
Online Presentation & 
Communication 

Skills Training



Fun & interactive workshops where you can learn all 
aspects of structuring presentations, keeping the 
content ‘audience friendly’ including appropriate 

use of slides, along with learning essential delivery 
skills.

Advance your 
Career

Be seen 
as an 
Industry 
Expert

Increase 
your 
Confidence

Lead 
with 
Vision

Benefits

Achieve a permanent shift in your career 
through improved communication 

and presentation skills.



Billionaire investor, Warren Buffett put it quite succinctly -
“If you can't communicate and talk to people and get 
across your ideas, you're giving up your potential.”  
Warren Buffett also stated that by learning this one skill 
of public speaking, it will boost your career by 50%.

Professionals in all industries realise that when you stand 
up and speak about your industry with confidence and 
clarity, you are perceived as a greater expert than one who 
has equal skills, though can’t communicate their expertise.

If you are leading, selling or training, your purpose is to 
engage your audience. Above all, you want to grab their 
attention and get them involved. Your prospect, client, 
customer, or team member, has to be engaged or they 
won’t buy your product, act on your idea or implement your 
plan. Without engagement, there is no influence.

This booklet is a follow-on resource for attendees of the 
Elgin Energy Communications Program.

The intention is that you can refer to this booklet whenever 
you are putting together your own presentation or having 
discussions with your teams.

Your Platform Partner,

Karen O’Donnell           
The Speaker Coach
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Virtually Speaking Executive Pillars

Learning Objectives
➢ Enhance participants’ confidence and leadership skills 

through effective communication.

➢ Know how to regain rapport in a conversation

➢ Enhance connection with listener though engaging 

techniques 

Learning Outcomes

➢ Save time with proven repeatable presentation formulae

➢ Use techniques to enhance authentic 1:1 conversations

➢ Enhance connection with audience through research

➢ Using corporate stories to make a lasting impression

STAND OUT when you SPEAK UP

Dynamic Delivery

Courageous Conversations

Mastering the Pieces to Storytelling

01: Virtually Speaking Executive Pillars 3



STAND OUT when you SPEAK UP

Key Take-aways:

To influence – enhance your connection & Engagement with 
your audience.

What is your message and how does this relate to your 
audience?

Presentation Structure 
– begin by writing the body – 3 points to support your 
message
Conclusion – recap - call to action – high energy
Opening – disrupt, create curiosity, get agreement, make a 
promise, create a roadmap.

Descriptive Words – use them to help your audience visualise.

Your characters need to be seen, heard and understood

Enhance your online presence :-

• Eye contact (looking at the camera lens)

• Vary your voice (speed, pitch, tone)

• 30% energy lost onscreen – increase your energy 

• Be seen - and have light source in front of you.
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As the speaker, whether you are at a meeting or presenting to a larger 
audience.  Whether you are at the top of a room, or on a computer 
screen, you are potentially in a position to influence your audience…. 

To Influence, master:-

• Connection

• Engagement

To influence you need to master the following 2 pieces 

CONNECTION

Your purpose is not perfection…. Its connection  

Your focus needs to be always on the audience

ENGAGEMENT

Our purpose is to engage our audience - make them part of your 

presentation.

Engage with your audience, have a conversation with them… look at the 
contents of your presentation and ask…. How can I improve the connection 
with audience and how can I increase engagement.

Look for ways to create that ‘conversation’ with your audience

Smile
Ask questions
Have an Activity
Nod in agreement

Mindset
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When putting together a presentation, you have an objective.  There is 
something you want to achieve.  

When writing your presentation, have a clear sense of what it is you want 
your audience to do, as a result of hearing your presentation.

If we know what our goal is – that impact we want to have on our 
audience, we need to be crystal clear on what our message is.

Before you start writing your speech, spend some time on your message.   
This can take some time.  In fact it can get quite messy before you have a 
succinct, clear message for your audience.  Once you have this, you can 
use it to decide what content to put into your presentation.
If the content helps to support or explain your message it stays in your 
presentation.
However, if it is not relevant to the message – remove it.

You want people to be really clear on what your message is….. otherwise 
they will be confused and will not take action…. ‘A clear mind can say YES 
to your message OR A confused mind says NO

Message

What is your 
message?.....

What do you want 
your audience to 
do/act/feel 
differently after 
hearing you?
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Building Blocks

When creating your presentation, there are 3 building blocks to 
develop:-

There are a variety of techniques and approaches in each of these 
building blocks.  Which ones you use will depend on the type of 
presentation and the audience to which you are addressing.

In the following pages, we will look at these building blocks in 
more detail
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Content Delivery



Structure
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Now that you have created your message and you know what you want 
your audience to do, it’s time to create the structural foundation of your 
presentation. 

Flow is …. Opening, Body then conclusion… 

HOWEVER, when we are writing a presentation, we start by writing the 
body (the meat of your presentation) – then the conclusion and then the 
opening.

Think of it like a sandwich – the main focus is on the filling before you put 
the top and bottom pieces of bread on.  The filling represents the main 
messages and the top and bottom represent the opening and closing 
respectively.

Opening

ConclusionBody

Opening

Conclusion

Body



3 Points to support 
your message

Carry out 
Message/Call 

to Action 

Leave 
audience on 
a high note

Conclusion

Body

Structure

What are the 3 major points you want your audience to have so they 
can “get” your main message? 

People remember best what they heard first and last.  
Tell your audience what your main points are; call back to your message 
and have a clear call to action for your audience.

As the speaker, it’s your responsibility to leave your audience 
‘energetically’ in a good place.  Even if you are delivering bad news, its vital 
that you leave them with some hope, some sense of ‘for the greater good’ 
or getting behind a cause. 

For instance, if you are discussing the environmental effects of X…. In your 
presentation you can point out ways in which the audience can make a 
difference – and reiterating this at the end of the speech will leave them 
‘energetically’ in a better place.
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Opening

Open with 
a bang –
create 

curiosity 

Get 
agreement

Make a 
promise 

Give a 
roadmap

Structure
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Open with a Bang to create curiosity
What powerful question, startling statement or story can you open with that 
will create curiosity?

Get Agreement
Now that you have your audiences attention, what question can you ask (in 
relation to your presentation) that will get your audience nodding in 
agreement?

Make a promise
What bold promise can you make to your audience? 
Why is it critically important that your audience gets your message? Why are 
your audience members in the absolute right place today? How can you tease 
them to make them glad they came and excited to hear what you have to 
say? What is the exact sentence (or two) you will say that will tease your 
audience to a point where are anxious to hear your message? 

Roadmap
Now that your audience is fired up about why they should listen, they need to 
know where you’re going to take so they can easily follow along. You 
accomplish this by establishing a Roadmap.



S.O.F.A. Descriptive Words

Content

We take in information in different ways….some people are visual, 
others are auditory and others are kinaesthetic – so where possible, 
bring in descriptive words that appeal to our senses.
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S.O.F.A. Descriptive Words

Using sensory language to communicate is an essential element  to 
STORYTELLING We take in information in different ways….
To do this, your characters need three things:
First, they need to be seen. 
Second, they need to be heard. 
Third, they need to be understood.   
When you create the picture, your audience fills in the rest. 
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Connects 

Engages 

Establishes Trust

Eye Contact Vocal Variety Energy

Vary your temp, 
pitch & volume to 
create a 
conversational tone

Increase your 
energy as 30% is 
lost via video

EYE CONTACT

In order to make eye contact online, you need to look into the lens of your 
camera.  When you make eye contact, you are connecting to your audience 
and they are transformed from passive listeners to active participants.
When you look a person in the eye, you communicate confidence and belief in 
your point of view.  

VOCAL VARIETY

Recreating the natural vocal variety in a conversation can be challenging, 

however if you vary your speed, you can quickly achieve this.  Slow down and 

drag the important phrase out slowly.  If you’ve been speaking quietly, punch 

the important phrase up with your volume.  If you’ve been moving around in 

your presentation, stop, pause, and then deliver the phrase.  The visual of you 

stopping your movement will prompt your audience to think… Something 

important is coming.  Pick what’s most important for your audience to 

understand, and deliberately practice emphasising it.  Otherwise nothing will 

stand out, and nothing will sink in.

ENERGY

Meet your audience where they are at energetically, then bring them into your 

presentation.  Vary your energy to emphasise your message.

Online engagement is enhanced through eye contact, 
vocal variety and energy in your voice.

Delivery
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“It is not the voice that commands 
the story: it is the ear.” 

Italo Calvino 

UNDERSTANDING INFLUENCE 

It’s not about you—it’s about them! 

The focus of an influencer is always on the audience. 

If you are a speaker—it’s about the people listening to you. 

If you are in sales—it’s about your customer or prospect. 

If you are a leader—it’s about the people you are leading. 

If you are a teacher—it’s about your students.
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Audience Focused

Learning Objectives
➢ Research your audience to create a dynamic delivery

➢ Understand the different learning types

➢ Effective ways to engage when delivering online presentations

➢ Creating opportunities to include your audience

➢ Connect with insights and inspiration

Learning Outcomes
➢ Effectively connect with audience through research

➢ Create compelling content by appealing to the various learning 

types

➢ Ways to connect with your listeners online

➢ Using Connection & Engagement to enhance your influence

➢ Transform your passive listener into an active participant
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Audience Foused

Key Take-aways

Content  
Information – Insights – Inspiration

Types of Learners – answer their questions in your 
presentations
Why – What – How – What if?

Research your audience – look at your presentation from 
your audiences perspective 

YOU are your presentation – NOT your slides.  Only use 
slides if it helps your audience to understand/clarify your 
message/

If having a Q&A section – avoid having it at the very end as 
you want to finish your presentation with your strong 
conclusion.

The Power of the Pause can be used effectively when :-
• Delivering your message
• Allowing your audience to reflect
• Letting your audience answer your questions

Find ways of involving your audience:-
• Activities
• You focused check-ins
• Put your audience in your stories
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Content

Most presentations will have an element of information.  
However, if it was just information they needed, you could 
send them the details. Your insights are what will help them 
understand the information and give them the opportunity to 
see it from your perspective.

Inspire – having listened to your presentation, they should be 
moved to do something… to take on a different belief…. To 
consider your opinion…

To accomplish your presentation objectives,  with your 
content, you, the speaker, must do three things.

Inform

Give Insights

& Inspire

The balance will depend on your goal – what you want the 
audience to do as a result of hearing you…. 

A presentation is an opportunity of sharing information with 
your audience.  This information can be based on the 
following areas:-

Information Insights Inspiration
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Why What How If

All learners/listeners engage in all types of learning, however 
most people would have a dominant learning style.  This 4Mat 
Dominant Learning style was developed by a Dr. Bernice 
McCarthy in the 70s.

In any presentation or training you need to ensure that you give 
the information in a way that is suitable for all 4 learning styles 
and you need to do it in a particular order.

Why people learn best by discussing the reasons why, they 
spend time reflecting, seeking personal meaning and 
involvement.  They want to know why something is worth doing 
- need lots of reasons and explanations.

What people learn best when you give them the information.  In 
presentations & trainings, the analytical types like listening to 
and thinking about information, seeking facts, and learning 
what experts think.  

How people learn best by doing – they aren’t so bothered by 
theory or reasons – these  like  to build and create and like 
tinkering with things.  They will try put together ikea furniture 
without reading the instructions.  

What if learn through self-discovery…. If you give them an 
exercise to do, they may leave out a step, or do it differently  -
they constantly seek hidden possibilities and exploring ideas to 
create original adaptations – they learn by trial and error and 
self- discovery they like to see what happens!!
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Research 
your 
Audience
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Always approach your 
content  from the 
audiences perspective…



RESEARCH YOUR AUDIENCE

Who are they?

What is their position in the company?

What does their role focus on?

In relation to this topic that you are discussing…..

How much do they know about it?

How do they feel about it?

What are their challenges in relation to it?

What are their needs?

What are their concerns?
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What if they do/don’t take on board this message-
Consequences  

What would happen as a result, or what might be the 
repercussions if they use the information you are giving, 

What are the future possibilities?

What would happen if they deviated from the advice?

HOW do you want your audience to think/act/feel as a 
result of your presentation

What do you want your audience to think about what you 
are sharing?

What do you want them to feel about what you are 
sharing?

What action do you want them to take as a result of your 
presentation?
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WHAT’S in it for THEM?

Why would they think/do or take this action?

What’s the benefit to them?

Why would they support your suggestion?

What QUESTIONS might your audience have in 
relation to this?

Questions:

Your Response:

Some phrases you can use, to bring these into your 
presentation:-

You might be thinking…

Perhaps you are wondering….

You may be concerned about….
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Uncover the Overall Message (end result)

What is the result you want your audience to think, feel, 
or do differently? 

What is the end result you want for your audience as a 
result of this speech? 

How should your audience be different after your 
speech? 

What is the exact next step you want your audience to 
take after your speech? 

If your audience does not receive your message, what 
might happen to them? 

The 
heart of 

your 
speech

What 
your 

audience  
will take 

away

Weave 
into 

speech 
structure

Simple 
Clear 

Concise

22 03: Audience Focused



Slides

Use it to Aid your presentation – not to give it - that’s your 
job.  You are a vital part of your presentation.

Your slides can be a visual representation of the spoken 
word - charts, photos, graphs or pictures.

If you need to use words, be sure they are only keywords -
otherwise its distracting!

Do not destroy the human connection with technology

Here are some guidelines to follow to determine if you 
need a slide:-

Does it help to clarify your audiences understanding of the 
concept – if so – keep it!

Does it say the same thing as you are going to say? – dump 
it.

Do you list bullet points on it? If so, dump it.

Is it only to entertain? – if so, dump it.

Is it there to help you? – is so, dump it.

As you will notice, the only reason to keep a slide is ONLY if it 
helps your audience to understand your presentation.

If you are using slides, be sure to hit the ‘b’ button in 
between slides so as you are front and centre for your 
audience.

If your audience requires more details, send this information 
on in advance of your presentation.
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People remember best what they hear first and last and its 
for this reason that I am suggesting you NEVER finish your 
presentation on a Q&A section!  

Your message should be the final words that your audience 
hears.

While the Q & A is often placed after a presentation, there is a 
risk that you will lose control over what your audience hears 
last. 

After having prepared a powerful presentation that makes 
your audience think and ready to take action, you want them 
to leave hearing your words last. If you place the Q & A after 
your conclusion, you lose that opportunity and risk them 
leaving on a different point or worse still, a negative one. For 
this reason, it is important to place the Q & A session not at the 
very end of your presentation. 

Placing it before your conclusion will allow you the 
opportunity to conclude the Q & A and re-focus the audience 
on you and your topic before delivering your conclusion, your 
final message.

A Q & A session can add value to your presentation as it 
provides an opportunity for the audience members to interact 
with you and open a conversation about the topic. Allowing 
the audience to ask any burning questions about the topic, to 
seek clarification on a point or to ask a question about a 
related topic, brings them into the presentation and gives 
them a chance to be heard. As a speaker you gain valuable 
insight as to how your main points are being received.

24 03: Audience Focused

Q&A Section
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Master of Ceremonies

Sometimes referred to as an MC or “emcee,” this role involves 
giving speeches or presentations to an audience, monitoring 
the agenda to ensure the event runs smoothly, and 
introducing speakers.

The MC introduces the speaker and also thanks them after 
they have spoken.  As a speaker, you can provide the MC with 
your introduction which can be a ‘teaser’ to your presentation 
and can also indicate where you will be holding the Q&A 
section of your presentation.

The MC will do the following:-

Introduction:

• Who is speaking 

• Title of presentation

• Positioning of Q&A section

• Why audience should listen to them

After-duction:

• Thank the speakers

• Reinforce something of value 

• ”One of my take-aways is….”

When providing the MC with your introduction, keep the 
information relevant and include an element of 
curiosity/interest so as the audience will be ‘primed’ before you 
deliver your presentation.
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Silence is the most powerful tool in delivering a speech – the 
willingness to be silent

Pause lets your audience reflect on what you have said – lets 
them taste, savour and digest what you say before you go onto 
your next point.  Let them digest what they learned.  

Silence often speaks louder than words.

Have moments of strategic silence throughout the speech.

Although you are giving a presentation, strive to create a 
‘conversation’ with our audience.  

For that reason, use this powerful tool in the following 
situations:-

Pause just before you make a point and just after

Questions – when you ask a questions, whether rhetorical or 
not, give your audience time to answer the questions, even in 
their heads.

Responses - when your audience responds to you, whether an 
uhm, nod, or laughter

Pause when their is laughter or they’ll miss your next 
statements.  Pause will also help to cut down on crutch words  
(those words that we lean on and can be very distracting to our 
audience!).

Pause after you make the audience reflect.

26 03: Audience Focused

Pause

Making a 
point

To Reflect Questions
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Audience Involvement

Throughout your presentation, you can enhance your delivery 
by asking a ‘you’ focused question of your audience. 

‘What would you do in this situation?’

Do you know what that feels like?

What would you do???? 

A curious audience, is an engaged one.

When you constantly throw it back to the audiences, it makes 
it feel more like a conversation.  You  are saying ‘its about you’ -
you develop that conversational tone.

You reinforce relatability so they stay connected.

You can also involve your audience by bringing them into your 
story.

If you were there, you would have seen ……  Picture this…..   
Imagine……

Get your audience involved in an activity to anchor your 
message.

With your message, when its short concise and clear and you 
weave it through your presentation, your audience can recall it and 
finish your sentence.
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Visuals
Lighting – natural light, if possible.
Otherwise, position lighting in front of you, behind the camera.  
Dress appropriately.
What will people see of your background, is it tidy, 
professional? 
Your name display – is it correct?  
Your picture which is displayed when you turn your video off –
is this appropriate for this meeting – can you use it to reinforce 
your branding, message?
To make eye contact – look at the camera, not the computer 
screen.
Watch your facial expressions – keep them congruent with the 
tone and words that you are speaking.

Sound
Are there any background noises you need to remove ?
Turn off all noise distractions on your computer - i.e. 
notifications 
Close aps on your computer that you do not require
Put your phone on silent
Mute your mic when you are not speaking so as to reduce 
noise for other attendees

Familiarise yourself with any technical details that you require 
for your presentation – Mentimeter, links to handouts, or chat 
functions, for instance.

If you are sharing your screen, practise in advance to ensure 
your details are showing correctly.

The dynamics online is approx. 30% less than face to face –
factor this in when interacting with people and increase your 
energy accordingly.

28 03: Audience Focused

Presenting online



Courageous Conversations

Key Take-aways

The ABC of Conversations
Ask Questions
Build relationships
Clarify or gain clarification

When conversations trigger the primitive brain - we lose our 
executive functions.  When our primitive brain is active, it 
triggers our fight, flight, free, or appease impulses.

The best antidotes to the primitive brain are trust, empathy, 
and support. When someone shows concern for us , our 
brain chemistry makes a shift . We become calmer , we 
regain our composure , and we can begin once again to 
think in a constructive way

Seeking, Receiving & Giving Feedback
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Enhance Relationships

Traditional conversations tend to be defined by what we tell 
rather than by what we ask. Yet all my coaching experience 
has taught me that what builds a relationship, what solves 
problems, and what moves situations forward, is asking the 
right questions.  

To enhance our relations, lets adopt The ABC of Courageous 
Conversations:

➢Ask

➢Build

➢Clarify
Asking questions to which you may not already know the 
answer, 

Building a relationship based on curiosity and interest in the 
other person; and

Clarification - seeking clarification so as you understand 
what is being said.

This is an approach to conversations that is very beneficial to 
our relationships both in work and also outside of work.  

- Instead of viewing questions as objections – see them as 
simple requests for additional information and an 
opportunity to shine… with your expertise.



Brain functions
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When we are working from our executive brain…..we are in 
rapport and we be strategic, creative and show empathy.

Disagreements  can often arise when

Stakes are high

Opinions vary

Emotions run strong

someone feels slighted, left out of the loop or unfairly 
treated.  

When the conversation feels uncomfortable - your brain then 
diverts blood away from activities it deems non-essential to 
high priority tasks such as fight or flight.  You end up facing 
challenging conversations with less intellectual power.  

When it matters most to be clear headed and rational, we are 
at our worst and irrationally trying to get away from or fight 
that tiger.

When conversations trigger the primitive brain - we lose our 
executive functions.  When our primitive brain is active, it 
triggers our fight, flight, free, or appease impulses.

Primitive

Protective behaviour 
(FFFA)
Distrust
Fear

Cortisol
Testosterone
Norepinephrine

Executive

Relationship 
building
Strategic thinking
Trust

Oxytocin 
Dopamine 
Serotonin 

FUEL GAUGE
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Steps of Disengagement

When we receive information, INTERNALLY a lot happens…..

Between receiving data and reacting – you process the 
information.  It goes through your unique context filter……  you 
attach meaning, feeling and judgement – this becomes your 
story – or as Brene brown says….. it becomes ‘the story I am 
telling myself’

This results in us all unknowingly, putting our own 
interpretation or spin on the words of others.  Often, this results 
in words being misunderstood, meaning getting 
misinterpreted and feelings getting hurt.

RECEIVE INFORMATION

(opinions/beliefs/attitudes) Context Filter

Feeling

(The story I’m telling myself’)     Your story

Judgement

REACT/RESPOND

People can have different tells – feeling a knot in their stomach 
– wanting to withdraw from the conversation.

Others notice emotions – being scared, hurt, or angry and are 
beginning to react to or suppress these feelings. Some peoples 
first cue is behavioural, raising their voice, pointing their finger 
like a loaded weapon, or becoming very quiet.

What cues can you use to recognise that your body is diverting 
power away from your executive brain and you are at risk of 
moving away from a healthy dialogue.

Begin to recognise when other people are going ‘out’ of 
rapport with you too!



Primitive Brain –V- Executive Brain
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Fight Flight

Freeze/Appease
For the Greater Good -
Courageous 
Conversations

Based on the information we receive and our inner workings, 
we process the information and can react or respond

If we react, with FFFA – this is from our primitive brain function 

OR we can re-ignite our executive brain and take the 
approach FOR the greater good – we can adopt courageous 
conversations

Our challenge, is to notice the TELLS (our triggers), 
understand where they are coming from so as we can work 
backward to find a solution.  

These emotions can also be great cues to tell you to:-

step back, 

slow down; &

take steps

to turn your executive brain back on.  



24 03:  Dynamic Delivery34 04: Courageous Conversations

Getting conversations back on track

Quell 
those 
Tells:

Ask Questions

Breathe in, breathe out -
consciously

Find common ground

Share how you are feeling

Stay calm

Listen to connect – not to reject

Start by asking questions.  When you ask questions - listen to 
connect , not to reject.

Instead of focusing on your difference of opinions – find some 
commonality- In relation to what you were discussing,  what 
do you share?

Dis-engage in the conversation for a period of time.  When we 
step away from a difficult situation and take a break , we are 
interrupting a negative mental pattern.   

The best antidotes to the primitive brain are trust , empathy , 
and support. When someone shows concern for us , our brain 
chemistry makes a shift . 

Whatever your TELLS are - learn to look at them as signs to

step back, slow down, and Start with courageous 
conversations, before the conversation gets out of hand.

To move out of flight/fight mode and into For the greater 
good, we need to re-engage our executive brain. 



Seeking Feedback 
– to build a better you!

Experience
What is the desired outcome that you want to 
achieve – be specific

Explore
Who could offer you feedback for ‘course 
correction’ or encouragement along the way?  
And why this person?

Explain
Telling the other person why the feedback is 
important to you 

Focusing your 
feedback 
requirements gives 
the ‘supplier’ time 
to answer and 
know specifically 
what you want 
feedback on.  
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Supplying 
Feedback  

What is my true intention with giving 
feedback?

Am I making any assumptions about this 
person, their abilities, their decisions, or their 
behaviours - what story have I told myself?

Have I laid out my expectations in clear and 
direct terms?

Have I set realistic goals with this person?

Questions 
to 
consider 
prior to 
Supplying 
Feedback

Prep to Supplying Feedback

Supplying Feedback  
Experience
• When what and where - as you see it.
• Share the facts, and examples
• No assumptions/judgement/gossip or 
rumours

Explore
• Invite receiver to clarify so as you understand

Explain  (if required)
• Likely impact of their behaviour/actions – an 
opportunity to course correct.  Ask open ended 
questions

Future Focus
• By course correcting – paint a picture of 
what’s ahead – setting sights on the goal

Future Focus
By course correcting – paint a picture of what’s ahead – setting 
sights on the goal
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Mastering the Pieces to Storytelling

Key Take-aways

Stories are effective vehicles to teach, to inspire, to inform, 
and to educate, for one crucial, all-important reason: they 
work.   When it comes to recalling details, research has  
found that people can recall the following: 

Facts & figures – 10%        pictures 15- 20%           stories 65- 70%

All stories have the components:-
Set-up – Struggle - Solution
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Stories & Brain chemistry

Why are stories influential & what do they do to our brain?” 

Storytelling in business focuses on the human side of work -
telling stories instead of just listing facts.

In our brains, we have incredible cells called mirror neurons.  
These cells allow us to be able to experience, feel, and 
understand other people’s intentions, actions, and emotions. 
This is how we can feel empathy and intuition with other 
people. 

By mastering the pieces to storytelling, we can then activate 
the mirror neurons of our listeners so that they begin to 
experience the story as if it were their own. 

Why is this important? 

If your audience can experience the story, then the solution or 
conclusion to the story will become theirs. They will own it.

In business, think about when you are bringing a diverse group 
of people together for a new project or you are embarking on a 
major change initiative. How useful, effective and important is it 
to have everyone more open to taking on board your 
suggestions?  An anecdote or metaphor works really well here.

Stories are effective vehicles to teach, to inspire, to inform, and 
to educate, for one crucial, all-important reason: they work.   
When it comes to recalling details, research has  found that 
people can recall the following: 

Facts & figures – 10%        pictures 15- 20%           stories 65- 70%

.
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In previous sections on presentations, we looked at the 
message of a presentation.

Once we have the message, we then look at the structure.
Opening – Body – Conclusion.  
However, when putting your presentation together, we start 
with the Body.

In the body of a presentation, we typically have 3 points to 
support our message.
Take one of these points and incorporate a story.

BODY OF SPEECH

Set Up Struggle Solution

Context
Scene
Characters

Escalate it!

Product
Idea
Mentor
Service

Structure

A story is a re-imagined experience, narrated with enough 
detail & feeling to cause your listeners’ imagination to 
experience it as real

You don’t re-tell a story… you relive it!!
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Set Up

Context

Scene

Characters

The key to making your story work is to introduce your character and 
then throw your character into a struggle

Context – explain all aspects they need to know so as the story makes 
sense

Scene  - where its happening

Specificity – time/place/amount

Describe their feelings (desperation, frustration etc.) 

SOFA descriptive words so as your audience can picture your story

Give details – be specific….  Choose characters that are relatable to 
audience

….  if you want to move people emotionally, you need to tell stories of 
individuals, 

If the audience can experience the story as their own…. Then the ‘aha’ 
moment of the story, the message, the take-away, the solution, the 
strategy, they can automatically adopt that as their own.  

Learn to relive a story so as it activates their mirror neurones so as they 
experience it.

Carefully choosing characters that are relatable to the audience satisfies 
the first rule of storytelling: you must put the audience first.
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There is something about struggle that engages us emotionally 
– it hooks us.

If you hook them with the struggle, you can help them with 
the solution

If the struggle is relatable then the solution will become 
credible

You want to get to the struggle as quickly as possible so as you 
can engage them emotionally

What problem has occurred for your main character(s)? 

How can you escalate this struggle? 

Describe the inherent conflict, slowly increase it until it reaches 
a climax, and then explain the resolution.  You’ll then have a 
story that resonates with others and leaves them talking about 
you long after you speak.

The problem needs to be relatable to your audience.  Or they 
can contribute to solving a bigger problem.  If there is a 
community issue or a global issue – can your audience 
contribute to improving it.  Make the examples relatable.

Share your struggles, strife and setbacks.  Hearing your story 
may help them feel just a little bit superior – and that’s OK – you 
are building your audience up!!

Inner conflict – your stories of overcoming conflicts and 
problems can help your audience in the same way.

Struggle



24 03:  Dynamic Delivery42 05: Mastering the Pieces to Storytelling

Solution

Increase the struggle until the solution is introduced – the hero 
of the story, which can be a product, service, an idea, or a 
mentor, for instance.

How does your main character overcome their struggle ? 

Who or what passes on this solution to your character? 

How can you show, and not just tell, the revelation? 

DO NOT MAKE YOURSELF THE HERO OF EVERY STORY YOU 
TELL as its not relatable to the audience.  Let someone else be 
the hero.  

According to communications expert Evelyn 

Clark ‘Up to 70% of the new skills, information 

and competence in the workplace is acquired 

through ‘informal learning’ such as what 

happens in team settings, mentoring, and 

peer-to-peer communication.  And the bedrock 

of informal learning is storytelling!



05:  Mastering the Pieces to Storytelling     43

Conclusion

Change
Carry out 

Message/Call 
to Action 

Leave 
audience on 
a high note

How has your main character(s) changed as a result of your 

solution? 

What is better about your character’s life now that he has 

this new solution (or revelation, or recipe, or formula)?

How can you show the excitement and relief that comes 

with this change

“How does your closing leave your audience hopeful?”

We covered conclusion before, however now we are adding 
in ‘change’.  

As Craig Valentine said, “if there is no change, there is no 
sale.” You won’t sell your main message to the audience if 
there isn’t a change in your characters.

Allow your audience to see the transformation that your 
characters experienced.  When you talk about these 
changes, your audience may just come to the conclusion –
what a wonderful message!! When they see the change, 
consider your message SOLD.
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Opening

The steps to a story opening are similar to what we covered 
before. 

Ask a rhetorical question – though say it to ONE…. YOU !!

By doing this, each audience member will walk away feeling 
‘wow, she was speaking directly to me!.

Create curiosity

Done at the beginning…ask a ‘you focused’ question

Open it up with a question then bring them into your story.  

The word “imagine” is a great word to use in storytelling 
because it automatically turns on the right side of the 
listeners’ brain and they go directly into the scene where 
you’re putting them.  

When giving a story, keep the following in mind:-

What question can you ask to make your audience curious 
before your story begins? 

What question can you ask, to get agreement from your 
audience?

Open with a 
bang

Create 
Curiosity

Get 
agreement

Make a 
promise

Give a 
roadmap
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Delivery

DIALOGUE
There is a balance between narration and dialogue every story 
needs both.  Narration is used to provide context  - dialogue is 
used for the impact lines.

Dialogue – sets the story in present tense, it automatically puts 
people in the scene, they start to relive it with you.  It activates 
the mirror neurons of the listener as they are hearing it take 
place.  

If ever there is an emotionally charged line, or a funny line, or a 
‘takeaway point from the mentor (for the audience)…tell it in 
dialogue  Let your character deliver the line as it allows the 
character to be heard so you can connect with that character.

Dialogue - will take your stories from feeling like a report—
which is not engaging—to feeling like an experience 

THE LOOK BEFORE THE LINE
Show the facial expressions of your characters before you 
deliver lines of dialogue.

Is the look before the line really that important?  You bet!  
When you can demonstrate the emotions of your characters 
rather than describe them, audience members feel like they’re 
witnessing the scene live.
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Delivery

VOICE EMOTIONS
does your voice match the emotion of the characters and the 
situations?  This is a common problem.  A speaker may say 
that she’s ‘really angry’ in a low, slow tone, maybe even with a 
hint of a smile.  Another may tell you that he was ‘really happy’ 
with little energy and a stoic expression on his face.  Clearly 
their voices and expressions don’t reflect their words.  

The audience may not be conscious of these contradictions, 
but they get a sense that something doesn’t feel right when 
you present in this way.  Make sure your voice properly 
represents the mood of the moment and the characters.

CALL BACKS
When you’re making your point, what can you call back to in 
your story to help you drive it home? 

An event call back -refer to an incident that occurs at the 
event; 

a speaker call back – refer to a line from a previous speaker;

presentation – refer to material presented earlier in your 
speech)

BODY AND ENERGY
In addition to voice, many speakers send mixed message with 
their body and energy.  If you’re sharing an exciting moment, 
let your body and face represent this.  If this situation is sad or 
fearful, show that too.
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