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Take home message (no more than 3)

FkIj(Success) L= H
3P

Purpose
Passion
perseverance

+ £ (learning) —EE:

H3P

e Play-based learning
 Problem-based learning
* Project-based learning
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Survey Results

W Bored

W Not great

m OK

B Kind of interested

W Excited

Our Customers

20%
Segment 6 799,
17%
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Segment 5 10% 18%
Segment 4

Segment 3
Segment 2
Segment 1

US Population

Qur Customers
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User Satisfaction
mHave not used m Mot satisfied at all u Mot very satisfied
Somewhat satisfied = Very satisfied u Completely satisfied
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Ticket Trend
300.00
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200.00 161 7
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50.00
0.00
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133 3

M Ticket Volume Received I Ticket Volume Processed

FIGURE 0.2 Example 1 (before): showing data

Please approve the hire of 2 FTEs

to backfill those who quit in the past year

Ticket volume over time

w300 4 2 employees quit In May. We nearly kept up with incoming velume
% in the following two months, but fell behind with the increase in Aug
= and haven't been able to catch up since.
B 250
g 202
E 200 | 177 .
= Received

1501 Processed

140
100
104
50 4
0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2014

Data source: XY Z Dashboard, as of 12/31/2014 | A detailed analysis on tickets processed per person
and time to resolve issues was undertaken to inform this request and can be provided if needed.

FIGURE 0.3 Example 1 (after): storytelling with data
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Cost per mile by miles driven
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FIGURE 2.6 Scatterplot
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Children with a
"Traditional" Stay-at-
Home Mother

% of children with a married

stay-at-home mother with a
working husband

41

Alternatively

o 1970 2012
Note: Based on children younger than 18.
Their mothers are categorized based on
employment status in 1970 and 2012.

Source: Pew Research Center analysis of

A r March Current Population Surveys
of ch_|l-d|en had a Integrated Public Use Microdata Series
traditional stay-at-home mom (IPUMS-CPS), 1971 and 2013
in 2012, compared to 41% in 1970 Adapted from PEW RESEARCH CENTER

FIGURE 2.3 Stay-at-home moms simple text makeover FIGURE 2.2 Stay-at-home moms original graph
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Non-zero baseline: as originally graphed

IF BUSH TAX CUTS EXPIRE

TOP TAX RATE

42%
39.6% 40%
38%

36%
35%

34%
NOW JAN. 1, 2013

e/ NGEEEEERER] - JH
E\\\E//\ %O)

Zero baseline: as it should be graphed

IF BUSH TAX CUTS EXPIRE
TOP TAX RATE

40%
30%
20%

10%

0%

NOW JAN. 1, 2013

FIGURE 2.13 Bar charts must have a zero baseline
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Demonstrating effectiveness is most important consideration when
selecting a provider

In general, what attributes are the most important

to you in selecting a service provider? Survey shows that

(Choose up to 3) demonstration of results is
. / the single most important
Demonstration of reSl'_”tS dimension when choosing a
Content expertise service provider.

Local knowledge N .
National reputation 1 Affordability and experience
| working together previously,
Affordability of services which were hypothesized to
Previous work together be very important in the

Colleague recommendation decision making process,
were both cited less

oo ole oo ol frequently as important
S QS S 3 q Y p
v > © @ attributes.

% selecting given attribute

Data source: xyz; includes N number of survey respondents. Note that
respondents were able to choose up to 3 options.

oo

Q

FIGURE 3.13 Summary of survey feedback

N g

Demonstrating effectiveness is most important consideration
when selecting a provider

In general, what attributes are the most important
to you in selecting a service provider?

(Choose up to 3) % selecting given attribute
0% 20% 40% 60% 80%

o

Demonstration of results Survey shows that demonstration
of results is the single most
important dimension when

choosing a service provider.

Content expertise
Local knowledge

Affordability and experience
working together previously,

which were hypothesized to be

very important in the decision

making process, were both cited

less frequently as important attributes.

National reputation
Affordability of services

Previous work together

Colleague recommendation

Data source: xyz; includes N number of survey respondents.
Note that respondents were able to choose up to 3 options.

FIGURE 3.14 Revamped summary of survey feedback
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FIGURE 3.17 Original graph
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0
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FIGURE 3.22 Label data directly

Aug Sep Oct Nov Dec
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FIGURE 3.19 Remove gridlines

N g
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200 -
150
100

50

0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

== Ticket Volume Received === Ticket Volume Processed

FIGURE 3.21 Clean up axis labels



Weighted Performance Index

1.50 -
[
J A
1.00 ® N .
0.50 - X b x
]
0.00 : e L] s
u .
(0.50) - * . N
* A
@ * O
(1.00) - -
(1.50) -

Selection Convenience Service Relationship  Price

#Our Business A Competitor A © Competitor B #Competitor C < Competitor D ® Competitor E

FIGURE 3.15

Original graph

Performance overview

m Our business Weighted performance index | relative rank

B Competitor A
m Competitor B
m Competitor C
m Competitor D
m Competitor E

1cf6

Price

of 6

Convenience

|

Relationship

Service

Selection

FIGURE 3.16 Revamped graph, using contrast strategically



Country Level Sales Rank Top 5 Drugs Top 5 drugs: country-level sales rank

RANK -- ‘- 4
Rainbow distribution in color indicates sales rank in S =
given country from #1 (red) to #10 or higher (dark purple) COUNTRY | DRUG
A B C D E
Australia IS I
Brazil '

Canada I © 12

= Sag=iv IZ Crine NI
 — ~ ZE _JE K E France 8 )
Germany 0 K 4

1
India 1

Russia 7
Spain , 5
Turkey 7

United Kingdom
United States

FIGURE 4.15 Use color sparingly

Leverage brand color Draw attention with black  Use complementary color

Category 1 Category 1 Category 1

Category 2 _ Category 2 Category 2 _

B R R Ak category s [NED = O
== ==
= 3]

E*E&@TEEE%EE Category 4
Category 5

Po HEL
R AT R ClientLogo

FIGURE 4.16 Color options with brand color

Category 3 Category 3

Category 4 m Category 4
Category 5 m Category 5

ClientLogo ClientLogo



Peak Break-up Times

==

— / I

According to Facebook status updates

Spring Break
Spring clean?

April Fool's Day

— Summer holiday
Want to be young, free
and single this holiday?

Some kind of
terrible joke
Two weeks before
Christmas holidays
Clear your conscience?
Valentine's Day Mondays
Boyfriend forgot People coming out of
to book the terrible weekends,
restaurant? posting their bad
news
e Christmas Day
[T Too Cruel? |
JAN FEB MAR APR MAY JUN JUL AUG SEP 0OCT NOV DEC

FIGURE 5.7 Words used wisely
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Price has declined for all products on the market
since the launch of Product C in 2010

Average Retail Product Price Per Year
$500

$400 -

JR [

$300 -

$200 -

$100 -

$0 -
Product A Product B Product C Product D Product E

m2008 W2009 w2010 Wm2011 m2012 w2013 m2014

FIGURE 8.1 Oiriginal visual
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Average Retail Product Price Per Year

$500

$400

$300 -

$200-

$100-

$0 “ T
Product A Product B Product C Product D Product E

72008 2009 12010 W 2011 12012 w2013 2014

FIGURE 8.2 Remove the variance in color
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Average Retail Product Price per Year
$500 -

$400 - '

$300 -

$100 -

$0 -

Product A Product B Product C Product D

2014 2014 B 2014
$200 | 2(_] ] 4
2014

Product E

FIGURE 8.4 Change to line graph
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Average Retail Product Price per Year

$500

$400-

$300

$200

$100

$0 1 L] L] L] 1 T
2008 2009 2010 2011 2012 2013 2014

e Product A e== Product B e== Product C e== ProductD == Product E

FIGURE 8.5 Single line graph for all products
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Average Retail Product Price per Year
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B /
$300 -
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$100 - C E
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2008 2009 2010 2011 2012 2013 2014

FIGURE 8.6 Eliminate clutter
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Products A and B were launched in 2008 at price points of $360+

N R N Retail price over time
2 é = Story goes from & <00
;_é — g
= i;-"} $400 A e
o B e
<C
$300
$200
Yo hvavhu, $100
B g FAV(ERS b
7‘5’%%%13131;\)[?% ¥ \2{22? 2009 2010 2011 2012 2013 2014
FIGURE 8.12

They have been priced similarly over time, with B consistently
slightly lower than A

Retail price over time

&
O
o
o

Average price
@&
B
o
o
>

$300

$200

$100

$0
2008 2009 2010 2011 2012 2013 2014
Year

FIGURE 8.13



Products C, D, and E were each introduced later
at much lower price points...

Retail price over time

$500 -

$400 - A ==

Average price

$300 -

$200 -
D e

$100 - Ce Ee

$0

2008 2009 2010 2011 2012 2013 2014
Year

FIGURE 8.15



...but all have increased in price since their respective launches

Retail price over time

©“
o)
o
o

$400 - A

Average price

$300 -

$200

$100 - C E

$0

2008 2009 2010 2011 2012 2013 2014
Year

FIGURE 8.16



In fact, with the launch of a new product in this space, we tend to

see an initial price increase, followed by a decrease over time

Retail price over time

&
o)
o
o

Average price

$300

$200

$100

$0

FIGURE 8.17

$400-

A /—

B /
2008 2009
Year
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2011
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As of 2014, retail prices have converged, with an average retail
price of $223, ranging from a low of $180 (C) to a high of $260 (A)

Retail price over time
$500 -

$400 - A -

Average price

$300 -

$200 -

$100 - C E

$0 T T T T T T 1
2008 2009 2010 2011 2012 2013 2014

Year

FIGURE 8.18



To be competitive, we recommend introducing our product below
the $223 average price point in the $150-$200 range

Retail price over time

S $500
a
>
@ $400 - A o=
§ B
$300 -
AVG @
$200 -
Recommended range
$150 - D
C E
$O T T T T T T )
2008 2009 2010 2011 2012 2013 2014

Year

FIGURE 8.19
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teE—Lh,\FHEE (Proved in literature)
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 Quirkology by Richard Wiseman

» ‘HAeJJHYFRIANE B EHRE JIFd4n(Competence Starts
with Feeling Competent)

o TEHIAEEE N SE&HRE » sxtriIRHAIEIR @ 2%
NEEHE"Ear2H HHY” (Your life has purpose and
meaning)

e By David Niven
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Interview



Three important Things on job
Interview preparation
e Resume should be accurate and easy for
reader.
e Research the company
e A story for your Life



Example

e A story for your life

e Weak: | graduated from ...., and interested in
biology study

e Strong: | got a strong input from my high
school teacher. In a flower/insect class, they
showed me the beauty of the biology and the
strength of biotechnology. Then, | attended ...
school. ........ Therefore, | wish...



Describe anecdote in Story

Problem
Action

Result

Who, When, Where



Standard Attitude

e Come on time (a little early)
 Dress nhormal
e Stay calm



* Are you interested in nailing your interview?
Science says that all you need to do is be likable.

But how?

Three simple things may do the trick:

eTalk about an interesting topic, unrelated to the
interview and the job.

eConfess your weakness the minute the interview
starts.

eDon’t freak out if you make a mistake.



* Also —don’t gossip. Science has proven over
and over again that people really like to
gossip, but, surprisingly, don’t like gossipers.



Job Interview as an example: Questions
frequently asked in an interview

1. Tell me about yourself. 5 B =5 (R FE VR A7 75 221
%H(I EECE A E’JA  AFEE LA R H SRV IR

2. What are three positive things your last boss would

say alqgut you? @B/\%H%%;%Zﬁ L JIESSFAI T
I_EEBIETEH -

3. What are your goals? 8z 3-HE2 5k ik K HAER - HARY
Hi% > NAH—EHTEE 4R B RE R HE -

4. Ify \E“ were an animal, which one would you want to
be? 35 fE[H] 7 ?F”F'nﬁaﬁ ’ j‘”’%ﬁﬁﬁiﬁ E JféET%Ez Thy e
REMBIEELE o 850 5 i - R A
@ EZE/UF )f /[:I:III °

ll




Questions frequently asked in an
interview

e 4. Why should we hire you? What makes you better
than any other candidates I’'m interviewing? What can
you do for us that other candidates can't? =% 5B 1K
W%EE&@FﬁME@ w2 a DG EEE
i EfiNEOBE

¢ 5. What are your weaknesses? [0 Z JE 18 Eﬁ'ﬁjﬁﬁb

RTG - S O RS9 BE AR RE - (1) R
REEE TR TR S ﬁﬁt
4B T EET - TR E s fE
E@%\gzgjﬁww%zv@gv%i%iﬁz%
IR | (2) 3 E O 558 R TP g




Questions frequently asked in an

Interview

6. Tell me about a time when you had to work with a

difficult colleague?fft 2L

A

fFEZEHCEAEK

STEHE M - WisRtEEE %Dz_ TR IR

{I

AT A IE AR A1 A

X TAERS > HEgR

T ASERARHY AFE -

. 7 TeII me the worst manager/leader you’ve had?[5]%:

VRN AR H N EH —ERY T HE

ERAAE H AL

S

th%%:ﬁﬁniiﬁu%fﬁﬁfiﬁﬁjnﬁ'% RECE T ERY

B R EAS - et
e 8. When were you most satisfied in your job? FZ#l 1

R H] FE 5t

]

BRI 7

N U ANE

—1
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Questions frequently asked in an job

Interview
9. Why do you want to work here? What can you tell me
about our company or industry ?[a| - FHEH 5 3 fiﬁﬁgj% HH

(BN T B SRt ] DLt o P A -
SRR AR Al (REFE (7T (EAGAA LR L
PRI+ A KRR R T A b R |

10. Do you have any question for us?ﬁ_{lﬁnﬁ%“ *““{’]”

%%fﬁf’]“ HINERY T \Iﬁﬁtfﬁ?ﬁﬁuﬁ?ﬁ'ﬁ Fu E&@ féE
HYfRE o & RE A EE ﬁjﬁﬁbﬁ?mﬁnﬁﬂ%fﬁﬂﬂ )
R R A — LF HEdEk » INECE & 1 R
TAETHRIHVEELS -

VEZ& 51 / VoiceTube HERO [E][%

VEZFE 1 / AmazingTalker BLOG
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Seminar presentation: how shall |
prepare for the seminar

e Speaker should make up his mind about whom he
is addressing-audience, and the knowledge
background of his audience and their demanding
determine the content of his speech.

 The length and depth of Introduction and
experimental detail will depend on which type of
audience you address.

* |In summary, what is your “take-home-message”
for the audience.




Seminar presentation: the length of
speech

e The people with anything to say can usually
say it briefly.

e Always try to close your speech on time.

e Speak only 30-35 minutes in 50-minute speech.



Seminar presentation:
a boring speech

* Alecturer can be bore not only being
insufferably prosy or because his work is
intrinsically dull, but because he goes into quite
unnecessary details about matters of audience.




Seminar presentation: attitude and the
style of speech

e Scientist shall speak with confidence but
not arrogant. Confident with your data and
knowledge, and respect for the audience
attention.

e Atorrential outpouring of words may make
the speaker think that he is brilliant, but his
audience are more likely to think him glib.




Seminar presentation: format

Linear presentation: in a logical order.

Slide is for the audience: Do not read your talk.

Do not go into detail: audience may get lost in

experimental detail

You are “telling a story.”




Research seminar presentation

Three basic rules:

(1) clearly present the rationale and the aim of each
experiment

(2) Briefly describe how the experiment was
performed

(3) describe how the result support the conclusion.

Make the results “explanatory”, not “descriptive.”
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Give a lecture



How to prepare a presentation

Introduction
Body
Closing

Prepare “body” first, then introduction and
closing.



Body (F RE)

* Topic
e Audience

e Goal: (1) information presentation (2)
persuasion presentations



Categorize the information
in order of priority

e C(ollect the information:

(1) Write down every important piece of
information

(2) Think about your goal

(3) Write the key items related to reaching that
goal

e (Categorize the information in order of
priority



Basic Structure

l. Main point

A. sub-point
a. sub-sub point
b. sub-sub point

Il. Main point
A. sub-point

a. sub-sub-point
b. sub-sub-point

B. sub-point

a. sub-sub-point



Example: a company in risk

e Reduced revenue

— Causes
e QOverall Economy
e Sales

e Resulting action

— Cut costs
* Reduce expenditures
e downsize

— Improve efficiency
* Eliminate redundancy
* Provide job training

e Future

— Immediate
* Work long hours
e Team work

— Distant
e optimism



Wagner Method to organize “body” DROP

Detail: current situation and problems

Requirements: what is needed to improve the
situation or solving the problems

Options: several approaches that may answer
the requirements.

* Proposal: your choice and rationale

* To form the “body” of presentation.



Detail (The extension of Situation)

e Retail sales in Taiwan have been anemic for two
years now. And although we have tried to attract
shoppers by using traditional sales methods, new
and innovative techniques are now required in these
sophisticated times.

e |tis no mystery that a large number of people are
intimidated by the complex technology being
developed. In fact, many people are often tempted
to give up on trying to learn new software released
on the market.



Requirements

We will use these terms: “...will be required..” “ we
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need to”, “.. must be undertaken”, “means..”

Deep changes will be required if we are to maintain
profitability. There are no easy answers. But change,
big change, must be undertaken. What does this
mean?

This means that simple bargain sales or seasonal
offerings need to be replaced by other options.

This is what | want to make proposal that | think
could revolutionize the entire software industry. In
addition to attracting current software users, we will
establish a foothold in the children’s software market.



Options

 Be neutral to present several methods that
may solve the problem in current situation.
Let the audience judge first.

* Now, let me talk about three options of
change we can consider. One is...to, another
is...., and the last options is...

e As|seeit, there are three alternatives...., the
first is..., the second is..., the third is...



Proposal

e After reviewing these three options, | believe
the best way to secure our future is to ....

 From these four alternatives, | propose
option three,

* For the following reasons, | believe our
immediate future is dependent on...



Greeting

* Good morning! Ladies and gentleman. Thank
you for your time this morning. | am regional
sales manager for Pharmacia.

e |tis a great pleasure for me to give this
presentation.

 Good afternoon, everyone. | am pleased to be
here today. For those of you who don’t know
me, my name Is



Hook

e Many speakers will use “Hook” immediately
after introducing statements to attract
audience attention:

(1) rhetorical question
(2) striking statement
(3) humor



Rhetorical question

e This type of question is the method to induce
“curiosity” of the audience and let the audience
“think”, but not to ask the “answer”.

e Examples:

Have you ever wondered how Taiwanese companies
stay profitable in this tough economy?

Do you have any idea how many doctors are accused of
malpractice?

Don’t you think the modern biochemical technology is
becoming too complicated and hard to perform?



Striking statements

Usually, use striking statistical data, disclose
unknown facts, or contrasting statements to arouse
the interesting.

Examples:

One single product, potato juice, makes 38% profit of
this company. That is 1 billion dollars last year.

A “clone” human was born last month in Brazil.

| am probably not the one whom you were expecting
to see.



Humor

Some speakers like to employ “humor” to relax the
tension in the audience. However, it should be used
with cautious and not too much.

Examples:
| am the one your mother warned you about!

The building is nice, but | did not see the fire-exit in
this auditorium. Are we safe throughout this lecture?

For beginners, “humor” is not suggested. And for
some speakers, “humor” is prohibited for the
lifetime.
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After Hook, before Body

Describe the following subjects briefly with
one or two statements:

Situation (background)

Objective

Agenda (map tour for the whole talk)
Time

Questions and Answers



Situation (examples)

 Technology is a part of our lives, and today, |
want to take a look at how we can

 As you know, we have gathered here today to
inaugurate our new headquarters

* The reason we are here is to discuss how we
can maintain profitability.



Objective

So by the end of my presentations, | hope you
will decide to accept my plan for adding 500
beds in this hospital.

My objective is to convince you that the
current operation is effective and safe.

Our goal is to continue to improve the quality
of operation.

After listening to my ideas, please rethink
about your career plan.



Agenda

Todﬁy, | have four main points | would like to discuss. First,
| will..

| my presentation, | will discuss four issues: how people....

In the following discussion, | intend to highlight four
items: First,...

There are four things we need to cover today, one is to
explain...

Today, | have three main points. First, | will talk about...
Next, | will show you.... And finally, | intendto discuss...

Try to use different verbs for the expression, otherwise,
the audience will be bored.



Time

| will be speaking for about 45 minutes.

My talk should take around 30 minutes or so.

The presentation should take around half an hour.
Can you give me 15 minutes of your time?



Question and Answers (tell the audience
when to ask the question)

If you have questions, please feel free to ask at any
time.

If you want to ask about anything, please interrupt
at any time.

| love questions! Be sure raise your hand to let me
know.

My policy is simple... no questions! Just kidding. Ask
whenever you like.

Do you mind if | take questions at the end of my talk.

If you have questions, please hold them until |
finished my talk. Thanks!



Verbal and Nonverbal messages

* | am excited to be here — be energetic!

| am happy to be with you —smile

* | see familiar faces today —look at everyone
 Can everyone hear me —speak loudly

* | have been waiting for this opportunity to
give this seminar —show respect

* | have been waiting for this day — show
confidence.
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Closing

Closing is not just “That’s all for my talk”
The structure for closing:

Summary

Conclusions

Q&A session

Final greeting



Summary

 In summary, | showed what | think can be
done in next five years.

 To sum up what | talked today, | described ...

* Inshort, | have highlighted the locations
worthy of consideration.



Conclusion

| hope that | have convinced that

In am certain, with further discussion, that
you will accept my plan...

Without a doubt, this new overseas
opportunity gives us a chance....

| hope you will agree with my proposal to..
The take-home-message is that...



Q&A session

Are there any questions?

If you have questions about any part of talk, | would
be happy to take them now.

| have time for a few questions now.

It seems you have questions... Please go ahead.
| am ready for questions.

Now is the time for your questions?

Who has questions?



Q&A session

* Question types
 Handling questions
e Persuading techniques



Question types

 Open question: This type of questions start with
who/what/where/when/why/how. e.g. Why are you
interested in that? How do you think we should
proceed?

e Closed question: Questions start with
Do/have/are/Will/ls. e.g. Is this the numbers of firms
in Asia? Is this protein located in nucleus? Answer
these questions with Yes or No.

 Check question: Questions end with aren’t you, right?
Isn’t you? Great minds think alike, don’t they? You
are new here, aren’t you?



Handle questions (funnel method)

e To tackle an open question, we usually start to funnel
(restrict) the question and switch the question partially
into closed question.

Q1. Why is revenue going down?
Al. What do you mean by “going down”?

A2. Are you asking why revenue went down between
1999 and 20037

Q2. Why are companies going through so many changes?
Al. What exactly do you mean by “changes”?
A2. You are asking why companies are downsizing, right?



Persuading techniques

Being sensitively direct
Responding politely
Assuming good intentions
Initiating respect
Integrating the audience
Neutralizing difficult people



Being sensitively direct

What do you think? = Can | have your views on this point?

Who makes the decision? = Are there specific people who
decide?

Why would you do that? = Is that the only option available?

Why did you ask that question? = Can | just confirm why you
asked that question?

Who's in charge? = do you know anyone one could contact?

What did you do that for? = Was there a specific purpose in
doing that?



Responding politely

You sound angry. What happened?
| would be upset too. What would you like us to do?

| understand your position very well. Can | make a
suggestion?

Sounds frustrating. What can | do to help?

That must have been tough. How did you handle it?
| see your point. What's the solution?

You seem really irritated. Can | help in some way?



Assuming good intentions

Thank you for your question. It is nice to see that ...

That is a good question, and is the one | have asked myself
several times.

| can tell from question that you feel strongly about this issue.
Let me answer you this way...

| have considered that. | think you have a good point.
You remind of this important issue. Here is my position...
That makes sense, too. My personal opinion is...

That is the first time | have heard that. If it makes sense, let’s
do it.



Initiating respect

Thank you for the feedback. It is very helpful.

That is an excellent idea. | believe, should be
integrated into the plan.

That is an excellent point! | totally agree with
youl.

You are right about that. It is something | have
not considered.



Integrating the audience

What is your opinion on this issue?

Would you mind giving us your view?

Will you share your views with us?

Do you have anything to add?

s there someone in the back with a question?

How about you, Mr. Peterson?



Neutralizing Difficult people

e Use the POSITIVE, NEGATIVE, POSITIVE strategy

 Ms. Porter, | am clear that you have a differing view
on that issue. Your view is also valid. However, that
view may be more suitable for other situations, but
not for our current situation. | will be happy to meet
you after the presentation to discuss this further.

e Mr. Lee, you have an excellent record of offering
good advice. Right now, | would like to proceed with
my presentation. Would it be OK with you if |
integrate your point later.



Final greeting

| have enjoy being here today. Thank you.

Once again, | would like to extend my thanks
to all of you for coming here this afternoon.

Thanks for your patience for listening to my
talk.

It is a great pleasure to be here today
Thank you for having me this night.
Thank you for being here today.



To gather support

Integrate each person’s opinions.

Use each interaction to persuade and
convince.

Use questions to influence skeptics.
Think deeply about every comment you make.

Use your voice, body, and eyes as a tool for
persuasion.



Summary (l)

The style of the presentation is determined by “the
aim of the presentation”. = information
presentation or persuasion presentation.

The style of presentation depends on the four
factors: (1) The audience (2) the speaker (3) time (4)
space.

The difference in the presentation style results from
the heterogeneity of audience and speaker.

However, there are some common properties among
all the audience.



Summary (ll)

 The information must be organized in order
and with priority.

 The presentation can be divided into three
parts: Introduction, Body, Closing.

e Introduction can be further divided into: (1)

greeting (2) hook (3) The guideline of the
presentation.



Summary (ll)

e The body (DROP): Detail, Requirement,
Option,Proposal.

e Check all the transitions in the Body Part,
place the transitions into small, medium,
and Major transitions.

e C(Closing includes (1) Summary (2)
Conclusions (3) Q&A session (4) Final
greeting



Summary (1V)

* |n Questions and Answer sessions, six rules
should be followed: (1) Being sensitively direct
(2) Responding politely (3) Assuming good
intentions (4) Initiating respect (5)Integrating
the audience (5) Neutralizing difficult people-
positive/negative/positive method.



Summary (V)

 The content of your presentation is the most
important!

 Well-organized material and well-prepared
speaker is always welcomed.



e https://www.youtube.com/watch?v=-
z8XOoYmM3EE

e Bryan Stevenson FfJFEE
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Y F-. 7 FEWhen You are OId

WHEN you are old and grey and full of sleep,
And nodding by the fire, take down this book,
And slowly read, and dream of the soft look
Your eyes had once, and of their shadows deep;

How many loved your moments of glad grace,
And loved your beauty with love false or true,
But one man loved the pilgrim soul in you,

And loved the sorrows of your changing face;

"When You Are Old" is reprinted from The Rose. W.B. Yeats. 1893
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In Science
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Louis Pasteur ’ 1822 1895

(by American painter Robert Thom)

Jonathan M. Metzl & Joel D. Howell (2004) Making history:
Lessons from the great moments series of pharmaceutical
advertisements. Academic Medicine 79, (11): 1027-1032.
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What we are doing here
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Self-Respect
and
Success
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Your Presentation will be Successful
and your Life will be Happy.
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