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Engage

with Passion,
Proximity,
and Play

Standing up to recite information while others passively listen and
perhaps take notes is the common and traditional presentation mode.
But it’s an ineffective way to teach, inspire, or motivate an audience.
If the lone goal is the transfer of information, you are better off dis-
tributing a handout and canceling the presentation. When we finish a
presentation, remember, we want the audience to be changed, if even
only a tiny bit. We want to influence a change in people’s knowledge,
awareness, behavior, and so on. But unless we engage with the audi-
ence, none of that is possible. When there is no engagement, there

is no change. True engagement assumes some level of emotional
involvement or commitment on the part of both the presenter and the
audience—but the responsibility to light the fire of engagement lies
primarily with us, the presenters. This chapter looks at three elements
involved in creating the kind of naked engagement we are looking for
in today’s presentations: Passion, Proximity, and Play.
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Show Your Passion

In Japanese, the word passion—jounetsu ({&8)—is composed of two
Kanji (Chinese) characters, feeling (15 and heat (#). Although the
etymological origins for the word may differ across languages and
cultures, when you think of passion today, you immediately think of
strong feelings and desires associated with love—Ilove of another
person, perhaps, but also a kind of love or deep feeling and intense
emotion for a calling in your life like music, art, teaching, or what-
ever interests in your life evoke a strong and personal commitment.
Passion is by definition a strong emotion with many associated feel-
ings such as enthusiasm and vivacity. Emotions are a good thing, of
course, but we have been taught to control our emotions in order to
be successful in life. Much of this is good advice as there is a strong
correlation between being able to self-regulate emotions and success
in school, work, and life in general.

When it comes to presentation delivery, the problem generally is
not the display of too much emotion but rather the utter lack of it.
The emotions missing most from the dreariest of presentations today
are passion and enthusiasm. Charlie Hawkins, public speaking con-
sultant and author of First Aid for Meetings (Bookpartners, 1996),
highlights the need for passion in a piece he wrote for sideroad.com:

While coaching hundreds of MBA candidates at the University of
Chicago over an 11-year period, | observed that the one element
separating great presenters from merely good ones is passion. Those
who dared to express their passionate feelings about their subjects
were consistently the most effective. Why? By revealing their passion
they made connections with people that simply did not happen in
straightforward analytical presentations.

—Charlie Hawkins

Sometimes a presenter may genuinely not have a passion for the
topic or is greatly disinterested in sharing his ideas with the audience.
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Often, however, the passion is lacking because the presenter is hesi-
tant to project his or her emotion, true feelings, or true level of deep
interest in the subject. Showing your passion—a true bit of yourself—
is risky. It's much easier just to present information, but assuming
people are still listening to you, what value do you add when you just
give information?

Why are we afraid to show passion?

Many say that a man or woman who speaks passionately—who is
articulate and full of hope, enthusiasm, and positivity—is an empty
suit. They will say emotions do not matter. All that matters, they
say, is content and evidence, period. Ironically, the very people who
demand that content is everything and that emotion—and certainly
passion—does not belong in “serious presentations” rail against
the importance of emotion and engaging delivery in a manner that
is completely emotional and heated. | know this because | have
spoken to such people many times. They say it is simply the quality
and structure of the information that matters—and that delivery and
personal qualities, as well as things like simplicity and clarity in the
design of visuals, are just not necessary.

The point that such people miss is this: Nobody ever said delivery,
emotion, and passionate engagement are the only things that matter,
or that they are sufficient. We only said they are necessary (and all
too often lacking). Solid content is necessary as well, of course, but
it's almost never sufficient in terms of leadership, communication,
and presentations that have impact. If you are talking about trying
to lead a movement, change the world, or just get your message
heard and remembered, then you sure as heck better be prepared
to show your passion. You don’t have to be slick or polished, and
you don't have to be tall or good looking, but you do have to engage,
inspire, and motivate. That's what leaders do. That's what naked
presenters do.
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Passion is the genesis of genius.
— Anthony Robbins
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Inspired by performers

Not too long ago, | was reminded about the impact of passion on
communication by an unlikely source—a live performance by the leg-
endary band Earth Wind & Fire here in Japan. We had seats (although
we never sat) front and center, which allowed the perfect vantage
point for observing one of the most passionate performers | have
ever seen without a microphone. You may not have heard of him. His
name is Verdine White, the bassist for EWF and an original member
of the group, which was founded by his older brother Maurice.

White is an incredible musician with more funk and soul in his little
finger than | have in my entire body. He is absolutely crucial to the
EWF sound. But what White taught me that night was how unbeliev-
ably powerful a sincere display of genuine passion could be. White
does not just play bass, he communicates and connects with his “ax”
as if it were an extension of himself. White never stops bouncing, run-
ning, and seeming to fly across the stage all the while displaying one
of the brightest, most infectious smiles you will ever see on stage.
Oh, and by the way, he was 55 years old at the time. What energy!

They are musicians. They are artists. But they are also storytellers,
and in a way, presenters while they are on stage. And like any good
presentation, their performance is a powerful mix of great content,
powerful visuals, and an emotional human touch that makes a last-
ing connection with the audience. The personal qualities that White's
performance had—which our presentations must have—are: (1) pas-
sion, (2) energy, (3) sincerity, (4) a smile, and (5) total engagement
with the present, front and center. How many times have you seen a
presenter display all five of these qualities in a presentation?

We are deeply social animals, designed to be together. We create
language and culture and come together to work, to dance, to play
music, and so on. When you think about it, why is it we pay money
to attend a live concert? We say it’s for the music, but you can get
the same music—with better sound quality—by listening to the CD
at home. We're drawn to the live event in strong measure because
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it's a much richer experience when we can see the musician’s faces
and body movements and feel what they are feeling. The experience
is enriched and more memorable when we can see and feel the per-
formers’ displays of passion.

Yes, an R&B/soul performance is different from a business presen-
tation, but in a very real sense, they are both sincere performances.
Dale Carnegie says the same thing in How to Develop Self-Confidence
& Influence People by Public Speaking (Pocket, 1991). “Put your
heart and soul into your talking. Real emotional sincerity will help
more than all the rules.” Carnegie also stresses the importance of
exuding energy in your talk. “It is magnetic. People cluster around
an energetic speaker like geese around a field of autumn wheat.”
Carnegie goes on to talk about the importance of smiling sincerely
and displaying interest in your audience. “Like begets like,” he says.
“If we are interested in our audience...our audience will be interested
in us.”

We are naturally drawn to energetic presenters just
as we are attracted to passionate performers.
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Think interested not interesting

If presenters think about an audience at all, they usually worry about
themselves not being perceived as interesting. However, the issue is
not so much you showing how interesting you are—it’s more about
you showing how interested you are. We are attracted to people who
are deeply interested in their work or topic and also interested in us.
We like people who are interested in sharing their passion and inter-
est in a way we can understand. People who are genuinely and deeply
interested in what they are doing are demonstrating their passion.
Interested people are the kind we want to listen to. Anyone can be
more interesting superficially. But when someone is deeply inter-
ested, this brings us in and we want to know more. When they show
they are interested in us, we are drawn closer.

Letting people know how and why you are deeply interested in
the topic—and why they should be too—is very natural. People can
see your passion and they can feel that it is real. This is very differ-
ent from using performance techniques alone (such as speaking in
a louder voice, emphasizing key words, using exaggerated body lan-
guage) to demonstrate passion or to look more interesting than the
typical presenter. You can't fake interest and the passion that accom-
panies it. So the question is not “How can | be more interesting to
this audience,” but “How can | demonstrate why this topic or infor-
mation is important and how can | show why it matters to them?”
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Tapping Emotions

Like it or not, we are emotional beings. Logic is necessary, but rarely
sufficient when presenting. We must appeal to “the right brains” as
well. The need to appeal to people’s emotions is fundamental, yet
often neglected. Here's what the authors of Why Business People
Speak Like Idiots (Free Press, 2005) say:

In business, our natural instincts are always left-brained. We cre-
ate tight arguments and knock the audience into submission with
facts, figures, historical graphs, and logic.... The bad news is that
the barrage of facts often works against you. My facts against your
experiences, emotions, and perceptual filters. Not a fair fight—facts
will lose every time.

— Brian Fugere, Chelsea Hardaway, and Jon Warshawsky

As presenters, we truly have a difficult job in trying to convince
people to change their thinking or take new action. People tend to
over-interpret their own personal and vivid experiences, and may
ignore or remain very skeptical of new information—no matter how
scientific or objective—that is contrary to their current beliefs.

Professor Richard Brislin from the University of Hawaii touches
on a very similar phenomenon in his book Understanding Culture’s
Influence on Behavior (Wadsworth Publishing, 1999). Dr. Brislin
discusses why people make dubious conclusions in spite of evidence
to the contrary. For example, let’s say you read many reports in
respectable periodicals that conclude Seattle is a very good place for
young graphic designers to find high-paying jobs. Complete with this
evidence, you begin sending off your resume, contacting companies,
and looking into housing in the Seattle area. Later, when you tell a
friend, Lisa, about your desire to relocate to Seattle, she becomes
practically apoplectic. “What?” she says. “My brother has a design
degree from Berkeley and has been up in Seattle for over a year
without finding a full-time design gig!” Lisa tells her brother’s horror
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story of Seattle. So now you have the word of one friend versus loads
of factual, detailed, documented information that runs contrary to
your friend’s opinion. Who do you believe? Citing early work on social
cognition, Brislin suggests that it is highly likely you will be more
persuaded by your friend’s testimony, which was personal and more
colorful, emotional, and vivid compared to the reading of labor reports
in periodicals. And the fact that Lisa is “telling her story” about her
brother makes her information more memorable.

We really have our work cut out for us. Our audiences bring their
own emotions, experiences, biases, and perceptual filters that are no
match for data and facts alone. We must be careful not to make the
mistake of thinking that data can speak for itself, no matter how con-
vincing, obvious, or solid it may seem to us. We may indeed have the
best product or solid research, but if we plan a dull, dispassionate,
“death by PowerPoint” snooze-fest, we will lose. The best presenters
target both the logical left and the emotional right brains—that is,
“the whole mind.”

Each audience is different, though some are more skeptical than others. Regardless, a
good presentation must appeal both to the audience’s need for logic and for emotion.
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Emotions and memory

If you can arouse the emotions of your audience with a relevant story,
image, or piece of data that is unexpected or surprising—or sad or
touching and so on—your material will be better remembered. When
a member of your audience experiences an emotionally charged
event in your presentation, the amygdala in the limbic system of the
brain releases dopamine into that person’s system. And dopamine,
says, Dr. John Medina, “greatly helps with memory and information
processing.”

You can see the appeal to emotion in TV advertisements. A fantas-
tic example of a 60-second spot that makes an impact and gets its
message across by tapping into many different emotions is the award-
winning Apple commercial called “1984.” Regarded by many as the
best and most memorable TV ad of all time, it ran during Super Bowl
XVIII and introduced the Macintosh for the first time. Rather than
trying to persuade the viewers with a logical argument that explains
the benefits of the new type of computer, the commercial features an
athletic heroine running to save the world from the scourge of confor-
mity, which is represented by an Orwellian Big Brother talking head
projected on a large screen in front of row after row of lifeless con-
forming subjects. While security guards close in on her, she is able to
throw a sledgehammer over the heads of the seated conformists. The
sledgehammer crashes into the screen, causing it to explode. The set-
ting is industrial with dark blue and gray colors that contrast with the
heroine’s bright red running shorts and clean, white tank top featuring
a subtle graphic of the Macintosh computer. The 60-second commer-
cial exhibits solid conflict and contrasts and is filled with emotions
ranging from sex appeal to threat to fear and surprise.

While your situation is not the same as making a 60-second adver-
tisement, there is something to learn here. Ask yourself, for example,
what it is that you're really selling. It is not the features or the thing
itself. It's the experience of the thing and all the emotions related to it
that you are really selling. Use stories and examples that are vivid and
bring people’s emotions into your narrative.
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The power of emotional contagion

During a business trip to Denmark a couple of years ago, my friends
and | spent a few hours in Tivoli Gardens in Copenhagen. This famous
amusement park, built in 1843, apparently inspired Walt Disney
when he was dreaming up his own famous amusement park. While

in Tivoli Gardens, | received a strong reminder of something we all
know but too often forget: that emotions are contagious and our emo-
tional displays can and do influence those around us, often in ways
we're not even aware of. We spent several minutes in an area of the
park under and next to white-knuckle rides complete with screams
and shrills—mostly of joy and excitement, but mixed with a touch of,
perhaps, terror. Everyone on the ground was having a great time just
watching the fun the other people were having on the attractions.

One of the attractions at Tivoli Gardens in Copenhagen.
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It was a surprisingly enjoyable atmosphere; | could have spent
much more time just sitting and watching the smiles, laughter, and
displays of exhilaration of complete strangers. A grandmother sitting
next to me got a real kick out of watching her teenage granddaugh-
ter and listening to her scream with excitement every time the ride
whizzed by our heads. The grandmother was absolutely delighted.
So was |. The remarkable thing was, even though | was not actually
experiencing the excitement these strangers were having on the scary
rides, | was feeling completely amused and happy by the displays of
excitement and joy all around. The giddy emotion was utterly infec-
tious and everyone in the crowd felt it. What we were experiencing
that sunny afternoon in Copenhagen was a form of emotional con-
tagion, which is the tendency to feel the emotions others are feeling
and even mimic their facial expressions and moods.

Mirror neurons

In the last decade, based on earlier work at the University of Parma,
Italy, researchers have gained good insights into something called
mirror neurons. A mirror neuron is a neuron in the brain that fires
both when you do something and when you simply see someone
else doing the same behavior—even though you have not moved.
It's almost as if you, the observer, are actually engaging in the same
behavior as the person you are watching. Perhaps this is why watch-
ing sports is so captivating and compelling for most people. In a
sense, we feel what the athletes are feeling. Watching something and
doing something are not the same, of course, but as far as our brains
are concerned, they're pretty darn close. We learn from watching oth-
ers; we even learn bad habits from watching others. Mirror neurons
fire when we see a behavior and also when we perform that behavior.
So before we imitate a new behavior, our mirror neurons have already
re-created that behavior in our brain.

Our brains are good at imitating actions, but just as importantly,
they are really good at feeling what others are feeling. Mirror neurons
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may be involved in empathy as well. This is a crucial survival skill.
Research has shown that the same area of the brain that lights up
when a person experiences an emotion also activates when that
person only sees someone else experiencing that emotion. When

we see someone express passion, joy, concern, and so on, experts
believe that the mirror neurons send messages to the limbic region
of the brain, the area associated with emotion. In a sense, there is a
place in the brain that seems to be responsible for living inside other
people’s brains—that is, to feel what they are feeling.

If our brains are activated by the movements and feelings of others,
what does this suggest for the way we should present to a group of
people? If we are wired to feel what others feel, is it any wonder that
people get bored and disinterested when listening to someone who
seems bored and disinterested themselves—even though the content
may be useful? Is it any wonder why we feel stiff and uncomfortable
while watching someone on stage barely move a muscle except for
the muscles that make their mouth open and close?

We learn by watching and then by doing, but we also learn by
feeling what others feel. Empathy and putting ourselves in another
person’s shoes allows a connection, and it is this connection that
helps us to understand and learn. Yet much of presenting today in
the overly formal, static, and didactic style removes the visual com-
ponent, including the visual messages of our movements and the
displays of our emotions. An animated, natural display of emotions
surely enriches our narrative as it stimulates others to unconsciously
feel what we feel. When you are passionate, for example, as long as
it is perceived as genuine, most people to various degrees will mirror
that emotion back.

The content of your message is crucial, of course, but others in
the audience pick up on all sorts of other signals related to your emo-
tional state. The best content in the world—with the best visuals in
the world—can still be sabotaged by our emotions, that is, in how
we influence others to feel. | have seen some technical presentations
fail this year not because the content was irrelevant or disorganized,
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but because the presenter, due to inexperience or nerves, looked

and sounded more like he was giving a particularly depressing eulogy
rather than the results of an interesting piece of research. After 10 to
15 minutes of monotone and dispassionate narration, it becomes very
difficult to stay with any speaker, regardless of the topic. Your story
and your evidence matter, but the genuine emotions you project have
a direct and strong influence—for good and bad—on the message
your audience ultimately receives and remembers.

Power of the smile

For most presentation topics, a sincere smile can go a long way
in helping to engage an audience. During a recent night in Osaka,
Japan, | realized again the power a genuine smile has for connecting
emotionally with an audience. | was inspired, in fact, by the person’s
smile, as were others in the audience—whether they were conscious
of it or not. | was inspired not by a presenter but by a performer,
Yoshida Miwa, half of the legendary Japanese duo Dreams Come
True. Yoshida Miwa is the 46-year-old diva who fronts the group, a
pop star with a great voice and a wide range with clear soul, funk,
and jazz influences. Music aside, though, what | remember most
about the three-hour concert was the infectious smiles of both Miwa
Yoshida and her partner Masa Nakamura, the other half of the duo.
Smiles are indeed infectious. But the smile cannot be faked or
forced. You can try to fake a smile, but people can tell when you
don’t mean it. In fact, some studies show that if you give an insincere
smile, audiences may perceive you as untrustworthy or hypocritical.
Martin Seligman, author of Authentic Happiness (Free Press, 2004)
says there are essentially two types of smiles: the “Duchenne smile”
and the “Pan American.” The Duchenne smile is the genuine smile,
characterized by movement of the muscles around the mouth and
also the eyes. You can tell a real smile by how the skin around the
eyes wrinkles up a bit. The Pan American smile is the “fake” smile
and involves voluntary movement around the mouth only. This is the
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polite smile you may see from someone in the service industry who is
doing their best but not having a great day. We all can recognize an
insincere smile. But a presenter or entertainer who actually looks like
she is happy to be there—because she really is—is well on her way to
engaging her audience naturally. A genuine smile shows that we are
happy to be there. And since people in our audience can feel what we
feel, why wouldn’t we want them to feel at ease?

Whether it's a presentation or a performance, a genuine smile can go a long
way toward making a genuine connection.

Some scientists, medical doctors, engineers, and others presenting
on technical matters at a conference may dismiss the importance of
the natural smile. They might say that smiling, rapport, and engage-
ment are fine for marketers and general presenters, but serious
people must be serious. Well, there is nothing unserious about smil-
ing. Whether or not you use slides in your live presentation, your talk
is still visual. And while you may think it's only your words that people
should remember, the audience in fact will recall much of what they
saw (including your facial expressions) and what they felt.
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Interact Using Proximity

My experience teaching and presenting in different parts of the

world for the past 20 years has taught me that the physical distance
between a speaker and the audience—and between the individual
members of the audience—has a great influence on one’s ability to
engage and be effective. The spatial context has a great impact on
nonverbal communication and the quality of interaction, although this
is often overlooked. The second “P” of engagement, then, is Proxim-
ity, a term inspired by Edward T. Hall's work in the field of proxemics,
the study of how nonverbal communication among and between
people is influenced by distance. What research in proxemics has
shown is that variations in personal space and distance has an effect
on interpersonal communication, and these effects may vary by indi-
viduals and by culture.

Most classrooms come with barriers. This student from Finland
places the computer out front and moves away from the lectern
to be closer to the audience and the screen.

Ideas concerning personal space may depend on culture, but as
much as possible, presenting naked means you want to be close
to your audience and you want members of your audience to be
close to each other. There are physical limitations and each case is
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different, but as a general principle you should (1) shorten the dis-
tance between yourself and the audience, (2) bring individual audi-
ence members closer to each other while still being sensitive to local
perceptions of personal space, and (3) remove any barriers between
you and the audience that create distance, whether that distance is
physical or merely a perception of the audience. Audience members
might perceive distance, for example, if you use language that is too
formal, inappropriate, or industry specific for a particular audience.
Technology, too, if not used well can create a feeling of distance that
diminishes engagement regardless of how close you may physically be
to the audience.

Come out from behind the barriers

You may know Phil Collins as a singer, but he originally started out
playing the drums. As his musical career progressed, he began to
sing from behind the drums. In time, he came out from behind the
drums completely and took center stage. Collins is a fantastic drum-
mer, so when he performed recently on EM’s Performance Theater,
he was asked about the idea of singing lead vocals and playing drums
at the same time:

Most songs are vocally driven. Yes, it is physically possible to sing
from behind the drums.... But they want to see you. When you're
behind a drum kit, it is very difficult to connect to people. That is
why | am out in front.

— Phil Collins

In his early days with the band Genesis, Collins said singing from
behind the drums was his “security blanket.” Sitting behind the
drums is indeed a pretty secure place to be. Karen Carpenter of the
Carpenters was very hesitant to come out from behind the drums
back in the '70s. It's scary to stand front and center, but that’s where
connection, engagement, and true communication live.
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Physically, it's possible to sing lead vocals from behind the
drums—and you can sound just as great—but what of the connection
with the audience? Likewise, if you present from behind a lectern, you
may, more or less, sound the same. And the media behind or beside
you may look the same, but the connection is weakened. A lectern
may be fine for a 15-minute speech at a university graduation cer-
emony, but it's a barrier in almost every other setting. For a situation
where the people have come to specifically hear from you, to learn
from you, and to be convinced or inspired by you, you need to do
whatever you can to remove the barriers—literally and figuratively—
between you and the audience.

For this presentation | remove the lectern and place the projector
and computer together out of sight from the audience in the
center of the room, leaving the front barrier-free.

Use a remote

If you are using multimedia that requires only a simple advance to the
next slide (or next animation, start/stop video, etc.), which is all that
most sequence-driven presentations require, then use the smallest
remote control device you can find. The remote is an essential device
that anyone who presents needs to own. There is no excuse for having
to glue yourself next to a table or lectern just so you can use your fin-
gers to advance slides. Having a small remote allows you the freedom
to not only walk to different areas of a stage (or the front of the room)
but to go into the audience as well.
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If a presentation requires you to use your computer for more than
simply advancing slides, then it's fine to occasionally go to the com-
puter to start a program, demo a web site, and so on. However, you
should also move away from that lectern when you do not have to be
there. Hans Rosling, a doctor, researcher, and presenter, is extraordi-
nary at doing this. When he needs to pull up some data or start the
Gapminder program, he will occasionally go to his computer on stage.
But Rosling also spends a lot of time near or in front of the screen
explaining how to read the data or pointing out important points.
Rosling is a technical presenter with passion; he is able to engage his
audiences with the visualizations of data in part because he removes
the barriers by often moving away from the lectern.

b

United States 2002

5 GDP per capita, PPP (constant 20003
U

Hans Rosling removes the barriers and gets involved with the data,
making things clear for the audience. (Photo: Stefan Nilsson.)

Performing demos

If you are performing a demo and you need to show how the software
actually works, position yourself front and center so the audience can
see you and the screen behind you. It's possible to keep a good con-
nection with the audience while you use the computer—as long as
you keep things moving and the conversation flowing. Apple’s Steve
Jobs is fantastic at doing this. Citrix CEO Mark Templeton is great at
demoing his company’s software in a friendly, engaging style as well.
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The CEO of Tableau Software,
Christian Chabot, is another
high-tech leader who knows how
to engage an audience with a
demo. Chabot started his keynote
at the company’s 2010 annual
customer conference in Seattle
with a Gothic fairy tale complete
with powerful imagery on screen.
“The year was 2010,” Chabot
said. “It was a dark time for
data.” He then began to describe
the current state of the business
intelligence landscape, which Christian Chabot, CEO of Tableau
included the evils of slow pain- Software.
ful rollouts, explosive costs, and
low user adoption (for people who didn’t already use Tableau). Chabot
told a dark story of user interfaces that included ancient wizards,
complicated scripts, and the crumbling monolithic tower of the cen-
tralized data structure. After laying the foundation of where we are
today, Chabot exclaimed, “People began to dream about a new way!”
The CEO then unveiled Tableau 6.0 and showed the power of the new
version and how easy it makes it to quickly query and analyze mas-
sive amounts of data.

While keeping his eyes mostly on the audience, Chabot took the
audience through a journey of discovery that felt more like an inter-
esting short documentary than a software demo. The key to Tableau
is that it's a great platform for telling the story of data. Even though
Chabot stood behind a lectern so he could demo the software him-
self, his demo was very compelling precisely because he engaged his
audience in the manner of the passionate and friendly storyteller.
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Technology should be invisible

Don't let technology or props take away from the experience. Very
often in presentations given with slideware, we are all too aware of
the software and computer. The technology should be as invisible

as possible. While setting up, for example, don’t have the screen on
until your first slide is already in play mode. Many presenters actu-
ally allow the audience to see the computer screen boot up and then
watch them mouse around for their PowerPoint file. This gives the
audience the chance to glimpse the desktop picture of the presenter’s
cat before the first slide appears. How wonderful—and how irrel-
evant. All of this subtly takes away from the moment and purpose of
the presentation, which is about the message and the story, not what
software you are using.

The show must go on

Little mistakes can happen, but so what? Move on immediately to
what is important. For this we can take a lesson from professional
performers. For example, while attending a performance of Cirque

du Soleil's Alegria in Osaka, | noticed one slip and gracious fall on to
the net below during the Super Aerial High Bar. But the performance
continued without missing a beat. The point was not the one slip—
the point was to continue amazing the audience with the 1,000 other
things that are going right. The audience does not even notice small
mistakes; they often are too engrossed in the big picture. In a presen-
tation context, the audience does not know (or care) if you forgot to
insert a slide or if the color is not as perfect as it was on your com-
puter. Why dwell on the small imperfections? When small technical
errors occur, you must go forward. And in the event that the technol-
ogy fails completely, you must have a backup plan—such as speak-
ing from notes sans visuals or speaking with the aid of a whiteboard.
Remember, the show must go on even if your technology doesn’t.
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Sir Ken Robinson
on Public Speaking

Sir Ken Robinson is an educator .

and an expert on creativity. He's “I always think of
also one of the most popular TED public speaking

presenters ever. His ideas on cre- 3 E
- . . as being a bit
ativity and education—and his own

personal presentation style—are
truly an inspiration for many. Sir — 8ir Ken Robinson
Ken does a lot of public speaking,
almost always with no multimedia.
During a podcast with the Interna-
tional Mentoring Network Organization, he spoke briefly on the issue
of public speaking and presentation. A summary of his six major
points on the subject of public speaking follows.

like jazz...”

1. Remember, you are speaking to individuals not an abstract group.
The size of the audience does not matter, says Robinson. You are
always speaking to individuals. So speak as naturally to a large audi-
ence as you would to a small group.

2. Be as relaxed as possible.

People will feel relaxed if you are relaxed, so be as relaxed as pos-
sible, right from the start, to put the audience at ease. Seems like a
small thing, but actually it is huge.

3. Be conversational and make a connection with the room.

But also keep the energy high. Being relaxed, natural, and conversa-
tional does not mean that your energy as a presenter should be the
same as when you are chatting with friends in a cafe, however. Robin-
son says he gets a lot of energy from the audience so the connection
is very important. If you have the connection and the energy (which is
cyclical), then your impact and your message is more effective.
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4. Know your material.

OK, this may seem a wee bit obvious, but then why do so many
people use detailed notes? Partly it's due to nervousness, convention,
or habit. But often it's because people are not fully prepared to be
talking on the topic yet. If you know your material well, you should not
need much more than a few bullet points on paper to remind you of
the structure. Robinson says he thinks long and hard about his talks
and writes down a few key bullet points on paper, not on screen. (A
mind map on a piece of paper can also be a useful reminder and a
road map for you; | sometimes use these.) Robinson never has exten-
sive notes, just bullet points. If you know your material, you will be
relaxed. If you don't, you'll seem nervous and this makes the audi-
ence nervous.

5. Prepare, but don't rehearse.

Think and plan ahead instead. There is nothing wrong with rehearsal,
of course. Different people have different methods for preparing. But
the danger in rehearsal is that it is possible to seem too rehearsed
when you present. That is, you may seem too perfect, too inflexible,
unnatural, and though technically perfect, you may lose the ever
important natural connection with the audience.

6. Leave room for improvisation.

“| always think of public speaking as being a bit like jazz or the
blues,” says Sir Ken. He explained that he does not always necessar-
ily know exactly what he is going to say, but he believes in stories. His
presentation—Ilike a jazz musician—is telling a story and he is taking
people someplace. Yes, he has ideas in mind before he takes to the
stage, but like a musician, he feels free to improvise. This is actually
more natural and more flexible, and it enables him to engage more
with each unique audience. Sir Ken Robinson also believes in humor,
which he believes is important for stimulating creativity. And humor
is good for getting people engaged with you and your message. “If
they’re laughing then they’re listening,” he says.
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Make your visuals big

Nothing is more frustrating to an audience than being unable to see
the information on your visuals because the elements are too small.
When you project images that cannot be seen clearly by everyone

in the room, this becomes a barrier and increases the feeling of dis-
tance. It also sends a message that the presenter is unprepared or
does not care about the audience. You can shorten the distance if
you remember to make sure you create the visuals that can be under-
stood easily, without any eyestrain, from anywhere in the room. When
it comes to visuals, think big.

Develop Play

We were born to play. Play is how we learn and develop our minds
and our bodies, and it's also how we express ourselves. Play comes
naturally to us. | was reminded of this while listening to a cool little
jazz gig near the beach on Maui, Hawaii, in early 2010. | snapped the
photo below of a little girl enjoying the simple beauty of that musical
moment by dancing happily all by herself.
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| love this picture because it shows both adults and a child at play.
The adult musicians are expressing themselves through jazz, a com-
plex form of play with rules and constraints but also great freedom—
freedom that leads to tremendous creativity and enjoyment for the
players and for the listeners. The child did not know or care about the
complexities of the chords and the rhythms or the wonderful interplay
among the musicians, yet the energy and beauty of the music made
her smile, laugh, and dance. She did not care if her dance was “good
enough”—she just danced because she was moved by the music.
She danced with such exuberance and speed that she appears only
as a blur in the photo. Dance is perhaps the purest form of play.
Children move to music long before they receive instruction on how
to dance. We are born to move and we are born to play. Children
remind us of this. They remind us that we are passionate, expressive,
social beings.

No matter what your age, play is important for learning, creativ-
ity, and innovation. Play makes us smarter. “Nothing fires up the
brain like play,” says psychologist Stewart Brown. “The thing that
is so unique about our species is that we are really designed to play
throughout our whole lifetime.” You can be a serious professional or
student and be playful. We need to think differently about play and
realize that it is not the opposite of work. As Brian Sutton-Smith
famously said, “The opposite of play is not work. It's depression.”
The playing skills we learned as kids are not superfluous, they are a
necessity today.

We need trust to play and be creative, and trust is established
through play signals such as a smile. We can use the tone of our
voice, a facial expression, a gesture—all of these send subtle nonver-
bal signals and encourage playful engagement.
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Overcome the Obstacles
to Success

Budg, or the “martial way,” is a term that encompasses the martial
arts here in Japan. Bu (i) conveys the meaning “to stop clashing
weapons.” Do (1) is “the way” or “the path” to truth and liberation.
There is much we can learn by examining the principles found in tra-
ditional disciplines, even though they may seem quite removed from
the daily experience of most people.

At the risk of greatly oversimplifying things, think of Budé practice
as not only being about competition, fighting, and technique, but
also about being a mastery of self. The items on the next page come
from The Ten Evils for a Budoé Practitioner, a list from a Kashima Shin
School scroll that appears in the book Budo Secrets by John Stevens
(Shambhala, 2002). These 10 items apply to one’s character as a
martial artist, but as the author points out, these are really aspects
of ourselves that everyone needs to overcome. All of these evils are
in us—we're just human after all—so the key is not to be defeated
by them. Our enemy is not in the audience (or the competition). The
biggest obstacle to success usually is not from without, but from
within. | love these words by the late Aikido master Kensho Furuya:
“You have the infinite capacity to do anything you want. You compare
yourself to others—that’s why you feel so limited.”
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The Ten Evils for a Budo Practitioner:

Insolence
Overconfidence
Greed

Anger

Fear

Doubt

Distrust
Hesitation
Contempt
Conceit
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Although these may be within us, you can see how none of these 10
evils are helpful when making a presentation, performing a piece of
music, or teaching a class. All of the 10 listed can be destructive and
hold us back—fear and doubt, in particular. Fear holds a lot of us
back. It is our fear of failure, our fear of what other people may think.
We're afraid. We're not sure. So we hesitate, and we fail to act. Popu-
lar authors such as Seth Godin call this the Lizard Brain.

Confidence, meanwhile, is necessary and important, but overcon-
fidence can sometimes be as destructive as fear. It can also hold us
back. Overconfidence, conceit, and contempt also prohibit us from
seeing the lessons from people and experiences around us. The old
adage is, “Once you think you have arrived, you have already failed.”

Humility, a virtue often gained through much practice, study, and
experience, is key. Yet humility and great strength go hand in hand.
A kind of projected modesty that is really a cover for self-doubt and
fear, however, is not the same thing as humility. Genuine humility
comes from a place of strength. It is the truly courageous who remain
always humble. These are lessons we need not leave behind in the
dojo. These are lessons for everyday life and work, including the work
of presentation.
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Play keeps us in the moment

A spirit of play engages us and brings us into the content and into
the moment. Children remind us that we need more play in the class-
room, the lecture hall, and especially the typical conference presen-
tation. But first, we adults must give up the notion that play is not
serious. We must abandon the notion that work (or study) and play
are opposites. Work and play are inexorably linked—at least the kind
of creative work in which we are engaged today and hope to prepare
our children for. As designer and computer scientist Bill Buxton
declared in his impassioned presentation at Mix '09 in Las Vegas,
“You can not be anal. These things are far too important to take seri-
ously. We need to be able to play.”

Play is not anarchy, however. There are rules, especially for group
play. Play also involves negotiation. There are rules about how and
when to play. Old habits are hard to break, which is why we need
some rules (for example, suspending judgment during a brainstorming
activity) to break free from the habits that get us down and dampen
the creative process. Shocking people out of their normal way of
thinking and getting them to forget their “adult behaviors” for a while
can lead to better ideas.

A spirit of play engages

Play creates a relaxed feeling of connection between the presenter
and the audience and among the audience members themselves. Play
fosters a collective experience of engagement with the content. That
doesn’'t mean you shouldn’t take the needs of the audience and the
material seriously. It's important to take our work seriously, but we
should be careful not to take ourselves so seriously. We do not need
to be somber, especially during a presentation when we are trying to
effect a change in people.

Good things happen when we stop taking ourselves so seriously.
It's OK to have fun. It's OK to enjoy the experience and expose
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some of your true self without the doubt and worry about what other
people will think. What would happen if you removed the fear? Play
energizes. Do you want your audience to be energized or solemn? Or
merely observe the established norms of formality?

Infuse play in your presentations

To instill a playful spirit, the presenter needs to create a secure envi-
ronment. Tim Brown is the CEO of IDEO, one of the most innovative
design firms in Silicon Valley and a company that understands the
importance of play. According to Brown, children who feel the most
secure in their environment are the ones who feel the most freedom
to play. We can extend this to adults in the workplace as well. Fear—
including fearing judgment from our peers—inhibits us and often
prevents us from taking chances or sharing our ideas with others.
Fear, says Brown, leads us to be overly conservative and to keep our
“wild ideas” inside. As adults we become overly sensitive to the opin-
ions of others and we lose a bit of our freedom. In presentations, we
should create the kind of safe environments that encourages others to
participate and take chances.

You can instill a subtle atmosphere of play by using humor natu-
rally, as discussed in Chapter 3. Using humor naturally means relax-
ing, being your playful self, and interacting with your audience. You
can point out irony, bust a myth, tell a story with an unexpected
twist—anything that evokes a smile or a bit of laughter. Laughter is
a fundamental social activity. When you laugh—and laugh together
with others in your audience—you create engagement. In the best-
selling book A Whole New Mind (Riverhead Trade, 2006), Daniel Pink
identifies play as a key aptitude for success in a 21s*-century world.
Humor, of course, is a key component of play. “Humor represents
many aspects of sophisticated thinking required in automated and
outsourced times,” Pink says. “And just plain laughter can lead to
joyfulness, which in turn can lead to greater creativity, productivity,
and collaboration.”
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A child’s playful activities often involve exploration and experi-
mentation. These are the very activities that some “serious” adults
engage in as well, at least until they get up in front of a group of peo-
ple to speak. As adults, we are too quick to categorize and put things
in nice little boxes. We quickly come up with reasons why it can't be
done rather than explore the possibilities and use our imagination the
way children might. It's important, then, to encourage playful explora-
tion and experimentation that contribute to a sense of discovery in
presentations. Experimentation is crucial.

When you instill play by taking people on a journey of explora-
tion, experimentation, and discovery, you arouse the brains of the
participants and you just never know what you'll discover together.
Discovery happens, after all, through a kind of play. Learning happens
through a kind of play. And a playful spirit is opened to the possibili-
ties. This is just as true for medical doctors and scientists as it is for
designers, businesspeople, and teachers.

Children are natural explorers. But it’s still in us. We can engage our audience by
appealing to their natural attraction for discovery and exploration.
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What is the role of entertainment?

Our society generally condemns the adults who dare play at work.
People say play is simply entertainment, and therefore a passive and
superfluous diversion. Many presenters resist the idea of bringing a
playful spirit to their presentations. They may say that they are not
in the business of entertaining. Their job, they will say, is simply to
give the information and analysis, not to entertain. But there is noth-
ing passive or distracting about a brain that is engaged, exploring,
and discovering something new. Isn’t an engaged brain in a sense
an entertained brain? Perhaps the word “entertainment” has simply
gotten a bad rap with the rise of informercials, infotainment, and the
watered-down version of cable news networks that put sound bites,
glitz, and pizzazz ahead of journalism and hard news.

We have to be careful with the term entertainment since it has
many associations that serious businesspeople want to avoid. Its syn-
onyms, after all, include distraction, diversion, and leisure activity—
not what we usually think of in terms of business or academic
presentations. But entertaining is also synonymous with many very
appropriate terms, such as absorbing, affecting, compelling, delight-
ful, engaging, engrossing, exciting, fascinating, inspiring, interesting,
lively, moving, poignant, provocative, stimulating, and so on. We
should be so lucky as to have an audience describe our presentations
with one or more of these adjectives.

Nicholas Negroponte, the founder of the MIT Media Lab, is a
visionary and driving force in the multimedia revolution. While speak-
ing to an audience in Monterey, California in 1984 about the future
of technology in education, Negroponte said, “Good education has
got to be good entertainment.” He is right—and this goes for most
public-speaking situations as well. Anytime we are trying to teach,
inform, and create a change in people, we need to entertain them.
But you have to think differently about the word entertainment.

By entertainment, | think Negroponte means engagement, mean-
ing, and “personal involvement as well as activities that stimulate

Chapter 4 Engage with Passion, Proximity, and Play 129



our natural curiosity and attraction to that which is novel and chal-
lenging. Education is knowledge and information. But the hunger,
drive, and curiosity in the pursuit of understanding and meaning is
emotional—it’s human.

Many presentation situations—and education in general—have a
lot in common since both can leverage the power of entertainment.
The thing about being entertaining is that it is focused on others, the
way it should be. It's not about us, it's about them. Different audi-
ences are engaged and actively entertained in different ways. It's up
to us to figure out what the most effective methods are for stimulat-
ing, affecting, and informing. Entertainment is not necessarily a
distraction, diversion, or escape. In the best sense, entertainment is
about engagement, connection, and meaning; it's about instilling a
sense of play that opens minds and amplifies the engagement. You
do not need to think of yourself as an entertainer or a performer, but
virtually all solid presentations will be entertaining if targeted to the
right audience. You say there are just some data sets that cannot be
interesting (or revealing or provocative)? Then, as the saying goes,
perhaps you have the wrong data (or the wrong audience).

Children need play to develop healthy brains. Everyone gets that.
But the need for play is not limited to children. We'll have better and
more empowered lives if we don’t think in terms of a work-play differ-
ential. Rather than view play as something we do only outside of work
time, we should instead live a life that is consistently infused with the
myriad transformational dimensions of play.

Bringing a spirit of play to your presentations—and the feeling of
exploration and discovery that it instills in the moment—improves
learning and stimulates creative thinking. But often it's good to
play for no other reason than to have great fun and feel good and
recharged. We can find inspiration in play itself, and we are inspired
by those speakers who understand that play is too important not to
bring to work and include in presentations.

130 The Naked Presenter



In Sum

® You can't fake interest and the passion that accompanies it. So the
question is not “How can | be more interesting to this audience?” but
“How can | demonstrate why this topic or information is important
and how can | show why it matters to them?”

e Qur story and our evidence matter, but the genuine emotions
that we project have a direct and strong influence—for good and
for bad—on the message our audience ultimately receives and
remembers.

¢ As a general principle we must (1) shorten the distance between
ourselves and the audience, (2) bring individual audience members
closer to each other while still being sensitive to local perceptions
of personal space, and (3) remove any barriers between us and the
audience.

¢ Bringing a spirit of play to your presentations—and the feeling of
exploration and discovery that it instills in the moment—improves
learning and stimulates creative thinking.
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No one is obliged to be a genius,
but everyone is obliged to
participate.

— Philippe Starck
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Index

A
The Adventures of Johnny Bunko, 186
aesthetic experience, offering,
146-147
agenda slide, avoiding starting with,
74-75
aggressive audience members, dealing
with, 175-179
aikido (way of spiritual harmony),
175-179
Alley, Michael, 40
alone time
creating, 49
importance of, 30-31
Amelio, Gil, 188
Anderson, Chris, 17
anxiety, dealing with, 93
Aristotle, 39, 42
armor, removing, 15
art, creating, 194, 197
The Articulate Executive, 12, 64, 137
Asimov, Isaac, 192
Atkinson, Cliff, 7, 33
attention spans, dealing with, 136—
138, 159
audience
addressing needs of, 106-107
cognitive overload, 37
connecting with, 10, 14, 64, 120
creating change in, 99
developing rapport with, 148
encouraging sitting near front, 57
engaging in activity, 144-145
facing, 84
giving time to process, 37
honeymoon period with, 69
international, 170-171
keeping attention of, 69
knowing, 38-39
mingling with, 58
persuading, 33-34
presenting agenda to, 149
speaking to, 120
sustaining attention of, 136-137
talking to whole person, 39
telling stories to, 37
working memory of, 36-37
Authentic Happiness, 112
authenticity, attraction of, 79-80
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B (black) key, using, 142-143
balance, maintaining, 177, 179
bamboo

positive symbolism of, 71

qualities of, 70
barriers

breaking down, 14

removing, 21
bath (ofuro), 5, 20-23
bath house (sentd, 20
Be Like Bamboo, 70-73
bend-but-don’t-break attitude, 70
benefits, considering point of view

for, 33

black, changing screen to, 142-143
boredom, inducing via monotone, 139
boundaries, establishing, 30-31, 59
brain, mirror neurons in, 110-112
Brain Rules, 32
brainstorming, 50, 155
breathing, applying to anxiety, 93
Brislin, Richard, 106-107
Brown, Stewart, 123
Brown, Tim, 127
budé (martial way), 124
Budo Secrets, 175, 190
bullet points, alternative to, 75
Byer, Renée, 87

C
Captain Phil, 79-80
Carnegie, Dale, 7-8, 94, 104
Carpenter, Karen, 115
case studies, using for participation,
158
Chabot, Christian, 118
Challenging aspect of PUNCH, 67
change, creating, 33-34, 99, 194
Change, role in three Cs, 193
childhood, regaining naturalness of,
195
Cleese, John, 30-32
closing presentations
with audience activity, 172
delivering, 181
by displaying quote, 169
including stories in, 166
inspiring audience, 172



making call for action, 172
making sticky, 163-166
on powerful note, 167-169, 172,
181
cognitive overload, avoiding, 37
Collins, Phil, 115
Comedian, 136
comedians, stand-up, 136
communication
enhancing, 5
face-to-face, 17-18
removing barriers to, 16
communication experts, 7
computers
getting away from, 32
using in presentations, 117
conclusion, beginning with, 167
confidence
gaining, 88-91
necessity of, 125
conflict, including in stories, 44
Confucius, 144
Connection, role in three Cs, 193
contrasts, compelling nature of,
44-45
Contribution, role in three Cs, 193
conversation versus performance,
11-12
conversational language, 147
core points
identifying, 50
summarizing in ending, 168
Craft, Chris, 36-37
The Craft of Scientific Presentations,
40
critical incidents, using, 158
Cs of presenting with impact, 193-
195, 197

D

“Deadliest Catch,” 79

death by overwork (karoshi), 47
Decker, Bert, 7, 80-81

deep or wide, 40
defensiveness, avoiding, 177
deGrasse Tyson, Neil, 16, 145
demos, performing, 117-118
depth vs. scope (illustration), 41
design thinking, 24

differences, compelling nature of,

44-45
discussion groups, using for
participation, 157
distractions, removing, 49
dojo, lessons from, 190-191
Duarte, Nancy, 7, 34, 164

E
Earth Wind & Fire, 103
eat only until 80 percent full (Hara
Hachi Bu), 22, 143
ECS (emotionally competent stimulus),
138
education
as entertainment, 129-130
self-, 192
Eisler, Barry, 91
emotional contagion, power of,
109-110
emotionally competent stimulus
(ECS), 138
emotions, 131. See also passion
arousing in audiences, 108
conveying in stories, 47
and memory, 108
role in messages, 166
tapping, 106-113
empathy, showing, 159
Enchantment: The Art of Changing
Hearts, Minds, and Actions, 81
ending presentations
with audience activity, 172
delivering, 181
by displaying quote, 169
including stories in, 166
inspiring audience, 172
making call for action, 172
making sticky, 163-166
on powerful note, 167-169,
172, 181
enemy, avoiding seeing others as, 178
engagement, sustaining, 159
entertainment, role of, 129-130
errors, overcoming, 119
experience, importance of, 145
eye contact, connecting with, 84-85

F
face-to-face communication, 17-18
fear of public speaking, 88-93
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fear of the unknown, removing, 56
“Feel Where You Are,” 176
Feynman, Richard, 16
fighters, attempts at winning, 14
fighting naked, 14
fill-in-the blank, using for
participation, 157
finishing presentations
with audience activity, 172
delivering, 181
by displaying quote, 169
including stories in, 166
inspiring audience, 172
making call for action, 172
making sticky, 163-166

on powerful note, 167-169, 172, 181

First Aid for Meetings, 100

forest, seven lessons from, 70-73
Franklin, Benjamin, 144

freedom, experiencing, 10
Fugere, Brian, 106

Furuya, Kensho, 71, 73, 124, 176

G

Gallo, Carmine, 7

gambaru (persistence), 185

games with time limits, using for
participation, 156

Gandhi, Mahatma, 180

Gapminder software, 153

Gates, Bill and Melinda, 188

Ghosn, Carlos, 139

Gillespie, Dizzy, 142

go with the flow, 178

goals, setting, 40

Godin, Seth, 33, 186, 194

go-with-the-natural-flow attitude, 70

great teacher (O-sensei/ Ueshiba-
sensei), 175, 178

growth, committing to, 72

H

hadaka no tsukiai (naked relationship),

5-6
Hall, Edward T., 114
Hara Hachi Bu (eat only until 80
percent full), 22, 143
Hardaway, Chelsea, 106
harmony, striving for, 176
Harris, Phil, 79
Hawkins, Charlie, 100
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Head First computer books, 147, 152
headset microphone, considering, 87
Heath, Chip and Dan, 164, 166
here and now, focusing on, 76-77
hierarchy and status, 22
hostility, dealing with, 179
hot springs bath, 6
How to Develop Self-Confidence
& Influence People by Public
Speaking, 104
humility, importance of, 125
humor
closing with, 168-169
using naturally, 65, 67-68, 95,
127, 149
humorous aspect of PUNCH, 67-68

|
ideas
generating, 50
organizing, 51
six common elements of, 164
sketching for participation, 156
images, using, 154. See also visuals
imagination, stimulating, 158
“impatient optimists,” 188
improvement, 188
improvisation, leaving room for, 121
information
determining amount of, 40
sharing via stories, 47
interested vs. interesting, 105
international audience, speaking to,
170-171
interruptions, avoiding during
preparation, 30-31
interviews for jobs, expressing true
self in, 77-79

J

Japanese bath (ofuro), 5, 20-23

Japanese forest, seven lessons from,
70-73

Japanese hot springs (onsen), 5-6

jazz, comparing to presentations, 8-9,
11, 121

job interviews, expressing true self in,
77-79

Jobs, Steve, 75, 117, 139, 148-151

Jounetsu (passion), 100

judo (the way of gentleness), 190



K
kaizen (continuous improvement, 72
Kanji, 100

karoshi (death by overwork), 47

Kashima Shin School, 124

Kawasaki, Guy, 81

Keynote technology, 9

keynote, presentation tips from,
148-151. See also presentations

Ki (life force), 176

Kodo: Ancient Ways, 71

L
lavalier mic, considering, 86-87
learning

by doing, 144-145

process of, 72, 111

role of play in, 123
lectern, presenting from, 116
life force (ki), 176
Life in Three Easy Lessons, 176
lifelong learning (shogai gakushu), 186
lights, leaving on, 88
Lusensky, Jakob, 85

M
Made to Stick: Why Some Ideas
Survive and Others Die, 164

Marsalis, Wynton, 8, 11
martial way (budo), 124
masks, removing, 21
material, knowing, 121
Maui

photo of girl, 122-123

Road to Hana, 48

warning sign, 48
McKee, Robert, 43-44, 46
Medina, John, 32, 40, 108, 137-138
memory and emotions, 108
microphone, considering, 86
Mifune, Kyuzo, 190-191
mirror neurons, 110-112
mistakes, overcoming, 119
Miwa, Yoshida, 112
monotone, impact on speeches, 139
Monta Method, 157
Moon, Richard, 176
moving audiences, 34
moving with purpose, 83-84
multitasking myth, 32

N
Nakamura, Masa, 112
naked approach, explained, 10
naked relationship, (hadaka no
tsukiai), 5-6
natural delivery, 25
natural expression of self, 13-14
naturalness, 6
of childhood, 195
speaking with, 7-8
nature
Japanese affection for, 6-7
learning from, 6
negatives, overcoming in stories, 44
Negroponte, Nicholas, 129-130
nervousness, avoiding mention of, 74
Newman, Paul, 76-77
notes
overcoming dependence on, 15-16
using, 54
Novel aspect of PUNCH, 66-67
numbers, interpreting, 150, 153

(o)

ofuro (Japanese bath), 5, 20-23
onsen (Japanese hot springs), 5-6
O-sensei (great teacher), 175
outline, introducing, 75

outside onsen (roten-buro), 21

P
pace

attention and need for change,

137-138

changing, 140-143

changing for speaking, 159

varying, 136-140

varying in keynotes, 151
participation, 144

asking for volunteers, 156

asking questions, 152

audience activity, 144-145

building with hands, 156

conducting brainstorming activities,

155

discussion groups, 157

encouraging, 152, 154-159

showing visuals, 154

sketching ideas, 156

stimulating imaginations, 158

Index 203



participation (continued)
taking polls, 155
using case studies, 158
using conversational language, 147
using games with time limits, 156
using role playing, 155
Passion, 131
addressing fear of, 101
inspiration by performers, 103-104
showing, 100-101
think interested, 105
pauses, using in speaking, 140
perfect sphere, principle of, 190
performance versus conversation,
11-12
performers, inspired by, 103-104
Persistence, importance of, 24,
185-186
Personal aspect of PUNCH, 65-66
persuasion, 33
Picasso, Pablo, 195
Pink, Daniel, 127, 186
Play
changing, 140-143
developing, 122-123
infusing in presentations, 127-128
role of entertainment, 129-130
staying in the moment, 126
playful spirit, engaging, 126-127,
130-131
polls, taking for participation, 155
Posen, Les, 92-93
The Power Presenter, 12
Power. See ending presentations
power to spring back, unleashing, 71
PowerPoint, 9
practicing, 37, 54-56, 93 121.
See also preparation
Preparation. See also rehearsing
avoiding interruptions, 30-31
brainstorming, 50
building visuals in software, 53
going analog, 49
identifying core point, 50
knowing audience, 38-39
knowing material, 121
multitasking myth, 32
power of story, 43-47
vs. rehearsing, 121
removing distractions, 49
sketching visuals, 52
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starting from why, 34-35

using notes, 54
Presence

attraction of authenticity, 79-80

avoiding reading speeches, 80-81

enhancing, 95

establishing, 76

expressing true self, 77-79

focusing on here and now, 76-77
presentation day

arriving early, 56-57

mingling with crowd, 58

preparing for, 59

preparing room, 56-57

seating near front, 57
presentation design gurus, 7
presentation generation, 17
presentation style, impact of, 25
presentation tips, 148-151
Presentation Zen, 34
presentation-delivery principles, 24
presentations. See also keynote

approach to, 6

comparing to jazz, 7-8

desirable qualities of, 103

rehearsing, 37, 54-56

tenets of, 6

understanding purposes of, 39
presenting challenges, managing, 93
presenting naked

conversation versus performance,

11-12

difficulty of, 10-11

making a difference, 19

natural expression of self, 13-14

overview of, 10-11

perspective of Phil Waknell, 14-15

purpose of, 21

raising the bar, 19
presenting with impact, 193-195
Prezi, 9
primacy principle, 163
primary effect, 64
problems

identifying in presentations, 46

overcoming in stories, 44
Projection, 95

connecting with eye contact, 84-85

facing audiences, 84

leaving lights on, 86-87



looking the part, 82-83
moving with purpose, 83-84
putting energy in voice, 86-87
proxemics, 114
Proximity
emerging from barriers, 115-116
invisibility of technology, 119
making visuals big, 122
performing demos, 117-118
principles of, 114-115, 131
show must go on, 119
using remote controls, 116-117
public speaking
advice from Sir Ken Robinson,
120-121
fear of, 88-93
parts of, 39
PUNCH, 95
beginning with, 64
Challenging aspect of, 67
Humorous aspect of, 67-68
making impact with, 64-68
Novel aspect of, 66-67
Personal aspect of, 65-66
Unexpected aspect of, 66
purpose
identifying, 36, 59
starting from why, 34-35
targeting whole person, 39

Q

Q&A session, 173, 174, 179

QBs (quarterbacks), qualities of,
140-143

questions, asking for participation,
152

quote, ending with, 169

R

readiness, 71

recency principle, 163

rehearsing, 37, 54-56, 93 121.
See also preparation

relaxation, projecting, 120

remote control, using, 116-117

Resonate: Present Visual Stories that

Transform Audiences, 164
restraint, 6
Road to Hana (Maui), 48
Robbins, Anthony, 102

Robinson, Ken, 120-121, 146

Rock, David, 30, 55, 89

Rocky Horror Picture Show, 136

role playing, using for participation,
155

Rosling, Hans, 117, 153

roten-buro (outside onsen), 21

Rowe, Mike, 79

S
Sagan, Carl, 16
samurai, preparation for battle, 14
scope
considering, 40
vs. depth (illustration), 41
Seinfeld, Jerry, 136
self, risking expression of, 77-79
self-importance, casting off, 15
Seligman, Martin, 112
selling, 33
sento (bath house), 20
Shapiro, George, 136
shizen (nature), 6
shogai gakushu (lifelong learning), 186
Sierra, Kathy, 147, 152
silent spaces, using in speaking, 140
simplicity, 6, 142, 165
Sinek, Simon, 34
Siteman Garland, David, 194
slides, preparing, 15
Slim, Pam, 170-171
smiles
Duchenne vs. Pan American,
112-113
power of, 112-113
solitude, creating, 49
speaking
pitch of, 139-140
putting energy in voice, 86-87
rate of, 139
using pauses in, 140
using silent spaces in, 140
volume of, 139
speaking voice, evaluating, 140
speeches
avoiding reading of, 80-81
potential of, 25
standing with purpose, 83
Star Wars 1V, 44-45
Star Wars V, 192
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Start with Why, 34
status and hierarchy, 22
Stevens, John, 124, 175, 190
sticky ending
creating, 163-166
qualities of, 181
stories
defined, 44
and emotions, 47
ending with, 168
including in endings, 166
looking for conflict, 44
power of, 43
three-act structure of, 51
using contrasts, 44-45
using principles of, 46
Strong, Sherry, 87
success, overcoming obstacles to,
124-125
suicides, occurrence in Japan, 47
Suzuki, Daisetz, 6-7, 13, 179

T
teachers, advice for, 36-37
technology

invisibility of, 119

reliance on, 9
TED Conferences, 17, 19, 188
TEDxTokyo, 85, 91
Templeton, Mark, 117
Ten Evils for Budo Practitioner, 125
ten Ps, 24
three Cs of presenting with impact,

193-195, 197

three Ps, 95
time, being mindful of, 22
timeline, using in introduction, 75
Toogood, Granville, 12, 64, 137
tools and techniques, use of, 25
tortoise enclosure, creating, 30-31

U

Ueshiba-sensei (great teacher), 175

Understanding Culture’s Influence on
Behavior, 106

Unexpected aspect of PUNCH, 66
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Vv
The Verdict, 76-77
video clips, showing for participation,
154
visuals. See also images
building in software, 53
making big, 122
showing, 154
sketching, 52
usefulness of, 21
using in keynotes, 150
vocal stimuli, 37
voice
evaluating, 140
pitch of, 139
putting energy in, 86-87

W

Waknell, Phil, 14-15

warning signs, emotional content of,
48

Warshawsky, Jon, 106

way of spiritual harmony (aikido),
175-179

Weissman, Jerry, 7, 12, 34

White, Maurice, 103

White, Verdine, 103

A Whole New Mind, 127

why, starting from, 34-35

Why Business People Speak Like
Idiots, 106

wisdom, finding in emptiness, 72

words, disparate, 37

working memory, 36-37

Wujec, Tom, 154

Y

Your Brain at Work, 30, 89

You've Got to Be Believed to Be Heard,
80-81

4

Zander, Benjamin, 193-195
Zen aesthetic, 6, 13

Zen Mind, Beginner’s Mind, 13
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