


 “I help people who are not earning to their full potential do powerful presentations and 

structure their business so they can sell their services effectively and create products from 

their existing expertise.” – Steve Dickinson 

 

Free video:  How to structure a presentation.   

http://stevedickinson.co.uk/how-to-structure-a-presentation/  
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Introduction 
This booklet contains a unique mix of psychology and business information that can change 

a person’s attitude to creating happiness and success with regard to marketing and 

presentations. 

 

My aim for laying out this particular information is to give a person, with a passion for a 

subject, the confidence and knowledge they need to transform their lives by presenting 

their marketing message effectively.  

 

My vision is for people to realise their full potential with confidence, free from insecurities, 

with trust in their inner wisdom and innate creativity.    

 

I provide coaching, training, and information to assist people in creating amazing 

possibilities for their future.   

 

I value creativity, integrity, productivity and excellence, with concern for our environment.  I 

strive to provide my customers with the best possible service, and information, encouraging 

them to enjoy their lives and to contribute to their community. 

 

Opportunity exists in the unknown. 

 

“Security is mostly a superstition. It does not exist in nature, nor do the children of men as a 

whole experience it.   Avoiding danger is no safer in the long run than outright exposure.  Life 

is either a daring adventure, or nothing.” - Helen Keller 

 

In my experience, everyone has all the resources needed to:  

 Create a balanced and successful life 

 Recover from life’s setbacks  

 Enjoy being themselves 

 Make a valuable contribution to their community 

Please enjoy reading this booklet and realise that your uniqueness is your greatest asset. 

“Somewhere in there, in you, is a being, greater than you can imagine, that is seeking 

expression in the world.”  - Hypnotist and NLP teacher Michael Watson. 
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Marketing  

Audio Logo 
What do you say when someone asks you what you do? 
 
For many people this is a trigger to start mumbling, to give a short answer, which does not 
mean much to anyone outside their industry, or go into way to much detail. 
 
The best way to answer is to have a prepared ‘Audio Logo’.  This is couple of sentences that 
gives people enough information to know ‘what you do’ and can be a starting point for a 
conversation.  It contains the following four sections: 

I help [target market]  

who [challenge/problem they face]  

do/use [solution you provide]  

so they can [results/outcomes you help them achieve]. 

You need to be clear with your message so you have credibility and the message is relevant 
to the person to whom you are talking. 

I once heard someone respond to the question “What do you do?” with the answer, “I’m in 
IT”.  This prompted a conversation about how ‘IT people’ have their own language. 

After some coaching his new response was: 

“I work with business owners and department managers, who are wasting time and money, 
use automated computer and voice systems so they can reduce their workload while 
increasing their profits.”   

I know that on at least one occasion this prompted a conversation about a software issue a 
person was experienced and a meeting to discuss it further. 

Mission Statement 
An audio logo is similar to a company’s Mission and Vision Statements. Having these 

statements prepared will really help you deliver your marketing message effectively.  

1. To create your mission statement, first identify your ‘winning idea’ or unique selling 

proposition (USP).   

2. Next, identify the key measures of your success. Make sure you choose the most 

important measures (and not too many of them!)  

3. Combine your winning idea and success measures into a tangible and measurable 

goal.  

4. Refine the words until you have a concise and precise statement. 
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Here are some examples: 

 Apple is committed to bringing the best personal computing experience to students, 

educators, creative professionals and consumers around the world through its 

innovative hardware, software and Internet offerings. 

 Amazon’s vision is to be earth’s most customer centric company; to build a place 

where people can come to find and discover anything they might want to buy online. 

 Dell’s mission is to be the most successful computer company in the world at 

delivering the best customer experience in markets we serve.  

 Facebook’s mission is to give people the power to share and make the world more 

open and connected. 

 Google’s mission is to organize the world‘s information and make it universally 

accessible and useful. 

 Microsoft’s mission is to enable people and businesses throughout the world to 

realize their full potential. 

 Skype’s mission is to be the fabric of real-time communication on the web. 

 YouTube’s mission is to provide fast and easy video access and the ability to share 

videos frequently 

Vision Statement 
A Vision Statement defines where you want to be in the future. It reflects the optimistic 

view of what you can achieve in the next five to ten years.  For projects and goals, the vision 

statement should focus on the desired outcome of the project/goal at its completion date. 

Aim to summarize your vision using a powerful phrase that captures the essence of your 

vision using a simple memorable slogan.  This can really enhance the effectiveness of your 

vision statement. This phrase will serve as a trigger to the rest of the vision in the mind of 

everyone that reads it. 

Here are some examples: 

 Southwest Airlines: To make air travel cheaper and more convenient than auto 

travel. 

 HSBC Bank: To be the world’s local bank. 

 Amazon: To be earth's most customer centric company; to build a place where 

people can come to find and discover anything they might want to buy online. 

 Avon Products: To be the company that best understands and satisfies the product, 

service and self-fulfilment needs of women - globally. 

 Kraft Foods: Helping people around the world eat and live better. 

 Toyota: To become the most successful and respected lift truck company in the U.S. 

 Microsoft: A personal computer in every home running Microsoft software. 

 The Walt Disney Corporation: To make people happy.   
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Value Statement 
A value statement reflects your culture and priorities. Value statements are the guiding 

principles by which you work and live your life. A value statement tells the customer where 

you stand and what you believe in. 

Example Value statements: 

Microsoft's value statement is as follows: "As a company, and as individuals, we value 

integrity, honesty, openness, personal excellence, constructive self-criticism, continual self-

improvement, and mutual respect. We are committed to our customers and partners and 

have a passion for technology. We take on big challenges, and pride ourselves on seeing 

them through. We hold ourselves accountable to our customers, shareholders, partners, 

and employees by honouring our commitments, providing results, and striving for the 

highest quality." 

Starbucks: “The following six Guiding Principles will help us measure the appropriateness of 

our decisions:  

 Provide a great work environment and treat each other with respect and dignity 

 embrace diversity as an essential component in the way we do business 

 apply the highest standards of excellence to the purchasing, roasting and fresh 

delivery of our coffee 

 develop enthusiastically satisfied customers all of the time 

 contribute positively to our communities and our environment 

 and recognize that profitability is essential to our future success." 
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Seven point marketing presentation 

Many presentations are designed to market a product or service.  A marketing pitch needs 
to have clarity, credibility and relevance.  The following seven-point marketing structure 
covers the key messages that need to be communicated: 

1.  With whom do you work?  Who is your target market?   

 People want to know that you are talking to them or have a message for someone 
they know 

2.  What problem do they have? 

 People want to know what is in it for them. 

 If they have a problem or a requirement that you can define they will believe what 
you have to say will be relevant. 

 What is their situation? 

 What specifically is their problem? 

 Importantly, what are the implications in the cost of time and money that the 
problem causes?   

3.  Why are you credible?  What makes you the expert? 

 Your offer needs to be believable.   

 You need to be credible.   

 What experience, knowledge or skill do you have that gives you the ability to solve 
their problem or meet their requirement? 

4.  What process do you use? 

 What can people expect if they buy your service of product? 

 People like to know what their immediate future will be. 

 A fear of the unknown may stop someone from buying 

 Are you environmentally friendly? 

5.  What are the results (that solve their problems)? 

 What specifically will they experience?  

 What emotional rewards will they feel? 

6.  What success stories do you have? 

 People love stories so have a couple of them prepared.  

 What was their situation? 

 What specifically was their problem? 

 What were the implications in the cost of time and money that the problem caused?   

 How did you solve their problem?   

 What were the results? 

7.  Lastly, a call to action (booking a conversation) 

 Ask for their business card 

 Ask if they would like to meet. “I was wondering if you would like to meet for a 
coffee so we could discuss how I can help you save money”  
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Writing this out a few times, in the form of a coloured Mind Map (See ‘Mind Map for 7-point 
marketing presentation’), as you develop your pitch, enables you to create an image of your 
pitch in your mind that you will be able to deliver in a number of ways: 

 A formal marketing presentation  

 A one minute ‘elevator’ pitch (yes, you can cover all seven in one minute!) 

 An impromptu conversation 

The important thing is to cover each point, and the order does not really matter (as long as 
you discuss their problem before you explain how you can solve their problem). 
 
Use the ‘Mind Map for 7-point marketing presentation’ template (see page 18) to create a 
memorable image, in your mind, of your marketing pitch.   
 
It is designed to give a single sheet that will contain notes (written in different coloured 
pens on each section) for an entire 15-minute marketing presentation. 
  
However, by omitting the Introduction and Summary (see page 13), you can build 
a prompt sheet for your one-minute marketing pitch. 
  
By writing it out a few times, on the template or by creating your own hand drawn mind 
map, you can effortlessly remember a concise marketing pitch. 
  
This process is referred to as 'multi-sensory learning'.  You get the feel of writing it out 
several times until it is just right.  See the letters and words in different colours.  In addition, 
you get to feel your throat, mouth and lips form the words as you hear your voice while you 
rehearse it repeatedly. 
  
In a remarkably short time, you will be fluent when delivering your message because you 
will have an image of your mind map in your head.  Your notes will go everywhere you do, 
so you can rehearse in the car on the way to a meeting, in the shower, anywhere.... 
  
Google 'Mind Maps' and have a look at some to get the idea.  Tony Buzan has built 
a career out of teaching and writing about them. 
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Presentation skills 

Giving a presentation with confidence and power 
 

Barack Obama, Robin Williams and Jonathan Ross all achieved their success by talking to 
ever increasing groups of people.  Being able to talk with ease in front of a group of people 
is a useful skill for creating success in business. 
 
In this section, you will: 

 Develop a structured presentation 

 Develop methods of breathing that will drive and strengthen your voice as well as 
give it character 

 Use the full range of your voice; tone, inflection, emphasis, rate, pitch and emotion 

 Learn public speaking and presentation skills that will help you in all walks of your 
life 

 
By the end of the section, you will be able to create a structured presentation, with 
appropriate notes and be able to deliver it with self-assurance, confident, and power while 
being clear and succinct. 

Know your audience 

Your goal in speaking to a group is to inform, persuade or entertain them.  To achieve any or 

all of those objectives, you should know their interests, likes and dislikes.  What do they 

want?  What do they know? 

Presentation ‘objectives’ 

The best way to charge a premium for a presentation or training programme is to have 
clearly defined objectives.  The concepts are equally applicable to an induction process 
(when someone joins a company or department), to goal setting and a marketing 
presentation. 
  
Anyone who wishes to be seen as experienced professional needs to be aware of how to 
create a message that effectively introduces a presentation, training session or induction. 
 
When explaining the importance of objectives, and how to create them, the range of things I 
cover are: 

 The importance of defining objectives 

 How to classify objectives 

 The three domains of learning 

 The three factors affecting objectives 
 

The objective for presenting the information below is for the reader to be able to list the 
three key aspects of ‘well formed’ objectives and to take the aims of a presentation, training 
session or induction, to create concise, measurable objectives.   
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Always start with the objectives. 

The key to getting a message across effectively is to be clear and specific because the enemy 

of understanding is confusion.   

Sounds obvious, but where most people know what they aim to communicate very few 
people actually set specific ‘well formed’ objectives for a presentation or trainings.   
 
Objectives take "Aims" apart to list the constituent attitudes, skills, knowledge or 
behaviours that those aims are supposed to change. 
 
Objectives focus people’s attention on a specific message that will enhance the listener’s 
life.  They should include precise statements that define the changes that the audience, 
trainees or new employee will achieve.  This will require knowledge of the audience 
expectations in terms of pre and post presentation; what is their current situation and how 
will they experience life after the session? 
 
The purpose of establishing clear objectives for is to: 

 Limit the ambiguity of interpretation  

 Define a measurement to ensure the effectiveness of the training, or message, to be 
communicated 

 Decide on the best presentation strategy to achieve them  
 
This will enable the presenter to:  

 Provide a terse summary of the presentation or training course  

 Describes the activity to be mastered (if required) 

 Set down the conditions strategy to achieve the objective 

 State to what standard it must be performed or with what competence   

 Be accompanied with details of the method of measurement and by whom (who is 
going to know that you have got your message across and how will they know?) 

 
As a presenter or trainer we are Change Agents - we uncover new possibilities for the 
audience such they have a compelling future.  We aim to: 

 inform (about our service) 

 inspire (people to buy) 

 demonstrate (how we can solve problems) 

 persuade (people to become regular customers/clients) 
 
In order to do this we have to analyse: 

 the desired knowledge we need to impart  

 the change of perception we wish for them 

 the activity we wish them to perform (e.g. develop a skill; or describe how they will 
benefit from your product/service). 
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There are three classifications of objectives pertinent to three domains of learning (the first 
would probably not ne required for a marketing presentation):  

 Psychomotor (motor skills) 

 Affective (new attitude) 

 Cognitive (knowledge) 
  
Classifying helps you to check the accuracy and sequence of activities, in your presentation, 
in order to: 

 To develop appropriate instructional strategies (how will you get your message 
across?) 

 To write appropriate test items or develop suitable questions (how will you know 
you have been understood?) 

 To facilitate the writing of objectives  
   
This makes writing clear objectives easier. 
 
Lower-order thinking occurs when your audience (students) are asked to receive or recite 
information or to employ rules through repetitive routines.  This is about acquiring 
knowledge (about your product or service, for instance).  
 
Higher-order thinking requires students to manipulate information and ideas in ways that 
transform their meaning and implications. This is about developing a skill. 
 
If you are delivering a training session, it is important to measure a trainees' performance 
accurately because different types of learning require different methods instruction.  
Sometimes lower order tasks are prerequisites of higher order tasks. 
 
The three domains of learning are: 

1. Psychomotor: Define desired new motor skills acquired following training  
- Body movements  
- Manipulation of stimuli 
- Overt physical activity leading to the development of physical skills and 

coordination  
2. Affective: Define desired new attitude acquired by the presentation or learning 

activities (attitude to your product or service) 
- Attitudes leading to kinds of behaviour 
- Interests 
- Values 
- Emotional states  
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3. Cognitive: Define desired knowledge by the end of the presentation or a learning 
sequence  

- Recall of information 
- Recognition of knowledge 
- Recognition of intellectual higher order skills (like problem solving) 

- This can be divided into:  
1. Lower order learning.  Remembering information - recalling; 

identifying; recognising; etc.  
- Words to use when writing your objective: 

- adjust 
- arrange 
- list  
- change 
- explain  

2. Higher order learning - Manipulating information: 
i. Classification: using recalled information to 

classify things not seen before  
ii. Rule Using: Trainees use rules to produce 

results in a situation where the outcome is 
unknown  

iii. Problem solving: uses learned rules or 
information on an "unknown" situation to 
produce a desired outcome  

- (Note) Words to use when writing your objective:  
- analyse  
- compare  
- plan  
- distinguish  

 

The three component parts of an objective 

With all of the above in mind here, finally, are the three component parts objective: 

 Performance (Behaviour)  
o Must be an observable action of some kind  
o Statement of objective must contain an appropriate verb  

 Standard  
o Attainable and achievable  
o Level of performance required  
o Need to compare actual performance with minimum desired performance  

 Conditions  
o Realistic, Accurate, Complete  
o Clearly Expressed    (Aims can contain nomalisations but objectives must use 

specified verbs, specified nouns, specified referential index, etc; Meta model 
the objectives and Milton model the aims) 

o Used to limit or enlarge what a trainee has to do  
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Example template: 

 State the behaviour required (while avoiding nomalisations)  
and link the behaviour to the required...  

 Standard  of a behavioural objective (e.g. percentage, quality, time).   
Then link this to the  

 Condition(s) in which the behavioural objective must carried out.  
 
Practical example for testing the training of hotel restaurant staff:   

Lay a table with the crockery in the correct position, the cutlery in the correct order 
and everything aligned within three inches of the table edge.  This must be 
completed inside 90 seconds. 
 

Practical example for training a photographer: 
By the end of this training session, you will be able to: 

o take a portrait shot with a key light to define the features,  
o a fill light to soften (but not completely eliminate) the shadowing 
o while using back lighting and focal depth to isolate the subject from the 

background.   
o This must be completed inside 23 minutes with the subject available for only 

10 minutes. 
 
Practical example for a marketing message:   

“My objective for talking to you today is to iterate our understanding of your 
requirements, and how we can provide a solution that will be of real value to you, so 
you can decide if you want to sign up today.  Does that seem fair enough?” 

 

With the objective decided, you can start to plan your presentation. 

Presentation structure 

There should be three sections to any presentation: 

 Introduction (INTRO) – tell them what you are going to say 

 Message (main body) – tell them 

 Summary (including call to action) – tell them what you said 

A structured ‘intro’ and a concise summary are the marks of a professional presentation. 

The Introduction to a presentation 

For me, a structured introduction is the most useful thing I have learnt about giving 
professional presentations.  It gives me a powerful start and a foundation for an effective 
finish. It is the time to ‘set the scene’.   This could just be a few sentences something more 
substantial.  However, there are five aspects to an introduction or intro. (INTRO). 
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I.  Interest:   

Say something that will get their attention.  A question is a very good starting point.  A 
question, or two, will get people thinking and they will need to respond.  Marketers and 
hypnotists refer to this as “opening a loop”.  Alternatively, ask a question to which the 
audience would be likely to say “Yes”.   

This is a good point to get people to put their hand up.  The more frequently they agree with 
you the more likely you are to keep them engaged. 

N. Need:  

Why should they listen to you?  How is it relevant to them?  What problem or requirement 
do they have that you can solve or meet?  If you make your subject relevant to your 
audience, they will decide for themselves that they need to listen to what you have to say. 

T. Title:   

The title of your presentation should really set the scene and link to what you have already 
said so far.  A good example if to use a linking format like  

“How to [behaviour] so you can [result]” 

For instance “How to give a presentation with confidence and power so you can increase 
you income.” 

R. Range:   

People like to know what is going to happen in their near future.  Not knowing what is 
coming their way can lead them to becoming distracted.  By giving a short list of topics that 
you are going to talk about, and for how long you will be talking, you set your audience’s 
expectations and put people at ease. 

O. Objectives:   

What are your aims for your presentation?  What do you want for your audience and for 

you? 

Main body of presentation and summary. 

With clear objectives and a structured introduction, the rest of the presentation is set up.  
After the “INTRO” you can deliver your message.  Do this by opening and closing each topic, 
you said you would discuss (Range). 

Once you have covered all the topics you can close the presentation with a summary.  Just 
like the introduction explained what you were going say, the summary reminds your 
audience what you just told them and checks that you have met the objectives you stated in 
the introduction.  

Lastly, you can take questions (be specific that you want questions not opinions) and finish 
with a powerful call to action and a ‘strap line’ that will leave a lasting impression.  Then, 
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after you have finished (if appropriate), you could have time for a ‘talking-shop’ where 
people can share their opinions and experiences. 

Presentation notes. 
Some people like to have scripted notes.  Other people like bullet points or a series of small 

cards.  Many people, including me, prefer to use a mind-map.  Creating a mind map (with 

coloured pens) enables a person to develop a picture of their presentation that they can 

keep in their own mind.  

I will often draw a mind map on A3 paper so I can leave it on a table that I can see from a 

distance.  That means if I do need to refer to my notes the audience is often unaware that I 

even have any notes (See my “Mind Map for 7-point marketing presentation” template: 

page 18). 

When using visual aids such as Microsoft’s Power Point or Apple’s Keynote and a projector.  

I suggest a maximum of four lines, or bullet points, with no more than five words on each 

line.  Any more than that and it becomes counterproductive.  People will not be listening to 

you because they will be reading the slide or have lost interest.  If you do have to use a 

block of text, try not to exceed much more than thirty words.  

Presentation tips 

Know your environment 

If you can, get into the space before you have to speak.   You will feel more comfortable if 

you know: 

 how big your area is 

 how big the audience area is 

 how sound carries 

 the location of the flip chart or computer screens  

 how to use the microphone 

 how to operate the heating or air conditioning  

 if the participants will be in chairs or standing 

 

It may not always possible to perform an inspection, but if the more familiar you are with 

the environment, the more comfortable you will be in the space. 

Rehearse  

Proper preparation prevents poor performance.  Practice you presentation OUT LOUD until 

you can speak fluently and concisely.  Test your speech out on other people. Practice makes 

perfect.  I was recently completely unprepared by the size of the audience for a 

presentation and was under rehearsed.  As you can imagine – it did not go well.   

If you are well rehearsed, you can stand proud and use gestures to engage your audience.  

Words provide information and gestures reveal attitude... 
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Body language 

How do you stand?  Relax your shoulders by moving them up and down a bit.  Stand with 

feet, knees, hips and shoulders in line.    Bend your arms at the elbows and put your 

fingertips together (this is known as the ‘steeple’ and is seen as a gesture of authority) – 

from here, you will be able to use gestures easily.  Gesture slowly, fill your space, move with 

purpose, and help people to visualise what you are saying. 

Showing the backs of your hands, with the thumbs pointing up, displays power and 

certainty. 

An open hand gesture, with the wrists and abdomen showing, indicates honesty and 

openness.  This is not that easy if you are standing behind a podium so move about if you 

can.   

A mistake I have made in the past, when shooting a video, was to have my hands and 

abdomen hidden because only my head and shoulders were visible in shot. 

Another mistake people make is to show their nervousness by jerking their head – twitching 

it about in time with the words they are saying.  

 

Hold your head steady and maintain eye contact (or look into the lenses of the video 

camera). 

Avoid tilting your head backwards and looking down your nose.  This is the ‘superior look’ 

that no one finds attractive.  Better to keep your head level or, even better, you can actually 

tilt your head very slightly downwards when you want to emphasise a point.  Just lower 

your chin by about an inch so you look out from underneath your eyebrows.   

To begin with, this felt quite unnatural for me - because I thought that it emphasised my 

‘double-chin’.  However, this ‘predatory gaze’ automatically gives the impression of power 

and status.  Hypnotists use this technique while they induce an altered neuro-physiological 

state so people are more susceptible to suggestion.  This is especially useful when delivering 

your ‘call to action’: asking for a meeting, for a business-card, for them to enter their email 

address on your website or to purchase a product of service.   

Smile frequently! 

Voice 

Human beings can survive without food for five weeks.  However, without water, life would 

end in three to five days.  If you feel thirsty, you have already begun to de-hydrate.  Make 

sure you are hydrated properly.  Avoid dairy and fizzy drinks (no one likes to hear a burp).  

Luke-warm water is best.   Cold water will cause part of your throat to contract and inhibit 

the full use of your vocal chords.  
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Breathing 

Breathe from your stomach.  Take deep breaths and suck the air in all the way down to your 

kidneys.  Slow down your speaking to half your normal rate.  This gives people a chance to 

understand your message.  Politicians and actors slow their speech to give gravitas to their 

words while they project an air of authority and status. 

Annunciation 

Get some blood flowing in your lips by blowing through then as if you were playing a 

trombone (you might want to do this while on your own!). 

Emphasis 

Hone your skills in using emphasis.  When a word is emphasised it becomes different from 

the others around it.  

See what happens when you change the emphasis in the following sentences: 

Mary had a little lamb (Mary, not Tina, Sally or Alex)  

Mary had a little lamb (She had it once, but doesn't have it now)  

Mary had a little lamb (She only had one)  

Mary had a little lamb (A small one, not a large one)  

Mary had a little lamb (A lamb, not a goat or a cow or a duck) 
 
Given the subject of your presentation, which words could be emphasised to make things 
more interesting?  Hear how doing this gives your words more impact. 

Resonance  

You can make your voice resonate in the room more effectively if you ‘drop’ your voice, 

down through your chest, to your diaphragm.  This is very a good way of subtly emphasising 

(analogy marking) a word, phrase or sentence.  Used with the ‘predatory gaze’ and a hand 

gesture this is a very powerful way to communicate the key parts of your message. 

Utilisations   

Finally is something unexpected happens utilise it in some way:   

 “If someone got a photo that of that - we can print it for you!”   

o This would be ideal for someone in the printing industry. 
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Marketing Presentation Template 
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Final remarks 
Focus the energy of your mind onto thoughts that give you a conscious clarity and access to 

your unconscious wisdom.   

 

Help people and you will become successful in more ways than you could ever imagine.  

 

“The best way to find yourself, is to lose yourself in the service of others.”  

- Mahatma Gandhi 

 

Please contact me if you have any questions, comments or requests. 

 

Thank you for reading I hope you enjoy the putting this information to use. 

 

Best regards,  
Steve Dickinson 

 
http://www.SteveDickinson.co.uk 
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