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BUSI 2200 GROUP PRESENTATION 


Like every communication, a group presentation is driven by the motivation to engage others. A group presentation presents 
additional challenges to engaging a target audience. From the initial group’s brainstorming to the actual presentation, team-
work either enhances or undermines the outcomes. The presentation is the group’s story. Members of the group impact the 
target audience through their own narrative as argument. Each narrative advances the story. However, the group’s voice is 
more than the sum of their individual voices. The story’s power emerges from the interconnectedness of their social actions.  
Like the frames of a comic book, the individual presentations build upon what precedes them and what follows. If you are 
puzzled on how something can precede the first speaker, or follow the last speaker, read Steps 6 and 9 below. 


ten steps to a powerful group presentation


(1) BRAINSTORMING AND RESEARCHING 
•	 Was this thorough enough?  What was missed and why? 
•	 What procedures would make this more effective?
•	 What was the most powerful emotional argument?


(2) IDENTIFYING STRENGTHS AND WEAKNESSES OF GROUP MEMBERS
•	 Did these match your estimates? 
•	 How did the presentations organization diminsh the weaknesses and play to the strengths?  
•	 How did the group’s synergy offset the weaknesses?  


(3) CLASSIFYING PARTICIPANTS: THE FIVE POWER ARCHETYPES     
•	 How did these groups affect the presentation?
•	 Did you convert reluctant persuadables?  Any surprises?  Why?
•	 Were any traders present and was the trade-off worth it? 


(4) PRIORITIZING THE AUDIENCES 
•	 Was the targeted group the most significant? 
•	 What was the most compelling argument for them? 


(5) WRITING SPEECH MATERIALS 
•	 Any problems encountered?  
•	 What was the weakest argument?  How could it be made stronger?
•	 Did the matrials convey one voice?


(6) PRIMING PARTICIPANTS AND THE SOCIAL NETWORK 
•	 How extensive and effective was priming?
•	 Which participants were receptive to priming?


(7) PRACTICING THE SPEECH
•	 How could you make practicing more effective?
•	 Which specific skills improved?
•	 What was the feedback and what actions did participants take?   


(8) RESPONDING IN REAL-TIME 
•	 Did students’ verbal and nonverbal behaviors enhance or distract from the story?
•	 How interactive was the presentation? Which members made the presentation more interactive? How? 
•	 Did you feel that each member engaged the target audience and promoted other presenter’s engagement?


(9) SPINNING THE KEY ISSUES  
•	 How did networking affect the original issues? 
•	 How could spin be done more effectively? 


(10) DECONSTRUCTING THE SPEECH  
•	 What discovery during this process surprised you?
•	 How can the arguments have more impact?  
•	 How would you describe each presenter’s anxiousness throughout the process?         
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Five power groups


Extremists: people who are polarized and will rarely alter their view    
•	 What issues polarize them? What are their similarities with others? 


•	 What are their emotional triggers ; what factors account for their predisposed sensitivities? 


•	 How do these sensitivities alienate persuadables? 


•	 How much current influence do they have on social networks? 


Persuadables: people who are open to other viewpoints and change


•	 What opportunities for flocking does this speech provide? 


•	 What are their emotional triggers and how do they link to the extremists’ triggers? 


•	 What values are associated with the knowledge to be gained?


•	 Who benefits and how? 


Reluctant Persuadables: people open to other viewpoint, but are luctant to change


•	 How do they justify their reluctance? 


•	 What are the benefits for being reluctant and the costs for being supportive?


•	 How would you prioritize this group’s values and what emotional appeals alter these priorities? 


Traders: people who will temporarily support you if you give or promise them something 


•	 What do they want and what are the costs/benefits?


•	 How can they become spoilers?


Spoilers: people who undermine a presentation (your actions can even make you a spoiler) 


•	 What would spoil the outcome the most? Who can do this?


•	 What is the worst thing you could accidentally say or do?


•	 How can you preempt or minimize the effects of spoilers? 


Shape indicates lack of movement in action -- rectangle is the most resistant  
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Four goals for a presentation 


(1) Connect with the participants 


(2) Direct and hold their attention


(3) Promote understanding and memory 


(4) Drive participants and their social networks to action       


CONNECT WITH THE PARTICIPANTS: It’s all about engagement


Identify your target audience and their social networks. Targeting the wrong people can undermine your ability to influence 
others. Likewise, misunderstanding their values and views will undermine your presentation before it begins. Social networks 
emerge from shared values. According to Dr. Rosabeth Moss Kanter, professor at Harvard Business School, the “21st cen-
tury is rapidly becoming a society of networks.”  Hopefully, you can see the irony in this statement. Networking has always 
existed. It’s the perspective of how we communicate that is changing. New media technology has merely reminded us of 
what works. The old focus on senders or receivers (old telephones) is being replaced by viewing communication as social 
networking (new media).       


Kanter points out that power goes to the connectors -- people who actively seek relationships and serve as bridges among 
and between groups. Make a list of the connectors that you need to influence.  


DIRECT AND HOLD THEIR ATTENTION: Creating your story 


Think of yourself as a storyteller. Your imagery motivates others. It is difficult to hold anyone’s attention with weak imagery. 
Professors Günther Knoblich and Natalie Sebanz (Rutgers University) argue that “basic perception-action links are the build-
ing blocks for social understanding and social interaction.”1  As a storyteller, your communicative actions will be displayed in 
your gestures, voicing, and facial expressions. Your participants are neurologically predisposed to feel these same actions 
as you create them.  In a face-to-face encounter, mirror neurons discharge both when we produce an action, and when a 
participant observes that action. The participant’s neural discharge mirrors our neural discharge as though that person is 
creating the same action.2 You may want to imagine how you would visualize the same story to a young child. It will help you 
communicate with the older child in all of us. 


PROMOTE UNDERSTANDING AND MEMORY: Branding your presentation


Many Presentations fail because they ignore  the fundamental characteristics of how we perceive, re-
member, and comprehend.  Before, you begin to construct the talking points, you need to brainstorm 
and research the appropriate business concepts, the key arguments, the counter arguments, your 
target audience’s values related to both, and the perceptual images that give them impact. Powerful 
communicators concentrate on images they want others to value and remember. 


DRIVE PARTICIPANTS AND THEIR NETWORKS TO ACTION:  Measuring success


People are influenced by opportunity, emotional triggers, the societal value attached to the knowledge to be gained, and the 
potential impact of that knowledge. Your talking points should use these elements to flock people to action. The Mozart effect 
is an excellent example of flocking. Consumers were driven to purchase classical music because they thought that it would 
enhance their children’s intelligence. Regrettably, the so-called Mozart effect has been questioned by hundreds of studies. In 
fact, Disney offered refunds to purchaser’s of Baby Einstein musical DVDs in 2001 to offset a potential class action law suit, 
another example of flocking. The Mozart effect provides insight into how an opportunity, emotional triggers, societal values, 
and potential impact drive people to an action. 


1  G. Knoblich and N. Sebanz (2006). The social nature of perception and action. Current Directions in Psychological Science, 15 (3): 103.


2  G, Rizzolati, L. Fadiga, L. Fogassi and V.Gallese (1999) Resonance behaviors and mirror neurons. Archives Italiennes de Biologie, 137 (2-3), 85-100. 








PowerPoint
POWERPOINT CREATES A STORY: Using perceptual images to drive people to action


Like a comic book, a frame (slide) should direct and hold the attention of your participants. Before, you begin to construct the 
frames of your story, you need to brainstorm and research the appropriate key concepts, and the perceptual images that give im-
pact to these concepts. Powerful communicators concentrate on images they want others to value and remember. They use this 
imagery to create a compelling story that drives people to action. It’s all about the story. Remember that words are not a medium, 
but they are objects and susceptible to the same perceptual process. We don’t think in words. It’s the perceptual images that 
make words have impacts as arguments. 


Unfortunately, most presenters use PowerPoint as note cards. Because par-
ticipants are not being engaged, the opportunity to influence others depends 
on factors other than the presentation. A presenter that uses this approach 
replaces their original story with the following arguments: “I’m not prepared” or 
“I really don’t care to engage you.” Likewise, emphasizing newly discovered 
PowerPoint gimmicks can undermine desired outcomes.  
 
 
ARGUMENT: Developing a compelling image


Stephen Kosslyn, Chair of Harvard’s Department of Psychology, argues that most PowerPoint presentations fail because they 
ignore  the fundamental characteristics of how we perceive, remember, and comprehend information. Kosslyn’s book Clear and 
to the Point: 8 Psychological Principles for Compelling PowerPoint Presentations (2007) provides insights into designing powerful 
imagery.  Kosslyn summarizes these principles into four rules: 


1.  The GOLDILOCKS RULE: Present the right amount of information. Too much
 information overwhelms, while too little won’t get your point across.


2.  THE RUDOLPH RULE: Focus the participant’s attention to the important argu-
ments. Circle them in red or use a different color font to highlight them. Our brains
are wired to notice differences


3.  THE RULE OF FOUR: Limit visual images to four items at one time. Our brains 
have limited capacity to process more than four visual items.


4.  THE BIRDS OF A FEATHER RULE: Use shape, proximity, or color to link items
 together. Our brains are great pattern finders.  


The slide below conveys a powerful story within one image. This is a powerful argument from Atomic physicist Joshua Silver’s pre-
sentation at TEDGlobal 2009. Silver invented a simple solution for giving sight to millions of people: adjustable, liquid-filled lenses. 
 
 
 
 
 
 
 
 
 
View Joshua Silver’s six-minute presentation at: http://www.ted.com/talks/josh_silver_demos_adjustable_liquid_filled_eyeglasses.html



http://www.ted.com/talks/josh_silver_demos_adjustable_liquid_filled_eyeglasses.html






reducing self-focused attention 
•	 If we feel anxious, these feelings are not usually exhibited in our actions. 


•	 The amygdala and hippocampal complex govern two independent memory systems that interact when 
emotion meets memory. 


•	 Memory and imagination have a connection making Speech Anxiety Talk more debilitating as self-
focused attention. 


•	 Self-focused attention underlies social anxiety.


•	 Long term, self-focused attention rewires our memories, imagination, and thinking. Thereby, our 
Speech Anxiety Talk becomes our reality through self-fulfilling prophecy.


•	 Severe self-focused attention may impair the ability to imagine being an effective communicator, and 
thereby affect a person’s nonverbal actions and word choice during a speech. 


•	 As expected, highly anxious individuals maintain their gaze on emotional faces for a shorter period than 
less socially anxious individuals.


•	 When people with social anxiety disorder observe a neutral face, the brain activation is similar to that of 
observing a threatening face.


•	 The ongoing scanning of socially anxious speakers suggests openness for affiliation and reinforces that 
affiliation is a third and viable option to fight and flight. 


•	 One technique for minimizing anxiety would be to expand this period of vigilance to an engagement 
with others.  


So, what do I do?    


five steps to less self- focused attention


Understand the myths that interfere with being a more powerful speaker, e.g. speaking is not performing and 
most anxiousness cannot be seen by others.


Develop the fundamental skills which result in feeling comfortable with public speaking, e.g. improve your com-
municative actions (eye engagement, gesturing, and voicing). Practicing does not improve your speaking if 
your actions do not engage others effectively. 


Follow the 10 Steps to a More Powerful Speech. Most ineffective speakers ignore the importance of the first 
four steps and begin with Step 5, Writing Speech Materials. It’s one of the primary reasons these speakers are 
ineffective and anxious. Procrastinating always results in a weaker speech and more stress.  


Schedule minor speaking opportunities to develop your communicative actions prior to scheduling a significant 
speech. Tape and evaluate your communicative actions. 


Learning is always an ongoing process. Replace Speech Anxiety Talk (looking inward) with strategies that look 
outward. The techniques from our workshops improve your speaking while reducing your anxiety. They work 
because they emphasize looking outward – engagement. I’m sure you may have thought placing post-it notes 
on glasses was silly until you discover how the body has rewired your eye engagement.   
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communication distractions and techniques


Distractions of Eye Engagement


	Eye avoidance (target three images or objects reinforcing engagement)


	Averted eye gaze (You, you, you exercise to reinforce eye gaze direction)


	Fleeting, prolonged, and erratic eye behaviour (use hand game to lengthen or shorten gaze)


	Restricted eye engagement (mark manuscript to identify change points) 


	Dissynchronization between eye behavior and head position (use post-it notes on glasses)


	Dissynchronization between gaze direction and gestures  (You, you, you or 5-word speech)


Distractions of Gestures and Movement


	Ineffective stance (practice landing a jump)


	Contrived posture (practice landing a jump; check secondary movements after landing) 


	Awkward sitting positions (change placement of feet on floor, be aware of hand positions on table)


	Head movements (use exercise in eye engagement to alter these distractions) 


	Distracting arm positions or movements (use airplane exercise and slowly drop hands) 


	Movement and microphones (be aware of microphone position in relationship to your movement)


Vocal Distractions


	 Ineffective volume (use children’s books to manipulate volume; mark manuscript during practices) 


	 Restricted mouth shape and jaw movement (use lollipops to coordinate tongue/lips)  


	 Ineffective breathing (mark breathing locations; lean against wall to alter breathing posture)


	 Contorted posture  (use landing a jump to alter posture and vocal qualities) 


	 Observable tongue movements (place finger/lollipop tip between teeth to limit movement outward) 


	 Rhythmic patterns	 (alter breathing pattern; mark manuscript to change rate; alter wording)


	 Transitional sounds (use lollipop and pauses to eliminate; remember that some are natural)


	 Accents and dialects (use lollipops to make sure that these do not distract; shorten elongation) 


Distractions of Facial Actions
	 Substituting mannerisms for emotion (work on stronger voicing and gesturing; see above)


	 Blushing (wear clothing that blends with red to minimize outward observation if any) 


	 Acting/over-excited facial expressions (check performance posture) 


	 Restricted emotional expressions (use children’s books; repeat an argument 3x alter its emotion)


	 Dissynchronization between emotional message and facial expressions


	 Dissynchronization between emotion and gestures 


(All dissynchronizations are eliminated by coordinating actions; emphasize one action to the extreme to check how 
other actions are coordinated; typically speakers who have these distractions are not acting so any exaggeration will 
probably display a normal and genuine range of emotions.)


Note about Distractions:  A powerful speaker can exhibit distractions, but they may not interfer with the outcome of the 
speech because the speaker’s other actions are engaging.  
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Target Audience


What this handout is about
This handout will help you understand and design a presentation for a target audience. 


Audience vs Target Audience
When you’re in the process of creating a presentation, it’s easy to forget that you are actually targeting specific 
people. A group flocks to action because people within the group drive the other partiicpant’s actions. Your 
responsibiity is targeting these people and motivating them to influence others. 


Aren’t my classmates my audience?
No, your professor is probably the target audience for a classroom presentation because the pro-
fessor grades the presentation. At the minimum you are driving the professor’s action of grading. 
You engage all participants, but it’s the throughput to the professor that affects the grading. 


Howard Dean is the classic example of a speaker who targeted the wrong audience. When he placed third 
in Iowa’s Democratic caucuses on January 19, 2004, he responded with a 
speech to lift the spirits of his campaign workers. Because of their noise, 
he had to shout. Unfortunately, the unidirectional microphone filtered out 
the crowd’s sounds and the telephoto lenses magnified Dean’s facial ex-
pressions. Dean described his “I have a scream speech” as rants. Dean’s 
mistake was targeting the wrong audience. He should have focused on 
the media audience. This focus would have highlighted the importance of 
how the microphone and telephoto lenses would frame his speech. Dean’s 
scream speech was broadcasted over 600 times on CNN turning him into a 
cartoon-like character. Although he placed second at the next primary in New 
Hampshire, he lost a 30% lead in a few weeks.  


How do I identify my target audience? How do I drive them to action?
Brainstorming is always the first step in designing a presentation. Before you even begin the process of think-
ing about your talking points, identify your target audience and what actions you want them to take. Use the 
following questions:  


•	 How many different audiences do you have? List them. Prioritize the list. Who are the target audiences? 


•	 What are their emotional triggers and how do use these triggers to motivate your target audience to action? 


•	 What are the benefits for supporters, reluctant supporters, and traders? What costs accrue for their positions?


•	 What preconceived views do people have of you? The arguments? How do you reinforce or change these? 


•	 What opportunities for social networking does this presentation provide?


A business presentation does not merely disseminate information. A powerful communicator motivates people 
to action. Brainstorming allows you to discover how to drive your target audience to specific action. 


 
This work is licensed by The Business Communicaiton Center, East Carolina University under a Creative Commons Attribu-
tion-NonCommercial-NoDerivs 2.5 License 





