
If you jump into writing your
next small-group presentation, you
have skipped several important
steps. Approach it like a negotia-
tion, says professional speaker and
consultant Brian Tracy. Follow
these steps: 

■ Write down your goals.
What’s the best outcome you could
hope for? “The greater clarity you
have with regard to the perfect out-
come, the easier it will be to prepare
your presentation and the more
likely it is that you will achieve
those goals,” Tracy says. 

■ Prepare your opponents’
case. Outline the specific objections
or opposing thoughts that others in
the room will hold. That way, you
will be ready to address them.

■ Target desires and fears.
Tap into the two most powerful
emotions that motivate people.

Note: Fear is more than twice as
powerful as desire in motivating
people, psychologists say. But
you can take a positive approach,
selling your point of view as an
“improvement” even when you
target fears.

■ Know what drives indi-
viduals. The better you know your
audience members, the better you
can decide which approach will
work with them. A crucial piece of
information: who at the table car-
ries the most weight in making the
decision. Address the most power-
ful person in the group. 

■ Overcome resistance.
Start with the points on which you
agree to pave the way for others to
adopt your position.

— Adapted from Speak to Win,
Brian Tracy, AMACOM,
www.amanet.org/books.
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Map out a presentation strategy
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Two tools let you drive home
points in your writing: repetition
and strategic placement. Use
those tactics to overcome readers’
resistance to ideas.

Repetition doesn’t mean using
redundant phrases in the same sen-
tence. Instead, repeat key words or
phrases throughout the piece.

Key: Place those words and
phrases at the beginning and end
of sentences and paragraphs to
make them more memorable.
Readers’ minds will give more
weight to words in those positions
than to words placed in the middle.

— Adapted from “Use Emphasis to
Overcome the Reader’s Resistance,”
Kenneth Oettle, New Jersey Law
Journal, www.law.com/jsp/nj.

Add emphasis

How much do you earn an
hour? If a colleague demanded 
that much money—or twice that
much—would you hand it over, 
no questions asked? If not, why are
you willing to waste an hour or
two in a meeting?

“When the value of your time
is set too low, or not at all, it leads
to waste and abuse,” says Merlin
Mann, who founded the personal
productivity site 43folders.com.

The answer: Set parameters for
access to you, including who,
when and how long. “If you’re
going to be a productivity ninja,
you need to be able to make quick
decisions on that,” Mann says.

Don’t forget to address e-mail.

Mann set up a filter to automatically
delete press releases, targeting any
message that reads “for immediate
release.” And any message with
multiple recipients “goes into a little
gray folder I look at once a day.”

“You can tell a lot about some-
one by how they choose to spend
their time,” he says. “And you can
tell an extraordinary amount about
someone by who can demand their
attention at any time, and get it.”
Hint: E-mail and RSS feeds
shouldn’t command the same
amount of attention as your boss.

— Adapted from “How to Take Back
Your Time and Attention,” Mitch
Wagner, InformationWeek, www.
informationweek.com.

Put your time on a budget
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Proven EffectiveHabits 

Before you take work home
again, consider this: “Most people
work a daily average of only four
hours and forty-eight minutes on the
tasks, responsibilities and activities
that they were hired to perform,”
says Jeff Davidson, author of
Breathing Space. That’s just 60% of
the typical eight-hour workday.

Squeeze more work into the
workday by:

■ Being organized so you don’t
waste time finding what you need.

■ Using technology to help you
do more. But don’t become a slave to
technology by, for example, checking
e-mail several times an hour.

■ Limiting the time you so-
cialize so that pouring a cup of
coffee doesn’t eat up 20 minutes of
your morning.

■ Sleeping well at night, so you
can be effective during the day.

— Adapted from “Stop Playing
‘Catch Up,’” Jeff Davidson,
www.breathingspace.com.

How to max out your productivity

Ease mental transition with rituals
Focusing on work—or on

your home life—is difficult when
thoughts of the other place keep
intruding. To turn your attention
from one set of responsibilities to
the other, develop a ritual that sig-
nifies the change. Examples:

■ Read or listen to one type
of material on your morning com-
mute and another in the evening.
One woman tunes in to rock music
as she travels to work and classical

music on the journey home.
■ Say “Goodbye” figura-

tively. Leave your family members
by giving them a special hug when
you go to work.

■ Strip off stress. Change to
casual clothes or shower as soon
as you arrive home.

— Adapted from “Work/Life Balance:
Are You Turned On?” David Zinger,
Slacker Manager, www.slacker
manager.com.

Instead of skipping meals and
hitting the receptionist’s candy jar,
set yourself up for healthy eating
that will keep your energy high—
and lower your stress levels.
Bring the following to work:

■ Snacks. Stash healthy food
in a drawer or the break room for
better options than the vending
machine.

■ Lunches. You will save time
and money, as well as calories,
when you plan and pack your meal.
Make it a group effort by starting a
“healthy lunch bunch,” inviting
people to take turns cooking ac-
cording to agreed-upon guidelines.

■ Treats. Instead of dough-
nuts, bring in a fruit tray for the
next gathering. 

— Adapted from “Bad Food Habits
at Work Can Add Weight,” Carol
Walsh, Albany Democrat Herald,
www.dhonline.com.

Keep energy high

Inspire with storytelling
The most powerful tool for

breaking through an audience’s
barriers isn’t a piece of data or
stunning chart but a simple story.
Tell a story well and you will con-
nect with the listeners, but more
important, they will spread your
story throughout the organization.

Sue Hollingsworth, a story-
telling consultant who works with
leadership development programs
in the United Kingdom, says that
two types of stories are effective in
the workplace:

■ Personal stories. When you

share part of your biography, you
can inspire and motivate. “If an
employee can comprehend why
the people at the top are taking
certain actions, they are far 
more likely to react positively,”
Hollingsworth says.

■ Traditional stories. Present
an issue in a metaphoric way, pro-
viding some distance from the
issue at hand and giving listeners a
new perspective.

— Adapted from “Telling Stories in
the Workplace,” Online Recruitment,
www.onrec.com.

Make face time
Despite today’s capabilities of

e-mail blasts, voice mail and video-
conferencing, sometimes you need
to meet face to face with an impor-
tant customer or your employees.
Mark Sullivan, then-president of
WHITTMANHART Consulting,
recognized that when the organiza-
tion’s founder died. Over two
weeks he traveled to nine offices to
spend face time with employees.

“They needed a chance to
swing away at you, to air con-
cerns,” says Sullivan, now CEO.
“If it’s urgent, you’ve got to be
physically there.”

— Adapted from “It’s All About 
the Face-to-Face,” BusinessWeek,
www.businessweek.com.
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