickly become apparent. 
 
Your core message needs to specific if it is to stick.
It must also be crafted to be relevant to your
audience. 
 
Everything you say in your presentation should
serve and support your core message.  
 
When developing a presentation, you should have
every line you say pass the test, "Does this further
my core message?"  
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The fact that you are talking does not mean that
your audience is listening. In fact, with today’s short
attention spans, they are highly likely to have other
things on their mind as you get up to speak.  
 
For many novice presenters, their opening amounts
to an elongated introduction to themselves, their
job role and their company. This is often followed
by the speaker announcing “I’ve put together some
slides that I would like to talk through”.  
 
Do this and you are inviting your audience to switch
off and forget everything you say! 
 
Successful speakers understand this and seek to
grab the audience’s attention quickly. 
 
There is significant research into what is known as
the primacy and recency effects. Put simply, your
audience is inclined to remember, and be
persuaded by, the points you make at the beginning
and at the end of your presentation.  
 
This means that you must get their attention very
early on. You will have far greater impact if your key
message is included at the opening and towards the
end of your presentation. 
 
An impactful opening that gets the audience's
attention is paramount.  
 
To start strongly and powerfully think carefully
about why your topic is important to your audience. 
 
Then use one of the following techniques: 
 
 
 
 
 
 

Step 3: 
How to get your audience’s attention 

Challenge: Challenge conventional wisdom or the
audience’s assumptions. Consider challenging
people's imaginations too. Challenge people
intellectually by asking provocative questions that
make them think.  
 
Many presentations fail because they simply
attempt to transfer information from speaker to
listener as if the audience were not active
participants. But audiences pay attention best
when you call on them to use their brains to do
something that taps their natural curiosity and
stretches them.  
 
Use a shocking fact or statistic: Reveal something
unexpected or surprising. Doing or saying
something which goes against what people
expected gets their attention.  
 
Avoiding the normal (and boring) formal opening of
thanking everyone under the sun and saying how
glad you are to be speaking is a welcome surprise.  
 
Consider opening with a shocking quote or a
question with a surprising answer or a revealing
statistic that goes against conventional wisdom. Do
or say something that taps into the emotion of
surprise. This emotion increases alertness and gets
people to focus.  
 
For example, you may start with something like
this: 
 
“According to a recent study, there will be more
change, more competition, and more opportunities in
this industry in the next year than ever before. 54
percent of the people in this room will be doing
something different within three years if they do not
rapidly adapt to these changes.” 
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Novelty:  Get people’s attention by introducing
something new or novel. 
 
Start with a powerful or surprising image, or reveal
a relevant short story that’s never been heard. Use a
statistic from a brand new study that gives new
insights into a problem.  
 
Humour: Use humour to engage the audience
emotionally with a shared laugh. There are many
benefits to this approach. Laughter is contagious.
An audience that shares a laugh becomes more
connected with each other and with you; this
creates a positive mood in the room.  
 
Laughter releases endorphins, relaxes the whole
body, and can even change one’s perspective. 
 
The old adage is if they are laughing they are
listening. This is true, though it does not necessarily
mean they are learning, so it is critical that the
humour is relevant to your topic or audience
without distracting from your core message. 
 
Use a story: Telling a story is, for most people, the
easiest and more engaging opening techniques. 
 
Opening with a story helps you to be conversational
and establish rapport with your audience. Stories
allow you to: 
 
• Subtly establish your credibility without bragging 
 
• Gently raise controversial issues. 
 
In fact, stories are such effective openings that
there is no need to ever move onto anything else.
You can keep using stories as your opening
throughout your presenting career. 
 
 
 
 
 
 
 
 

Use questions: Opening with a question, or series
of questions, creates curiosity and jump-starts the
thought process. 
 
Encouraging people to think from the outset causes
engagement with your topic–exactly what you and
the audience are hoping for. 
 
An excellent way to start your presentation using
questions is to ask them to put their hands up to
vote on a particular topic or issue. This ensures that
your audience is active in your presentation from
the outset. 
 
Begin your presentation with intrigue and end with
impact is a superb way to help structure your
presentation. 
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“Eloquence is the power to
translate a truth into language
perfectly intelligible to the person
to whom you speak.” – Ralph
Waldo Emerson 



Getting and maintaining the attention of the
audience is one of the biggest challenges for all
speakers.  
 
You cannot make people pay attention.  
 
The best speakers create a sense of mystery or a
curiosity gap with their audience to encourage them
to listen. 
 
Mysteries and knowledge gaps are powerful tools
for speakers as they create a need for answers. 
 
If you cannot awaken the curiosity of your audience,
your message will never stick. 
 
Psychologists have, for decades, studied the key
question “What makes people interested?” 
 
In 1994 a professor of economics and psychology,
George Lowenstein, from Carnegie Mellon
University provided one of most comprehensive
answers. 
 
Curiosity arises, Loewenstein wrote, “When
attention becomes focused on a gap in one’s
knowledge. Such information gaps produce the
feeling of deprivation, labeled curiosity.”  
 
He argued that curiosity gaps cause pain.  
 
He noted that curiosity requires some initial  
knowledge. “We’re not curious about something we
know absolutely nothing about. But as soon as we
know even a little bit, our curiosity is piqued and we
want to learn more.”  
 
In other words, the more we know, the more we
want to know 
 
 
 
 
 
 

Step 4: 
Create a sense of curiosity 

"The curious individual is motivated to obtain the
missing information to reduce or eliminate the
feeling of deprivation.” Loewenstein’s theory helps
explain why curiosity is such a potent motivator: 
 
it’s not only a mental state but also an emotion. It’s
a powerful feeling that impels us forward until we
find the information that will fill in the gap in our
knowledge. 
 
It helps to explain why certain domains create
fanatical interest.  
 
For example, mystery novels cause us to seek the
answer to “Who did it?” Movies cause us to ask
“What will happen?” Sports event cause us to ask
“Who will win?” 
 
Novice speakers have a tendency to tell people
facts or information. It is clear that your audience
must first appreciate that they need this
information first.  
 
According to Loewenstein, great speakers must first
highlight the knowledge that the audience are
missing. 
 
The curiosity gap is the space between what we
know and what we want or even need to know. 
 
Your audience wants to fill the information gap. 
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Your job, as a presenter, is to delay the filling of the
gap for as long as you can – without introducing too
much discomfort – in order to keep your visitors
engaged. 
 
For speakers, using the curiosity gap generally
means: 
 
• Introducing something new that our existing
knowledge or previous experiences can’t explain;  
 
• Starting a story, pausing at a climactic moment,
and delaying the conclusion of it 
 
• Withholding key information for a manageable
period of time (but not too long, which can deflate
curiosity) 
 
• Introducing an idea, action or concept… and
connecting it with an unexpected outcome or
subject 
 
You can create a curiosity gap from the very
beginning of your presentation. In fact, it should
start with the title of your presentation.  
 
If your title states what you are going to talk about
you have a bigger chance of losing your audience. If
your title creates curiosity, you have won your
audience over. 
 
For example, how many people will be inspired to
attend a presentation when the topic is “Quarterly
new business results and market share update”? Yet
titles such as these are commonplace in the
corporate world. 
 
“40% of our customers are over age 60 so why do they
represent only 10% of our sales?” is much more
intriguing.  
 
 
 
 
 
 
 
 
 

Curiosity gaps can be used throughout your
presentation to maintain interest. Skillfully weaving
mystery throughout your presentation will ensure
that audience is hooked until the end. 
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There is a clear differential between the way in
which novice and expert presenters prepare. 
 
For many presenters, preparation involves little
more than noting down a whole series of bullet
points in Power Point, or similar presentation  
software. And that is it until they actually get up and
speak.  
 
With little or no additional time invested in
preparation, the speaker is left overly reliant on his /
her bullet points to act as prompts. 
 
This invites a number of issues. First, you have
created nothing more than speaker notes rather
than visual aids. 
 
It is one of life’s great ironies that so many people
state they dislike being on the receiving end of
power point presentations, particularly when the
slides are loaded with bullet points. And yet, the
majority of people prepare this exact type of
presentation whenever they are asked to speak. 
 
An endless array of bullet points does little for your
participants. The danger is that your audience will
usually read all of the points on the slide ahead of
the speaker. This inevitably leads them to switch off
as they know what’s coming.  
 
When they tune out they are not listening to you.
Hence the phrase “death by power point” is alive
and well throughout the corporate world. 
 
 
 
 
 
 
 
 
 

Step 5: 
How to prepare your Presentation 

Preparing your presentation in Power Point is likely
to mean that you have only worked out what you
are going to say in your head. 
 
Bitter experience has taught me that your
presentation will always sound excellent whilst it
remains in your head. It is only once you say it out
loud that you know whether it is good enough.  
Very few speakers are talented enough to get it
right first time.  
 
Crafting a powerful, persuasive and memorable
presentation takes refinement and alteration. It is
invariably an iterative process if you want to get it
right and make a real impact. 
 
So what is the best way to prepare?  
 
First, the best speakers tend to craft their
presentations on paper. Frequently they use a story
board technique and get their ideas out of their
heads and up on the wall. In this way, they can see
it, share it and make improvements. 
 
Professional presenters will invariably practice their
entire presentations out loud. Many will record
themselves. Playing your presentation back is a
superb method to test how well you are able to
articulate your message and improve where
necessary. 
 
Invariably, top speakers will refrain from writing out
their talks in their entirety. Why? Because if you do,
you will use written language instead of an easy and
conversational style. 
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Nor will they try and memorise their presentation
word for word. This invariably results a wooden and
dry delivery style. It creates additional pressure to
be word perfect. Nobody wants to listen to a
canned speech. 
 
As you prepare your content, invest time to have
plenty of examples and illustrations. Using
examples is by far the easiest way make your talk
interesting and engaging. 
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“There are always three speeches,
for every one you actually gave.
The one you practiced, the one you
gave, and the one you wish you
gave.” – Dale Carnegie 



Stories have been a vital driver of change
throughout history.  
 
Good stories surprise us. They can be compelling.
They make us think, make us feel. They stick in our
minds and help us remember ideas and concepts in
a way that numbers and text on a slide with a bar
graph don’t. 
 
Humans simply aren’t moved to action by “data
dumps,” dense Power Point slides, or spreadsheets
packed with figures.  
 
People are moved by emotion. The best way to
emotionally connect other people to our agenda is
with a story. 
 
Stories make presentations better. Stories make
ideas stick. Stories help us persuade. Shrewd
leaders tell stories to inspire and motivate us.  
 
If we see a Power Point presentation with endless
bullet points, certain parts of the brain get
activated. Overall, it hits our language processing
parts of the brain, where we decode words into
meaning. And that’s it, nothing else happens. 
 
According to researchers, when we are told a story,
things change dramatically, Not only are the
language processing parts in our brain activated,
but any other area in our brain that we would use
when experiencing the events of the story are too. 
 
 
 
 
 
 
 
 
 
 

Step 6: 
Master the art of persuasion by 
becoming a great story teller 

If someone tells us about how delicious certain
foods were, our sensory cortex lights up. If it’s about
motion, our motor cortex gets active.  
 
Put simply, the listeners' brains mirror the speaker's
brain — only when the speaker is telling a story. The
speaker and the audience are in sync, and story is
the glue that brings them together.  
 
The data firm Quantified Communications has
added to the growing body of evidence that
storytelling plays a critical role in effective business
presentations. 
 
From a random sample of 700 audio and video
recordings, Quantified researchers reached the
following conclusion: Messages that included well-
crafted stories were 35 percent more persuasive
than the average communication in the QC
database. Story-based messages were also 21
percent more memorable. 
 
Telling personal stories allow speakers to be
authentic and passionate in their delivery. Stories
help to illustrate key parts of presentation. They
also allow you to demonstrate your skills,
knowledge and experience without appearing to be
boastful. 
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“Storytelling is the most powerful
way to put ideas into the world
today” – Robert McKee 



Time and time again, novice presenters fail to have
the impact they desire because of one key issue.
They suffer from the ‘curse of knowledge’. 
 
What is the ‘curse of knowledge’? 
 
It is a cognitive bias that means the more we know
about something, the harder it is for us to explain it
to someone who knows very little.  We find it
difficult being able to imagine what it's like not to
know. 
  
In a famous psychological experiment, a group of
subjects was divided in two: tappers and listeners. 
 
The tappers were asked to think of a song and try to
rhythmically tap the song on a table, while the
listeners were asked to listen and figure out which
song the tappers were tapping along to. 
 
The tappers were 50% certain that the listeners
would be able to identify the song they had in mind
while tapping, but the results of the experiment
were shocking: only 2.5% of the listeners were able
to figure out the song! 
 
In other words: the tappers overestimated their
success ratio of being understood 20 times above
how many times they actually were being
understood. 
 
 
 
 
 
 
 
 
 
 
 
 

Step 7: 
Avoid this speaking mistake at all 
costs 

When we suffer from the curse of knowledge, we
are like the tappers: just because we know the
melody of the song we’re tapping to, we
inaccurately assume that others will know it too. But
often, the other person—the listener—doesn’t draw
the same conclusions that we do because they don’t
have the same information as we do. 
 
In the case of the listeners, they weren’t able to
identify the tapping as a song; they only heard a
series of discordant tapping. 
 
What does this mean for your presentations? it
means that we think people understand what we’re
saying a lot more often than they actually do—
because we’re so used to knowing the things we
know, we expect others to know it as well. 
 
You can overcome the curse of knowledge by
following some of the following tips: 
 
• Know the knowledge levels of your audience - How
well your audience understands your subject should
shape the way you present. 
 
• KISS – Keeping it Short & Simple. That means
avoiding too much jargon and big fancy words  
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• Avoid abstract statements – “Our mission is to
provide callers with the best customer service they’ve
ever experienced.” That’s great, but what does it
mean? What are you team actually expected to do?  
 
“Our mission is to answer every phone call to the
customer service department within three rings and to
resolve non-emergency calls within 6 minutes.” This is
more specific and concrete and much more
comforting for people to hear. 
 
• Provide illustrations and examples - An example
could take the form of a metaphor or a simile. As
long as it paints a picture, it's doing its job. In any
case, examples make sense of things, using
information we already understand to forge
connections. 
 
• Tell a story – People can easily relate to stories and
their meaning. 
 
• Visual aids – Compelling visual content (not bullet
points) engage and educate and bring your
presentation to life. 
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“If you can't explain something
simply, you don't understand it
well enough” – Albert Einstein 



"YOU CAN CHANGE YOUR WORLD BY CHANGING YOUR 
WORDS...REMEMBER, DEATH AND LIFE ARE IN THE POWER OF 

THE TONGUE" 

Paul Lucas is the founder of Speaking Edge.  
 
For over 20 years, he has been helping business
professionals get better results by improving their
communication and influencing skills.  
 
His training is founded upon extensive research and
analysis. Helping you to understand the specific
behaviours, techniques and strategies of the world’s
best speakers and influencers provides the platform
to transform your presentations and sales skills. 
 
You can find lots more practical tips and advice on
how to sell your story at www.speakingedge.co.uk.  

-Joel Osteen

 About the author 
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