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PREFACE

Over the last dozen years, we've fielded at
least one call aweek from a leader who has a
concern about a team member’s ability to
communicate. Ultimately, this means they are
not influencing, a problem for any enterprise
looking to launch, grow or win.

Every call is the result of an undisputable
emotional trigger - something that the leader
(or their leaders) have deeply felt. And suffice
to say, the emotion is usually negative. When
someone succeeds at a presentation, logic
prevails, and we don't get a call to help.

We know we can't control emotions, but we
can catalog them and work to understand
what triggers them. Ultimately, our work is to
help you and your team to incorporate
communication behaviors that reduce the
negative and increase the positive responses.

The Team at Articulation
www.articulationinc.com






DOUBT

A feeling of uncertainty
or lack of conviction.

Why it made the list:

We view doubt as a broken window. It doesn’t tear
down an entire building - or career - but it begins

the process. If the window isn't fixed, more break.
It becomes hard to repair - both the building and
the executive’s reputation.




DOUBT: SCENARIO #1

“There’s a question about her leadership,” the CEO said.

It was actually a quote from HIS board member after a
presentation went sideways.

What really happened:

The leader, we'll call her Michelle, delivered a quarterly
report to the board of their institution. She'd done it for
years and years. The presentation was feeling a bitin the
weeds with too much detail, missing the larger points. And
this board member had a question which she couldn't
answer to his liking. This was problematic because Michelle
was due to retire in 2 years, and the CEQO needed the board
member to have confidence in her before he found a

suitable successor.

TRY THIS:

It's not about what you say, it's about what they hear.
Think about the perspectives and attitudes the

audience is bringing into the room, so you're not
blind-sided.



DOUBT: SCENARIO #2

“We don't think he looks very well-suited for a promotion,”
the VP said.

He was speaking to the outcome of a corporate video in
which a rising leader appeared dry and robotic. The doubt
became a shadow over the person’s career trajectory.

What really happened:

The leader, we'll call him Dan, was asked to read 45 minutes
of ateleprompter scriptin avideo. The video was produced
hastily, making Dan look uninspiring. The hallway chatter
blamed him for the performance, but didn't take into
account that the script was not written for a verbal delivery
with expected video assets to make it engaging. Dan
learned to be a better advocate for himself as the next invite

for avideo arrived.
TRY THIS:
Resist the script. We speak very differently than we

write. Make your presentations more engaging by
"talking it out" rather than writing it down.



“She’s not showing up well to these team calls,” said the HR
partner.

The executive, we'll call her Hope, had been unusually quiet
and difficult to engage on large team calls preparing for a
very large contract defense. The water cooler chatter was
getting louder about her ability to lead the team.

What really happened:

In discussion with Hope, we found that she was a textbook
introvert. Her need to process information alone was
opague to the group, and instead, they were trying to force
a lot of big decisions into tight timeframes with her at the
center. It took some calibration for the executives to
understand how their behavior contributed to Hope's stress
response. The solution was easier than expected-give hera
minute to collect her thoughts. It worked.

TRY THIS:

Prepare a phrase to say when you need a moment to
think. It could be as simple as “Let me think about that
for a moment.” Or, rephrase the question, “l want to
make sure I'm clear about what you’re wondering...”



DISAPPOINTMENT

Sadness or displeasure caused
by the nonfulfillment of one's
hopes or expectations.

Why it made the list:

Expectations set the stage for most of our
work. As in: “We expected someone to do

better than they did, and when they didn't meet
expectations, we were disappointed.”




DISAPPOINTMENT: SCENARIO #1

“In the middle of the pitch going very badly for this S1B
account, | realized the only way to recover from it was to
tap her on the shoulder and have her sit down - and address
the elephant in the room. The presentation we had
prepared was not the one the client wanted to hear.”

What really happened:

The presenter missed all the cues that the client was
disappointed in the message. Turns out she had been a teen
beauty gueen-she had been trained to look BETWEEN
people just as she did at pageants so as not to get distracted
from her performances. The deeperissue that added to her
stress and confusion were the innumerable inputs she got
from colleagues drawing focus from the client’s core
problem. She was targeted as the villain, but in the end, their
larger sales presentation design system contributed just as
much to the failure.

TRY THIS:

See something. Say something. It's better to pivot and
recover, or reconvene later than to continue with a
message that isn't landing.



DISAPPOINTMENT: SCENARIO #2

“I reviewed his presentation for our board meeting next
week. He'd been working on it for a month. And all | could do
was pull it from him and do it myself, it was that bad.”

What really happened:

The leader was anew CFO, and he'd only worked with
numbers(not words)under a very strong former CFO. This
was his first time attempting to put together a presentation
and it was unclear how much support he needed in crafting

the message.

TRY THIS:

Expertise doesn’t equal ability to communicate it. Be
sure to provide an onramp for team members to build

those skills. Start with the basics: what does the
audience want to know?



FRUSTRATION

Being upset due to an inability to
change or achieve something.

Why it made the list:

If disappointed expectations set the stage for
a call from a client, frustration often follows.

When a speaker wasn't prepared (to certain
expectations)and the listener couldn’t do
anything more to help them be prepared, it can
be tempting to just give up.




FRUSTRATION: SCENARIO #1

“Every time my team brings me a deck, | end up re-doing it.
They never seem to hit the message and | cannot present
those slides to my management.”

What really happened:

The leader had established that the decks were never good
enough, so his team knew he'd be editing each one. They
stopped trying to make them accurate and just put things on
slides to give him something. This was a great case of “train
them as you want them to communicate with you.” He did
indeed.

TRY THIS:

When the stakes are high, provide a system/schedule
that includes opportunities for iteration. Don’t leave it
to the last minute.



FRUSTRATION: SCENARIO #2

“He shows up very well with his presentations, but we are
all very frustrated as many of the messages are a surprise
to us. We don’t know what his motivations are."

What really happened:

This leader, let's call him Albert, viewed his role as being an
expert. He loved being the person everyone could turn and
who would be credited with coming up with the solutions
himself. Because of this, he often failed to syndicate his
messages beforehand, ultimately blindsided his colleagues
and causing alot of unnecessary argument. This was a
perfect case of needing to adjust his mindset from being an
expert to being a quide.

TRY THIS:

Great business communication is not about surprise
endings or twists and turns. Involving your key
stakeholders early saves a lot of headaches.



BOREDOM

Not able to engage meaningfully in
whatever it is that youre doing.

Why it made the list:

In our work, nothing signals failure more quickly
than an audience disengaging out of boredom.

They could be looking away, distracted by a text
message, thinking about their dinner plans or they
just stop listening. Or caring.This emotion can be
attributed to hundreds of calls we recieve.




BOREDOM: SCENARIO #1

“That was the most boring presentation; I'm not sure why |
was sitting through it.”

What happened:

The audience doesn't have the question on their mind that
the presenter was addressing. And the presenter didn't give
them context-why it might have been important to them
(otherwise known as what's-in-it-for-me?).

TRY THIS:

Consider why the audience is gathering and what's
matters to them. Not what should matter- what
actually matters. Then shape your presentation
accordingly.



BOREDOM: SCENARIO #2

“l sat through 100 slides and while there was some good
information presented, they could have done it in 10.”

What really happened:

A presenter wants to tell you everything they know instead
of just the things the audience wants to hear. They have
missed the important first 3 steps of structured thinking and
as aresult, have no editing discipline as the presentation
gets built and delivered.

TRY THIS:

Use just enough data to prove your point once. Put the
rest in the appendix.



ANNOYANCE

Something is happening that
bothers you.

Why it made the list:

The feeling of annoyance could result in all sorts
of bad audience behavior. From interruptions as

the listener tries to get you to change or stop, to
quiet quiet simmering disapproval and
disengagement. Either way it's dangerous.




ANNOYANCE: SCENARIO #1

“l got stopped after 2 slides... | was getting to my answer
on slide 15," said the well-meaning presenter.

What happened:

The presenter, let's call him Jim, doesn't know how to BLUF
it. Or BOTTOM LINE UP FRONT the deck. The audience
knows the question and wants the answer at the top, with
the proof to follow. These presenters slowly reveal the
answer, causing those with attention issues to interrupt, a
lot.

TRY THIS:

BLUF it. Or BOTTOM LINE UP FRONT the slide deck.
The audience knows the question and wants the
answer at the top, with the proof to follow.



C LEAVE THEM
SMILING

Give our tips a try to help your audience to feel
INSPIRED, INTERESTED, and SATISFIED, so

that you can feel PROUD and CONFIDENT in
every communication.

If you want help, our Message Method
workshop can make a real difference for your
organization.

Message Method can teach anyone to quickly
translate complex ideas and data into
compelling content and communicate
solutions with confidence and clarity to win
support. This method can be applied to
written or verbal communication.

Visit www.articulationinc.com to learn more.

Contact us at Info@Articulationinc.com



