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Improve your existing visuals

Editor’'s Note: Welcome to Before & After,
a new column that will help you design
more powerful presentation visuals. Each
month presentation consultants Claudyne
Wilder and David Fine will critique and
redesign a reader-submitted presentation
and showcase their work in a before-and-
after format. This month, Wilder used
three different slides from some of their
past clients to emphasize common design
errors. If you'd like to have your presenta-
tion critiqued in a future column, see the
box at the bottom of the next page.

John Burt wasn't happy with his laptop
presentation created in-house. Yes, he
could modify and update it himself, but
it looked so plain — like every other
PowerPoint presentation. He urged his
assistant to investigate options for creat-
ing a better quality presentation.

Burt is part of a growing trend —
CEOs and other senior executives who
carry their companies’ stories in high-
impact electronic presentations on their
laptop computers. Once such a strong
core presentation has been developed, it
can easily be modified for different audi-
ences. At a moment's notice, the execu-
tives can change, customize or fine-tune
elements of their presentations to fit a
new audience — shareholders, bankers,
customers, suppliers and employees.

CEOs want classy-looking presenta-
tions and the ability to change them (or
to have their assistants change them) on
the fly. New software developments
combined with advances in laptop capa-
bilities now make it possible to have the
best of both worlds — an expensive-
looking presentation that is also user-
modifiable. This can be achieved by cre-
ating hybrid presentations using a range
of software programs all linked into one
cohesive format. The screens most likely
to be changed by the user (text, certain
charts or other information) are created
in PowerPoint. Other elements are creat-
ed in a variety of more advanced pro-
grams. Here are three specific ideas for
enhancing your presentations.
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The Animated Opening Module;

We're the Best

Before: This simple screen showing the company’s logo is plain. It is
focused on the company, but not on the customer. It could easily have a
picture to add visual interest and excitement — pictures are easy to find
and add to a title screen.

After: First, we reduced the size of the company logo. The audience
usually isn’t very interested in the logo. We added customer pictures
and images that reflect the audience mix. (Hint: If your audience mix
changes frequently, you should make several title screens, each reflect-
ing a different audience. The presenter can then choose which title
screen to show). We wanted a strong opening to grab the audience’s
attention. We know that agendas are useful to share right at the begin-
ning of a talk. The agenda lets your audience know the key areas you
plan to cover. In this case, four key phrases — investor messages
repeated throughout the presentation — appear on the slide during
the opening 30-second module. Pictures and words are choreographed
on the screen to provide an upbeat feeling and image for the company.

Process: The visual is the first screen of an animated opening that
has been inserted into a PowerPoint presentation. It is a 30-second,
self-running sound-and-action module created in Macromedia Director
(as an .EXE file). Clicking on the screen title initiates it.



The Upscale Chart:

“04” of Work Force Self-employed

Before: This chart has some prob-
lems. First, the title is not very
descriptive. Second, the 3D effect
makes it almost impossible to see the
exact percentages. Many people think
3D charts are always the best, but
that is not true, because they often
make seeing exact numbers difficult.
Third, the phrase, “As a percentage of
all workers,” isn’t interesting to view.

After: This revision of the title more
clearly explains the content. By putting
“% in the title, the audience knows
the numbers are percentages. The
trend line makes it easier to see the
growth. And when you include the
1975 and the 1995 percentages, the
audience can see the increase in the
number of self-employed people has
almost doubled. You no longer need
the phrase “As a percentage of all
workers.” And notice the addition of
the word “Market” at the top of the

The Custom-Designed Background: MDS

After: In this case,
no “before” exam-
ple exists, because
executives at MDS
Inc., a major life sci-
ence and health
care company, did-
n't want a simple
colored background,
nor did they want to
use one of the soft-
ware programs’
numerous tem-
plates. Many com-
panies want a custom design that
gives the presentation a unique feel.
This is becoming more important as
audiences now recognize some of
the backgrounds taken from the
major presentation software pro-
grams. A company does not want to
show up and see that its competi-
tor’s presentation uses the same
background.

MDS Inc. wanted a new custom
look created. After going through the
checklist | use at the launch of every
new project to determine a client’s

screen. This presentation has many sec-
tions, so to keep the audience aware of

which section the presenter is discussing, the sec-
tion name will always appear at the top. Section
titles are especially useful when discussing differ-
ent products. You can put one on a sidebar or at

the bottom of the page.

R,

The Build: As a background, the blank chart and
title come up. Second, the number ““9” comes up on

the screen. Third, the trend line appears,
showing the percentage of the work force
that is self-employed. Fourth, the number
“17 appears. In this order the presenter
can tell a story about how the increase
occurred. Finally, the presenter brings up
the trend line for the future and discusses
key points about the future.

Process: The chart is an example of a
simple, bright chart. It was created in
Photoshop, since it is not likely to be
updated frequently. The animation was
done in PowerPoint.

preferences, this image emerged. The
look was carefully crafted to reflect
images in the company’s annual
report, supplemented by stock pho-
tos. A dark blue, slightly blurred ver-
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sion of the image provides the background for the body
of the presentation.

Process: Photos were scanned in. The image was then
manipulated in Photoshop and inserted into PowerPoint. &

Get your presentation critiqued for free!

Do you have a presentation that
falls flat or blends into the
crowd? It may simply need an
injection of energy, organization
or individuality. To have your

material considered for a Before
& After redesign, send your pre-
sentation on a Windows-com-
patible floppy disk to Claudyne
Wilder, Wilder Presentations,

57A Robinwood Ave., Boston,
MA, 02130; 617.524.7172; clau-
dyne@ quik.com. Only presenta-
tions selected for redesign will
be returned to the sender.
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Sell your ideas with a sa
use of graphics and words

product-orient-

ed sales presen-
tation, there’s
always a fine line
between saying too
much or too little
about the product.
You will notice in
these examples
that we cut some
text, assuming that
the audience need-
ed to hear less and
absorb more. To
keep the clutter to
a minimum on the
screen, we also
removed the logo.
Since the word
Nature? appears on
SO many screens, it
wasn't necessary to
use the logo.

If your company
has strong name
recognition, you
may not need to
include the name
on every screen. If
you want your
audience to
remember the
product or compa-
ny name, then you
must decide how
many times to
show it to them.

| recommend
using your logo on
your opening
slide, but ask your-
self if it really adds
anything to the
rest of the slides.

If the answer is
no, leave it off.

| n creating a
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Put your most important
info on center stage

Before: This screen shows a quote from
an industry research expert. That is not the
visual’s most important point, yet it is given
center stage. The title doesn’t describe the
visual’s real point. And the font size used for
the motivations is too small.
After: We titled the visual to
indicate what is most impor-
tant, deleted the quote and
formatted everything in a
larger font size.

The Build: We decided to build
this visual to add suspense and
variety to the screens. The build
starts at the bottom and goes up
the list. We chose to show the most
important motivation last. This
screen is a good one to use for
interaction with the audience.

Use tabular
comparisons to beat
your own drum

Before: Here we have a table. The
point is not to look across and notice each
category, but to look down and see that
Nature? satisfies consumers. Also, the presenter
can speak the sentence that now appears at
the bottom of the slide. If the presenter is wor-
ried about remembering that point, it can be

built to come onto the screen after
the table is discussed.

MATURE: SATISFIES CONRSUMERS
After: First, we made a ~7 R i ] it e i e |
real table. And we put NS LI e
Nature? first. We want the o e I S e e
audience to see Nature? as they fuiled | R
start looking at the chart from left frovee - S i e e
to right. And we want Nature? to o R )
stand out, so we made the column | | | | | |
a different color. We deleted some hepeld gl btk bonal tha
words and shortened the features '
in the far left column. You want to 2T

make it easy for your audience to
compare products, and you want your product, naturally, to appear the best.



Hilver

Creative builds are
great ways to
communicate
complex ideas

Before: This screen includes a sentence. If this sentence is already visible, what
is the presenter going to say? The screen also labels the cells. Again, the presen-
ter has less to say if everything is shown on the screen.

After: The revision of this screen is created as a build. The presenter can then
talk as the pictures and words appear. Creation of the word destroyed was done
in Microsoft WordArt.

The Build: First the healthy cell appears then the silver ions come in from all
directions on the screen — this seemed like an appropriate screen in which to
use some fun builds. Then the destroyed cell comes up with the word destroyed
moving on top. Afterward, the words bacteria, viruses and algae appear. These
words could be left off, depending on whether the presenter thinks he will
remember to say them.

Categorize large lists for quick reference
Before: Here we have a list of all the great things about Nature® The problem is that the list
is long, so the audience members gasp internally when seeing the screen. They are
wondering whether the presenter is going to speak about each item. Meanwhile, the
presenter is wondering how to go through this list without being boring or monotonous.

After: First, we made the title more explicit. Then we put the list items in cate-
gories. The audience can grasp three categories more easily than a list of more
than 15 points. Also, the presenter can say, for instance, “‘Here are all the

@ reasons Nature” ranks No 1. | want to speak about the science area.” This
makes it easier for the presenter to present.

The Build: If the presenter chooses to talk about each category, the categories

can be done as a build. @

Get your presentation critiqued for free!

Do you have a presentation that falls  floppy disk to Claudyne Wilder,

flat or blends into the crowd? It may ~ Wilder Presentations, 57A

simply need an injection of energy, Robinwood Ave., Boston, MA 02130;
organization or individuality. To have  617.524.7172; claudyne@quik.com.
your material considered for a Before  Only presentations selected for

& After redesign, send your presen-  redesign will be returned to the
tation on a Windows-compatible sender.
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Punch up your financial data
with creative charts, builds

e have all seen presentations
of financial or quantitative
information that fail to hold

our attention. But financial presen-
tations don't have to be boring.

Four ways to avoid boring

your audience to death

There are four key ingredients to

an effective financial presentation.
Ensure there is a reason for

each visual. Each screen should

exist for the purpose of making a

point — not just to show a con-

densed version of the company’s

BEFORE

balance sheet or income statement.
Guide the eye to the main
point. The key point of each
screen should jump out at the
audience. If it takes 30 seconds for
the audience to determine the
message, you've lost the audi-
ence’s attention for that period.
Less is better. The most com-
mon trap is cluttering the screen
with too much of everything —
too many numbers or charts with
multiple lines. This defeats the
basic purpose of a visual, which is
to highlight a key point, not act as

of a whole

a script for the speaker. If the
speaker needs a script, write one
for him. But don't put it all on the
screen!

Use pictures and builds to
hold the audience’s attention.
The big advantage of electronic
presentations — builds — is a
powerful tool in conveying bite-
size pieces of financial informa-
tion. A five-year bar chart of
steadily increasing earnings is a lot
more impressive if each bar glides
onto the screen than if the entire
chart appears at once.

An animated pie chart is the best
way to communicate percentages

BEFORE: This international company presented global
sales information in a straightforward table showing rev-
enues by geographic area. The point of the visual is not
clear, the eye tends to wander and there are no builds. The
one favorable point is the amount of information — the
visual is not cluttered.

AFTER: 1 First, the designer added a custom-design
look to the entire presentation with a distinctive element

for each section on the left-hand side. The chart design on the

left indicates the visual is part of the financial

overview section.

2 To highlight the key point of the visual, we
changed the title to “An International
Company” — a far more exciting title than the
previous “Breakdown of Revenues.”

3 Using advanced design programs (Corel
Dream and Photoshop), an interesting three-
dimensional pie chart was created to replace
the table of numbers. This has the dual effect
of showing the information visually, in a pie,
as well as adding a global feel.

4 Finally, the pie was animated with each
component entering the screen separately. The
spiral build creates a sense of anticipation as
the components appear and helps to hold the
audience’s attention.
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Pictures with directional arrows
help the audience focus on the
key message

BEFORE: This savings-and-loan company wants to show it is sav-
ing money by encouraging clients to shift to lower-cost electronic
channels. The point of the visual is somewhat confusing. The eye
tends to be drawn to the numbers, but exactly how they relate to
the title is not obvious. Pictures and builds would definitely add to
the impact of the visual.

AFTER: 1 The company contracted with our firm to design a cus-
tom template with a subdued blue map of the world as a back-
drop. Designer templates always differentiate your presentation
and ensure that it will never look or feel like anyone else’s.

2 Wording changes were made to allow the audience to quickly
grasp the point. The new title, “Reducing Costs Substantially,”
clearly states the point of the visual. It also prepares the audience
more effectively for the information that will appear momentarily
on the slide. The previous title, “Expand Lower Cost Electronic
Channels,” is a good one, but it would fit a quite different slide —
one showing a trend line of an increasing share of the company’s
transactions moving through electronic channels. This would be a
good follow-up visual. The wording of the subtitle was also tight-
ened to better explain what the audience is looking at.

3 Pictures of each electronic channel, with arrows and builds, were
added to deliver the message more powerfully. The picture of each
channel builds separately. The picture appears first, then the
arrows build (a “wipe-down” build). And the number builds last.

The result is a simple, clean and highly effective visual, with the
key point reinforced as each of the four channels complete their
build sequence. B

Get your presentation
critiqued for free!

Do you have a presentation that falls flat or blends into the
crowd? It may simply need an injection of energy, organization
or individuality. To have your material considered for a Before
& After redesign, send your presentation on a Windows-
compatible floppy disk to Claudyne Wilder, Wilder
Presentations, 57A Robinwood Ave., Boston, MA 02130;
617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.
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To Increase understanding.
highlight the Important stuff

his is a test. Find the infor-

mation. Sort through the

numbers. Compare the infor-
mation. Then make a recommen-
dation. You have 15 seconds.

If the information hadn’t come
to you in the form of
screen after screen of
numbers, complicated
charts, bulleted text, clip
art and photo collages,
you might have had a

p Vapendiiore st ol

The numbers

4 BEFORE: The numbers here

are not very easy to read
because of the layout, the
background design and
the serif font. If we kept
this layout, we'd take out
the bullet in front of

chance. Unfortunately,
the person presenting the
information made it too
difficult for you. You
wanted to understand the
information, but...

The truth is, people real-
ly do want to understand
what you are saying. As a
presenter, it's your responsibility to
make that task as pleasant and
interesting as possible. You can
begin by organizing your informa-
tion intelligently.

Let's start with the numbers 4 BEFORE: The data
problem. People are used to ST here is presented in
processing numbers in i e 1 E bulleted phrases. It
columns, so go ahead and dis- i is hard to sort out
play them that way — but and difficult to tell
don't display so many numbers which piece of
that people can't read them. If information came
you find yourself saying, “I first. Plus, the way
know you can't read this, but...” it is set up, the
take it as a clue to do some presenter is
numerical trimming. If your audi- forced to go
ence needs all the numbers, give through each
them a hard copy and present bullet.
only the highlights onscreen.

What's the best way to deal
with information that happened
over a period of time? People usu-
ally comprehend such information
faster when it is presented in a
time line or flowchart. The trick is
to make your time line so simple
that the information is self-evident.
That way, you can spend your
precious speaking time interpret-
ing and adding value to the infor-
mation on the chart.

“Overall” and change

the remaining bullets
and title to a color other
than red. The color red
used with finances
tends to make audi-
€Nces Nervous.
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Get your presentation critiqued for free!

Do you have a presentation that falls flat or blends into the crowd? It may simply
need an injection of energy, organization or individuality. To have your material con-
sidered for a Before & After redesign, send your presentation on a Windows-
compatible floppy disk to Claudyne Wilder, Wilder Presentations, 57A Robinwood
Ave., Boston, MA 02130; 617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.
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AFTER: Here’s a different design based on >
the presenter’s need. The presenter wants

to explain the individual expenses before
showing the final number. So instead of
drowning in a sea of numbers without con-

text, the audience will understand precisely

why the presenter’s news is so shockingly

good — a message they shouldn’t miss.

AFTER: The information is presented in a see-it-at-a-glance fashion,
leaving the presenter with the more interesting task of explaining
how the information is important and what it means for the future.
The presenter doesn’t have to read each year’s events. She now has

the choice of building the screen, uncovering the information by year,

or, if she needs to quickly display the information and move on, she
can bring it up all at once.

The arrow design was taken from a PowerPoint slide master. The
background was made by going from FORMAT to BACKGROUND to FILL
EFFECTS to PRESET. Our Preset choice was wheat.

4 AFTER: We removed the background to make

the numbers more readable. Then we put the
key number first. Again, depending on how
much the presenter has to say about each of
the expenditures, they can be built (presented
one by one) or displayed all at once.

1 b DI" u.l“ 1] T-JHI.. i pTL 1|"r..L.

MATION

AFTER: Here
< the presenter
can have fun
building the
information
by year. This

type of lay-
out lends
itself to a
build.
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Get your
presentation
critiqued free!

Builds and pictures make
fund raising come alive

Judith Nichols presents to charities to help them

understand how the fund-raising world is
changing and to teach them how to raise money
more effectively. Until now, her visual aids have been
primarily overheads with text. Judith now wants to
move into the electronic age but can't be too slick
about it — so she submitted a presentation to us for
an overhaul.

The presentation we prepared for her is done in
PowerPoint Office 97. Fortunately, her visuals lend
themselves to electronic presenting and her presenta-
tion contains lots of interesting statistics. We used

R aising money in this day and age is difficult.

10, 75% are ot old cnough to remember

thi 1929 mmarkel crash
L1 2% don’™t remcmiber “befors T

12 m wree Tl ol |_~:|1|:_:n||sj'| ley Temember
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Do you have a presentation that falls flat
or blends into the crowd? It may simply
need an injection of energy, organization or
individuality. To have your material consid-
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ered for a Before & After redesign, send
your presentation on a Windows-
compatible floppy disk to Claudyne Wilder,
Wilder Presentations, 57A Robinwood

builds to make the statistics easier to comprehend,
and pictures to bring her text and quotes to life.

Judith’s presentation can be divided into three cate-
gories: statistics and information on how the world of
donors is changing, action items charities need to con-
sider, and, finally, motivating quotes and phrases.
These three topic areas are interspersed throughout
her presentation.

To communicate to the audience which topic is
being addressed at what moment, we created two
icons: One, the check mark, represents actions for the
audience to consider. The other icon, the percentage
sign, tells the audience to consult a previously distrib-
uted handout of percentages and numbers.

Create screens for
audience interaction

BEFORE: The screen for this slide was text with the numbers
written out.

AFTER: To make the presentation more interactive, audience
members receive a statistics handout with the percentages
and figures left blank. During the presentation, audience
members fill in the figures as Judith builds them onscreen.
You may wonder why the phrases are numbered 10, 11,
etc. It's so audience members can easily find them on the
handout. The statistics were done in WordArt. We could have

used pictures to represent each of the statistical events in the
presentation, but that was a slicker approach than Judith
wanted.

THE BUILD: If Judith decides to break the audience into
groups and let them brainstorm answers to these four ques-
tions, she won’t build the phrases. But if she decides to inter-

act with the whole audience and have them guess as a
group, she will build each phrase. The statistics are built with
the PEEK FROM LEFT custom animation.

Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations
selected for redesign will be returned to
the sender.
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Cut the words

BEFORE: Too many words, some redundant, others unnec-

essary. Also, the empty-box bullets make it look as though
something is missing.

AFTER: We pared down the words and made each thought
a separate text box to give us options for animating them.
The check mark in the upper left is used throughout the
presentation to signify action ideas for the audience.

THE BUILD: First, “From” and “Methodology” APPEAR. The
“To,” the arrow and “Donor Driven” WIPE RIGHT. We use
the same formula for the rest of the screen where the
From’s APPEAR and the To’s WIPE RIGHT.

Toward a Diverse Anerica
FLRECL MR L O ILERA, FOPLLA ] K LY Rl

1985 2050
Mon-Hispanii Whilss  73.6%  525% .

Use photos to illustrate
key points and quotes

Judith’s presentation included many quotes and key points written in
text, in the middle of a screen. This is the part of the presentation that
cried out for some color and photos. Different images were used to add
interest to the key points. These screens are the fun, imaginative part of

the presentation. They give the audience a breather from processing
the statistics and action-item screens.

THE BUILD: Here’s how we custom-built the animation. “From Now
On” slides onto the screen by using the CUSTOM ANIMATION to PEEK

FROM LEFT. Then, “In Transition” and the photo are placed using zoOm
IN FROM SCREEN CENTER.

7
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Use charts _
whenever possible

rphi BEFORE: Many audience members will become frustrated

when they attempt to decipher the differences between 1995
and 2050. If you tell them the numbers are percentages, you
don’t have to include the percentage sign by each number.

AFTER: We created the chart with the exact look we wanted,
then ungrouped it. We then grouped it so race and percent-
age difference appear first, then the bar charts for that race.

It took a while to get races and numbers correctly grouped,
but it looks wonderful when it’s animated.

THE BUILD: The race and percentage difference use ZOOM IN
animation to grow onscreen. We kept the bar charts simple.

The bar charts use APPEAR animation. @
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Chart a clear course for
petter financial graphics

reating charts is
an essential part
of most presenta-

tion design. But all too

often, rather than high-

lighting key points
clearly, charts are
unclear and end up
needing a lengthy
explanation to be
understood.

A chart is creat-
ed for a reason.
The most common
mistake is to simply
put a chart showing
sales or earnings
into a presentation
without identifying
the reason for its
existence. One of our
clients recently insist-
ed that we include a
summary of the com-
pany’s balance sheet in
their presentation. The
financial analysts were
complaining that the
company had not dis-
cussed its debt-to-equi-
ty ratio, because the
information was buried
in the balance sheet
but not readily appar-
ent. A simple debt-to-
equity pie chart did
the trick.

Get your presentation critiqued free!

Do you have a presentation that falls flat or blends into
the crowd? It may simply need an injection of energy,
organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-
compatible floppy disk to Claudyne Wilder, Wilder
Presentations, 57A Robinwood Ave., Boston, MA 02130;
617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.
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Some handy
rules of

thumb
for charts

Grasping the point with a chart

In this example, we take a table of data that breaks virtually every presentation
rule and move it up, step by step, to become an effective chart.

BEFORE:
The rule-breaker table
This table contains a summa-
rized income statement for the
company. The point is not clear.
Is it to show improved efficien-
¢y — higher earnings on lower
sales — or is it simply to show
a turnaround in the bottom-
line earnings? Also, using red
is @ no-no in financial presen-
tations. A chart would help
significantly.

Guide the eye to the
main point: The key
point should jump out at
the audience. Use arrows,
animation or a different
color to guide the eye to
the main point.

The fewer lines the better: A chart should
be clear and simple. One powerful data series
(line or row of bars) per chart is preferable.
Using too many lines, or using different axes
for multiple lines, is confusing.

D Use an axis scale or data points —
but not both: If you are putting data points on
the actual line or bar, there is no need to clutter
the axis with a scale. It is redundant.

WWW.PRESENTATIONS.COM



AFTER: Step 1 — The rule-breaker bar chart
Having decided that the key point is to show the improvement in earn-
ings per share, the presenter created a chart. But the chart breaks most
of our rules. The bright red loss in 1995 draws the eye to that bar rather
than pointing it toward the improvement in 1996. Because the bars

show the values on top, the data on the y-axis is redundant and there-
fore unnecessary clutter. The lines around the chart are also unnecessary.
Also, 3D bar charts are notoriously confusing — it’s difficult to see exactly
where the top is. A simple, elegant 2D bar chart would work better.

AFTER: Step 2 — The basic bar chart
Making the improvements above gives us a basic bar chart. Note
its simplicity. The arrow guides the eye to the 1996 bar and high-
lights the improvement. The words “Up in 1996 have been
replaced with more meaningful information — “New strategic
alliance” — which helps explain the reason for the turnaround. A
few basic design effects such as shadows and shaded fills have
been added to enhance the visual appeal. While greatly
improved, we can still do more with this chart. Any ideas?

-. -' Z

EARNINGS PER Sipapp

AFTER: Step 3 — The high-impact chart

The content remains the same but we now add animation effects and fur-
ther upgrade the visual appearance. The chart now builds. First the 1995
bar appears (a “wipe up”” animation) as the speaker explains the loss. To
highlight the improvement, the arrow appears, followed by the 1996 bar.
As the new strategic alliance is explained, the words appear. To further
enhance the overall appearance of the presentation and the image of

the company, a custom-design look was created for the background. The ;
result is a strong overall message with the audience quickly grasping (5143,
the improved earnings per share derived from a new 1065
strategic alliance. & <3 L |

Remove details:
Grid lines, footnotes
and other details
detract from the key
point. Remove them
whenever possible.

WWW.PRESENTATIONS.COM
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Claudyne Wilder

Claudyne Wilder is
a trainer, profes-
sional speaker and
author of several
hooks, including
Point, Click and Wow!
A Quick Guide to
Brilliant Laptop
Presentations and
The Presentations Kit:
10 Steps to Selling
Your Ideas. Contact
her at Wilder
Presentations,
617.524.7172,
claudyne@quik.
com, http://

wilderpresentations.

com.

Dynamic b
secret key

ST Belvedere develops portfo-

lio accounting and perfor-

mance measurement solutions
for institutional investment man-
agers. The company wanted to
upgrade its core presentation so that
it looked a little fancier and, more
important, was interesting to deliver.

To accomplish this, we first
redesigned the charts. DST
Belvedere wanted to leave copies
of the presentation screens as
handouts, so the theme of each
chart had to be pointed out.
Otherwise, they wouldn’'t make
any sense later.

Next, we looked at each dia-
gram and asked: What is the key
message? Using the answer, we
redesigned each one into a simpler
graphic.

Finally, we combined the com-
pany’s business and strategy
screens with simple, short words
that tell the audience about
Belvedere’s business and product.
Many of us have sat through a
whole presentation and, at the
end, wanted to ask, “What is it
you really do?” This screen
answers that question.

The finished version replaces
static, graphically confusing
screens with dynamic, simple
graphics and well-timed movement
that communicate DST Belvedere’s
key messages.

uilds are the
to effective charts

Use informative titles

BEFORE: To make sense of this pie chart, the audience must
look back and forth between the legend and the chart. Also,
the legend takes up a lot of space.

Spiipriare

AFTER: The statistics and labels are now con-
tained in and attached to each individual pie

Get your presentation critiqued free!

Do you have a presentation that falls flat or blends into the crowd?
It may simply need an injection of energy, organization or individuality.

To have your material considered for a Before & After redesign, send
your presentation on a Windows-compatible floppy disk to Claudyne
Wilder, Wilder Presentations, 57A Robinwood Ave., Boston, MA
02130; 617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.

slice. The title, “76% Focused On You,” concisely
sums up the point of the chart.

THE BUILD: Each pie slice is grouped with the
percent number and label. Each grouping
comes in with the STRETCH FROM LEFT, STRETCH
FROM RIGHT, Or STRETCH FROM BOTTOM CUSTOM
ANIMATION. The slide title APPEARS last.
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T provide an imtegrated solution o
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Chunk your
Information

BEFORE: DST Belvedere used a couple of text-only
screens to talk about its business and strategy. Here you
see one of those sentence screens, featuring a long,
rather clunky phrase.

Limit the text
In diagrams

BEFORE: Static and confusing, this screen didn’t take
advantage of PowerPoint’s ability to add and remove text
for emphasis. It also did little to communicate DST
Belvedere’s vision of itself as a company on the move.

AFTER: We gave the chart a more dynamic look and
matched it with our template. Notice that the colors in this
diagram and the colors on the pie chart are similar. Not
many charts or diagrams were included in this presenta-
tion, so we stayed with the same color combination.

WWW.PRESENTATIONS.COM

AFTER: The key

chunks of information about the business are listed. The

hardest part is figuring out how to name the chunks. We
broke up the sentences into their key components. Then,

using as few words as possible, we fleshed them out and
arranged them in easy-to-digest bullet points.

THE BUILD: We used the WIPE RIGHT build for each of the
points because our eyes naturally move left to right as we
read. This screen is a good build transition when the presen-
ter provides extra information for each bullet point.

CUstomlzed Integratey Solutlons

THE BUILD: As the screen comes up, the circle in the mid-
dle anchors the slide. “Trading” WIPES RIGHT, then the
words below it APPEAR. After “Analytics™ WIPES RIGHT, the
words below “Trading” disappear, and so on.

By making the words associated with one piece of the
graphic disappear on the next mouse click, we were able
to keep this chart uncluttered. But even after the informa-
tion disappeared, a reminder of the systems DST Belvedere
supports remained onscreen — helping both the presenter
and audience remember them.
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Claudyne Wilder

Claudyne Wilder
teaches and licenses
her Presentations
Point, Click & Wow!
seminar to compa-
nies and consul-
tants. She is a pro-
fessional speaker,
co-author of Point,
Click & Wow! A Quick
Guide to Brilliant
Laptop Presentations
and author of The
Presentations Kit:

10 Steps for Selling
Your Ideas. Contact
her in Boston at
617.524.7172,
claudyne @quik.
com, or visit www.
wilderpresenta-
tions.com.

Your graphics should tell
the story behind the numbers

ilgrim Insurance is bidding to

be the insurance carrier for

Commonwealth Automobile
Insurers. They have turned in their
proposal and now must give a
presentation — complete with per-
suasive graphics.

The “before” examples are charts
imported from Excel. Each of the
charts has an important story to tell,
but in each case the graphics don’t
communicate the story as clearly or
as compellingly as they could. The
“after” visuals are designed to
empbhasize key points and make

sure the audience understands
Pilgrim’'s essential message: Pilgrim
Insurance outperforms the
competition.

When designing the new
charts, a decision had to be
made about how the back-

The deep purple background is
classic and simple. It contains a little
bit of texture, but that's
about all. The black-
and-yellow checkered
look suggests automo-
biles and action and

ground should look. At right :
is an example of the same -
chart with two very different ]
looks: one with a conserva- 1

e adds an element of
e whimsy to the presen-
 JEeY tation. In real life,
- Pilgrim Insurance

tive purple background, the

other with a checkerboard design
that plays off the taxicab aspect of
Pilgrim’s business.

exavpie 1 Build @ bolder, simpler chart

BEFORE: This chart was imported from Excel.
While they may be nice to look at, 3D bars can
be confusing because some people read the
front of the bar and some read the back.

For precision and clarity, 3D isn’t always

the best choice.

Get your presentation critiqued free!

Do you have a presentation that falls flat or blends into the crowd?
It may simply need an injection of energy, organization or individuality.

To have your material considered for a Before & After redesign, send
your presentation on a Windows-compatible floppy disk to Claudyne
Wilder, Wilder Presentations, 57A Robinwood Ave., Boston, MA
02130; 617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.
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comparison.

THE BUILD: The blue “CAR average™ is the D
first element on the screen. Then “Liberty”
and “Empire” (Pilgrim’s primary competi-
tors) appear together using WIPE UP (from
CUSTOM ANIMATION). Then ““Pilgrim Taxi” uses
a WIPE UP, followed by “Pilgrim Companies.”
The company’s story is told concisely with
Pilgrim’s bars soaring past the competition.

AFTER: Notice that we made the “CAR [I
Average” a different color to emphasize
how much better Pilgrim is performing by

chose the purple, but
wanted to have a yellow cab zip
across the screen on the first and
last slide.

CAR Profila Score

I
Br.T
B g
1.7
ma
I e 3
-F LY I
? Pigri Empirs Laksarty F
-1 -"-_ ol
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BEFORE: This Excel chart has an
important story to tell, and that story
could be much easier to understand
and appreciate. As with the first exam-
ple, the 3D effect — among other
things — gets in the way.

AFTER: There’s a crucial story to tell here in the declining loss-ratio
numbers, but for maximum impact the statistics need to be broken
down and presented sequentially. In this case, it is much more effec-
tive to reveal the statistics one by one and connect them with an
arrow that reinforces the key message.

THE BUILD: First, the “1995 PY Standard Loss Ratio™ WIPES UP,
followed by “1995 Pilgrim.” The story gets interesting when
*“16.5%" WIPES DOWN, illustrating how impressively Pilgrim has
beaten the standard loss ratio. To continue the story, ““1996 Pilgrim”
WIPES UP and the *“7.3% arrow WIPES DOWN, showing how Pilgrim
has beaten its own 1995 record.

exaveLe s Break out important information

LY A | ALY e
Wi TS A

!
|
|

Year Liabllity Loss Ratios

|
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ek | { _-
w’. -.'-_ .'_:I
I N - R - T v e

BEFORE: This chart also comes from
Excel. It includes lots of numbers —
are always a challenge in charts. Notice
also that the legend is backwards from
the colors, adding further confusion.

WWW.PRESENTATIONS.COM

AFTER: The original chart had too many numbers to show all at r—

once. The chart’s story is that the numbers have gone down. To I——

make the percentages stand out, we put them in a box. Otherwise, et p |

they must compete with the lines on the chart. T :|
i = e

THE BUILD: “138.9 and “113.6” APPEAR. Then “18%" ZOOMS IN. e i

Next we go to the bottom trend line, where “80.2” and “68”
APPEAR first, then ““15% ZOOMS IN. After that, “89.2”” APPEARS and
“21%” zOOMS IN. Finally, “70.4” APPEARS, then *“-4%” ZOOMS IN.
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Claudyne Wilder

Claudyne Wilder is
a professional
speaker, co-author of
Point, Click & Wow! A
Quick Guide to
Brilliant Laptop
Presentations and
author of The
Presentations Kit:

10 Steps for Selling
Your Ideas. Contact
her in Boston at
617.524.7172,
claudyne@quik.
com, or Visit www,
wilderpresenta-
tions.com.

Assisting Wilder

is presentation
design and
training consultant
Jennifer Rotondo,
770.421.9867,
rotos@mindspring.
com.

Simplify and organize your
Information for better slides

has developed close to 100

presentations on different
subjects ranging from corporate
meetings to product/services
overviews. About 90 percent of its
presentations are given electroni-
cally and the company’s commit-
ment to presenting is evident from
its state-of-the-art presentation
facility, where it hosts more than
300 customer visits yearly.

F isher-Rosemount Systems Inc.

exavpie 1: Be specific

Fisher-Rosemount wanted to
add a new look to its presenta-
tions with a different background.
The background, created using
Photoshop, is made up of three
images: brushed steel, a keyboard
and two co-workers. To make all
of them the same color, we col-
orized them (in Photoshop: IMAGE
t0 ADIUST tO HUE/SATURATION, click
the coLorize box under the save
button, then slide the HUE tab to

Wil Thes |1 ey

Wi e |wn Lamen DOHFY
wiiteel bk been | CLRHETS

mHOR = the ioseg bong doec T
WE bl
ml Enmanii & lonk

e et

— AGFNDA
Wi¥led b s “Fen NG peubden™?
Wtk 15 the Tear AN Organesbon?
UL IR | O of ™Y ear 2000 complan®

WWHAT will b Yioor 2000 compilants
mFTHEN - S\ wH Indndeng e ahecibY

Ry Soppmiarn iyt

©cnemn eegmmserwwr

BEFORE: This agenda is too long. Audience

members take one look at all those bullet points
and inwardly groan — not the best way to start

a presentation. Also, it doesn’t look as though
the presenter has organized the information in
any meaningful way. It just looks like a laundry

list of information.

the left toward the blues). The
company also wanted to learn
how to cut down on the busy
details in some of its slides. One
of the questions we repeatedly
asked company representatives
was, “How can this information be
chunked into groups?” Their
answers helped us decide how to
restructure the agenda and the
flow chart.

Tl e

AFTER: We shortened the agenda so that the audience isn’t over-
whelmed. We numbered agenda points so the presenter can say,
“Here is my agenda. Before | start, let me say a word about No. 4.”
Numbering the points makes it easy for the presenter to point them
out and discuss them.

THE BUILD: There is no build. The presenter doesn’t want to dis-
cuss each one, so there is no need to build them. Rule of Thumb:

Get your presentation critiqued free!

Do you have a presentation that falls flat or blends into the crowd?
It may simply need an injection of energy, organization or individuality.

To have your material considered for a Before & After redesign, send
your presentation on a Windows-compatible floppy disk to Claudyne
Wilder, Wilder Presentations, 57A Robinwood Ave., Boston, MA
02130; 617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.

Don'’t build points unless you plan to say a sentence or two about
each point you build.
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exavpie 2 Eliminate redundancy

W ECar 2000 =g Inoludes:
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BEFORE: This slide’s title doesn't fit

with the content. Also, some words AFTER: We made the title more accurate and listed the tests as
appear more than once in the slide. simply as possible.

Rule of Thumb: Space is limited, so try

to keep words from appearing more THE BUILD: Each of the four points WIPES RIGHT. Finally, the comput-
than once on the same slide. er with the yellow screen ZOOMS IN FROM CENTER.

exavpie 3 Break down busy charts

Y2HK Site Process

| VI Chatin e iy [

R ] Fun = Plans
|I-I.mhthn|
o implemant Plan 7 -
i T
|1’.-:I1ilﬂlh'rh-1| -
[ R —

1 1 e, 17 e, _“? {:;;lmm
L2 i

BEFORE: This flow chart is too busy.
There are circles, squares, different col-

ors and a lot of redundancy in the text. AFTER: We simplified the process as much as possible. We com-
Basically, the hardware and software bined the hardware and software into one process to look clearer
process is much the same. This chart and more organized. Also, we eliminated all the different-shaped
makes the process look more compli- boxes and circles, and replaced them with block arrows from the
cated and confusing than it really is. Autoshapes menu of PowerPoint.

THE BUILD: First, the goal stated at the bottom — Compliant
System (HW/SW) — swIVELS and the presenter starts the story by
discussing the goal. Then “Inventory” WIPES DOWN. The yellow arrow
then WIPES RIGHT and the text APPEARS. Next, “Identify date issues™
WIPES DOWN, the yellow arrow WIPES RIGHT and “Plans’ APPEARS.
Finally, “Implement Plans’ WIPES DOWN.

[
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Reduce clutter and verbiage
to simplify your slideshows

S Industry makes planning

and estimating software and

sells it to manufacturing com-
panies. A few of the goals it had
for this particular presentation
were to:

= Create a new background
look. The old background didn’t
look cohesive enough. A new
background needed to be simple
because the company didn’t want
to omit the background every time
it needed to use a diagram — and
it uses lots of them.

= Make the presentation easier
to give. PS Industry wanted the
presenter to be able to look at a
screen and instantly know how to
talk about it, so the information on
the slides had to be more tightly
focused.

= Make the charts illustrate the
key points. The company wanted
the presenter to be able to tell a
story with the charts, using the key
points on the slide as a guide.

= Make the builds more creative.
In addition to making the builds
more interesting, PS also wanted
the builds to reflect the story being
told on the screen.

When we changed the back-
ground, we took off the words PS
Group because they were clutter-
ing the screen. The PS logo in the
bottom corner is enough to identi-
fy the company, plus the audience
is reminded where the presenter is
from.

In creating the boxes and
arrows, we also decided to use a
limited palette of colors. Too many
colors in a slide can detract from a
slide’s central message. If you are
illustrating how one element builds
on another, the elements them-
selves should be of similar colors

— or they won't look as though
they belong together.

To accomplish PS Industry’s
objectives, we essentially created a
cohesive background, cut out
some words and used fewer colors
to unify the presentation’s overall
look.

exampie 1 R@Writing company history

Fimuaey, X Hellaal

BEFORE: It's diffi-
cult to read each

The Gompany bullet on this slide
1984 because your eye
is forced to go
&0 from one side to
MY VA et the other. Also,
bullets placed on
uwa, un ma, a different-colored

background make
it difficult to see
that the phrases
are connected to

-

The

1984 foundcd
150 emiploye

800 customors

the ones on the
right side.

Company

Offices: US&. UK. Indla, Gepmanyy.

Halland

Get your presentation critiqued free!

Do you have a presentation that falls flat or blends into the crowd?
It may simply need an injection of energy, organization or individuality.

To have your material considered for a Before & After redesign, send
your presentation on a Windows-compatible floppy disk to Claudyne
Wilder, Wilder Presentations, 57A Robinwood Ave., Boston, MA
02130; 617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.
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AFTER: Company statistics come first. This makes it easy for the presenter to
talk about them at whatever length she wishes. The bullets now fit with the
design of the background and the presenter’s options for discussing the statis-
tics are left very flexible.

THE BUILD: Build these bullets only if the presenter is planning to talk about
each item.
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BEFORE: This slide has too many col-
ors and no central point of focus. This
was the shortest quote the company
provided, but we would have preferred
a shorter one. With quotes, the shorter
the better; you don’t want your audi-
ence to spend a lot of time reading
them.

AFTER: The photo is now in the center and we made it a bit bigger.
The title has been shortened and moved up to leave more room on
the screen. The placeholder for many of the titles is too low on the
screen, so we moved it up in the master to give us more room for
photos and diagrams. The quote has been shortened to emphasize
the cost-savings point.

exawpie 3: SIMPIifying a process explanation

e Librany:
KAPES Solution I, r.|u_|._-|”

T
BEFORE: This slide repeats a lot of the
same words. For instance, KAPES
appears on the slide five times, and the AFTER: We used Reference Library for the title because it is the cen-
word customer appears three times. tral point of the slide. The company is illustrating how its reference
Also, the colors don’t go together very library helps reduce and control costs. This slide now builds the story
well and the lines depicting the flow of how the customer can control and reduce costs using the KAPES
are hard to follow. information.

THE BUILD: 1) KAPES and the three boxes are already on the
screen. 2) Customer APPEARS. 3) The three boxes turn yellow as they
WIPE DOWN. 4) Method Creation WIPES RIGHT. 5) Time Analysis WIPES
RIGHT. 6) Cost APPEARS and the long arrow is set to WIPE RIGHT auto-
matically. &

WWW.PRESENTATIONS.COM PRESENTATIONS / OCTOBER 1998 35



Claudyne Wilder

Claudyne Wilder is
a professional
speaker, co-author of
Point, Click & Wow! A
Quick Guide to
Brilliant Laptop
Presentations and
author of The
Presentations Kit:

10 Steps for Selling
Your Ideas. Contact
her in Boston at
617.524.7172,
claudyne@quik.
com, or Visit Www.
wilderpresenta-
tions.com.

Co-writer Jennifer
Rotondo is a “new
media” consultant
specializing in elec-
tronic presentations.
She teaches her own
Advanced Power-
Point Design
Seminar. Contact
her in Atlanta at
770.421.2476,
rotos@mindspring.
com., or Visit www.
creativemindsinc.
com.

For a more professional ook,
choose hetter colors and fonts

obert Oxley is a trainer and

consultant for firms and indi-

viduals in the kitchen and
bath industry. Oxley customizes
his own presentations, but realizes
that to reflect the degree of pro-
fessionalism he wants, his slides
could use an upgrade.

Throughout this particular pre-

sentation, Oxley used many graph-
ics, but they didn’t match the mes-
sage as well as they could. In
Example 1, we tried to emphasize

the human aspect of Oxley’s train-
ing and consulting business, as
well as give Oxley’s name a brand-
like quality that it didn't have
before. And in examples 2 and 3,
the central message of the slides—
process and preparation—was hid-
ing in the small type. We retitled
both slides, using as few words as
possible to hit the core message.
The presentation also needed
more consistency in the fonts and
color scheme. Oxley’s previous

exampie 1: Match colors to presentation

L o gl i

ASID - Industry Partners

How to i

Fhar R
i Yo

PFOWER PRESENTATIONS

e

* ey Ty P b g b By mage ok LEHE

BEFORE: This screen contains too
many words, too many fonts and too
many different colors. Consequently,
the message isn’t clear.

Get your presentation critiqued for free!

Do you have a presentation that falls flat or blends into the crowd?
It may simply need an injection of energy, organization or individuality.

To have your material considered for a Before & After redesign, send
your presentation on a Windows-compatible floppy disk to Claudyne
Wilder, Wilder Presentations, 57A Robinwood Ave., Boston, MA
02130; 617.524.7172; claudyne@quik.com. Only presentations
selected for redesign will be returned to the sender.
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color scheme didn’t match his
message as well as it could, and
he tended to use too many fonts,
which makes the slides look a little
busy.

We improved both by introduc-
ing a different color scheme and
choosing one main point— Oxley’s
consulting expertise —to focus on.
With that and a little Photoshop
image manipulation, we were able
to give Oxley’s slides a much more
sophisticated and effective look.

Robert Oxley

Trvining & Corsiting, lne,

AFTER: We selected a calmer color—blue—to
fill the main background area, then used green
as a stimulating accent color. We scanned in
color swatches and the countertop sample, then
used stock photography to represent design
professionals. The colors of the countertop and
color swatches were chosen specifically to keep
the color scheme within the same hue. We also
colorized the stock photograph in Photoshop.
Here’s how: OPEN the image in Photoshop and
select IMAGE to ADJUST to HUE/SATURATION,
then click the check box for COLORIZE and slide
the HUE bar to the right and the SATURATION

bar to the left.
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Step #2
The Great Presentation
Enginearng Pra

BEFORE: Using different colors and font sizes
for each process is confusing. It makes some ele-
ments in the process look more important than
others, which may not be the case. The arrow
colors also clash, and the background is so
bright that it competes with, instead of
enhances, the message.

exaveLe 3 Get to the point

Step #3
You Make Your Own Success
Happen
L L Fimil 1 g

= - silemer
EVELY [FIERE
‘ fin s withim

THINK!

BEFORE: This screen’s message is to find a
quiet place and think before giving a presenta-
tion, but the clip art suggests that speaking is a
frantic juggling act. Also, the message Find 15
minutes goes over the background and isn’t
framed effectively.

WWW.PRESENTATIONS.COM

AFTER: To portray this as a process, we used colors that blend into
each other. We simplified the process by choosing single words to
describe it. We also changed the font to Abadi, which takes up less room. This made it
easier for the words to fit into the arrows.

The arrows were clip art from the original presentation. First, we UNGROUPed the clip art
in PowerPoint to convert it to a Microsoft Office drawing. This allowed us to manipulate
each individual arrow. We also simplified the color of the arrows, which places more
emphasis on the information as a whole. The title, too, has been shortened, and we used
a graphic to represent the step number.

Note: This is the background for the rest of the presentation. We used the photo from the
cover and added two others. We colorized each, just as we did on the cover, then created
a dissolve band to draw the attention from the photos to Robert Oxley’s logo in the
lower right-hand corner.

BUILD: 1) Vision, Target and Plan WIPE RIGHT. 2) Focus and Model/ WIPE DOWN.
3) Reward and Drive WIPE LEFT. 4) Focus WIPES UP.

AFTER: In addition to condensing the verbiage, we felt the presenter could add some
humor here, thus the executive with the ball and chain. Here the presenter can say, for
instance, “Force yourself to take time before your talk. Even if it means chaining yourself
down for 15 minutes.” For a change of pace, we also took off the pictures at the bottom
and made our figure as large as possible.

BUILD: 1) Find your silence before every presentation is on the screen. 2) The man with
the ball and chain CRAWLs RIGHT. 3) Finally, Breathe and Think! SPLIT VERTICAL OUT.
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Computer slides, easy-to-print
overheads really can coexist

The client

Gene is the value engineering
officer for the U.S. Army Corps of
Engineers in St. Louis. He prepared
this PowerPoint presentation for
the Natural Resources Conservation
Service (NRCS) in Sacramento, Calif.
The objective of his presentation
was to persuade the NRCS to con-
duct an engineering study on some
of its projects.

Gene is in the habit of using
overheads for many of his presen-
tations. But when choosing back-
ground colors, he tends to opt for
white because it makes printing
transparencies that much faster

and easier. Though this is often an
expedient solution, it does not
always result in dynamic slides.

For this presentation, Gene
needed a background that's easy
to print out, in case he has to use
overheads. At the same time, he
also wanted a background that
would look good in a computer-
based slideshow. Our goal was to
create a background that could
serve both purposes.

Two presentations in one

To create a background that was

both easy to print and easy on the

eye, we started with a simple back-

exavrie 1: USe builds to add interest

Five Pheses...

PR LT | T VT T

hmarrlnhem - Yenlling chuns®

Value Analysls Job Plan

1. T

neonmEn  Cxathor daba., . dinromily

Hpweailalez - | l=nn D onchre ] Ciadnoly b hal =

Aushores - Hilbeholcii-neainal fHcsm-maing

e - Wa-n Alksn Hiee

=

ground design. We decided to use
a background with an environmen-
tal feel because of the nature of the
organization to which Gene was
presenting. PowerPoint's Whirlpool
background did the trick.

We also needed to include
some white space to allow for the
use of overhead transparencies, if
necessary. To do this, we created
a white rectangle for the bulleted
text on the slide master. Then we
inserted two long, thin rectangles
where the white meets the back-
ground, which makes the white
rectangle look like an inset. (See
Example 2.)

BEFORE: Because Gene is describing a
process here, this is an ideal situation for
a build. Only the phase names should be
shown. The rest can be verbalized.

AFTER: To make this screen stand out, we replaced the white back-
ground with PowerPoint's Whirlpool design. To create the arrows, we
used a block arrow from AutoShapes, gave it a shadow, then used
one of the WordArt designs for the words.

BUILD: We decided to play with the builds on this one, making each one different: 1) Information swiveLs. 2) Speculation
CRAWLS FROM LEFT. 3) Analysis CHECKBOARDS DOWN. 4) Development uses FLY FROM BOTTOM-RIGHT. 5) Presentation ZoOMs OUT.
If Gene finds himself speaking to a conservative audience, he has the option of making all the phaseswiPe DOWN.
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EXAMPLE 2: ShOW, don't tell

S 2l w e

Fun¢tion Analysis - the heart
af the Value Methodology

. b e

‘What docs this dovice
do?

Don't call it by its
namez!

Lk o v E-rosun
definition.

[Te dmaErSal

Sihat elze will accomplish the
pegaired fumsiEn?

& Werb-noun desciptan
i =anretor donaus [(m
srradsy m e b bt
[= FrTES T FPE T
& Orther funcilesal wses
_.E:,r + S8 palat

+ Pry-ea

BEFORE: This screen should illustrate the
point of not calling an object by its name,
but using a noun/verb definition instead.
Whenever you have the opportunity, it is
better to show than to tell. Also, the
green square doesn't really enhance the
transfer-torque device (otherwise known
as a screwdriver).

exampiez TWO slides in one

v g hodo
F £

AFTER: To communicate the value-engineering approach to problem-
solving, we made the heading simpler and gave an example. It is now

easy to understand how other solutions can be arrived at by breaking

down an object’s function into verbs and nouns.

BUILD: 1) “What else will accomplish the required function?”” APPEARS.
2) The screwdriver image DISSOLVES. 3) Verb-noun description bullet
point WIPES DOWN.

Analysls Phaze

Erep the Stakcholder in mind. Do you realy
ursdzrstand ther nood=T

Wihich =olutions offcr the best combinabion
ot opcratianal chochvenoss, qualty ¥-

and khc-cycle saangsy

Firstdonbty and ank the cnbcna,
than rank fhe atarmafises

ailfeq s ]
aticee

and ke cvelo

A T
ncodsy

BEFORE: The important information is
buried in the text and the slide doesn’t
illustrate how the analysis phase fits into
the overall process.
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AFTER: We want the audience to see how the phase being discussed
relates to the four other phases, so we put the phase diagram on the
left. The phase under discussion is colored yellow; the others remain
light blue. If Gene wants to print overheads, he can use the white-
box option we have built into the slide master and it will still look
good. So, essentially, he has two presentations in one.

BUILD: 1) The phase diagram is on the screen, minus the phase that
is being discussed. 2) Analysis sPIRALS in. 3) The bullet phrases
WIPE DOWN. B
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numbers

n the August 1998 issue of

Presentations, we suggested

some changes to a presentation
made by Pilgrim Insurance to
Commonwealth Automobile
Insurers. One of our readers,
Howard Rohm, recently wrote
with some suggestions of his own.
We liked them so much we decid-
ed to share them with you.

Rohm is management support
systems director for Highland
Technology Services Inc.

What we like most about
Rohm’s approach is his creative
way of looking at the information
contained in our slides.

“The goal of analytical charts
should be to turn data into infor-
mation, so giving readers a sum-
mary or conclusion in the title is
usually a good idea,” Rohm writes.
“| re-titled the charts to give read-
ers a ‘bottom line.” This is espe-
cially important in a sales pitch.
Once Pilgrim leaves the client’s
office, the charts need to be self-
explanatory, so that others who
did not see the presentation can
judge the merits of Pilgrim’s pro-
posal as well.

“The charts should convey a
‘We're the best option’ message
for Pilgrim,” he continues. “If
every chart in the presentation
communicates that message,
Pilgrim’s chances of coming out
on top are that much better.”

Here, our original suggestions
appear as the “Before” slides, and
the revised slides based on
Rohm’s suggestions appear as
“After” slides.

2) Empire and Liberty APPEAR. 3) Pilgrim Taxi WIPES UP. 4) Pilgrim Co. WIPES UP.

THE BUILD: 1) CAR Average APPEARs.
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Reader’s suggestion makes

more meaningful

exampie 1 COlOrS emphasize, separate

CAR Profile Scora

BEFORE: In the
August 1998
“Before & After”
column, we
chose to make
CAR Average a
different color to
emphasize
Pilgrim’s high
rating relative to
the auto-
insurance
industry.

Pilgrim Outscored the Competition in the

Last Six Evaluations

AFTER: “Color can be used to highlight Pilgrim’s performance and
de-emphasize the performance of the competition, as can text
placement and font choice,” Rohm says. He suggests adding colors
to the graph to separate Pilgrim from competitors Empire and
Liberty. “Pilgrim Co. and Pilgrim Taxi are part of the same family;

Empire, Liberty and CAR Average are not.”

Rohm then separates the CAR Average value from the others by
turning it into a horizontal line. “CAR Average is not a company; it’s

an industry average of all companies combined,” he says.
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Pilgrim's Loss Ratio is Below Industry

ss Ratio Standard and Continues to Improve

s i i31/97

153% L
Filgrim Pligrim

BEFORE: There’s a crucial story to tell in
Pilgrim’s declining loss-ratio percentages.

In our August column, we suggested AFTER: Here, again, Rohm suggests representing the average value as
illustrating this story by connecting a horizontal baseline rather than another bar because1995 Policy Year
the bars with arrows that emphasize Standard Loss Ratio is an industry average, not another company.

the drop. Rohm also suggests getting rid of the downward-sloping percent-

age arrows, since these have a negative connotation at first glance.
THE BUILD: 1) 1995 Policy Year APPEARS. 2) 101.1 and 1995 wiPE

DOWN. 3) 16% WIPES RIGHT. 4) 93.7 and 1996 WIPES DOWN.
5) 23% Below WIPES RIGHT.

exaveLe 3 SIMPlify numbers for clarity

Loss Ratios For Taxis Declined More
Rapidly Than For Other Vehicles

BEFORE: To illustrate Pilgrim’s declining
loss ratios, we used a line graph and
broke out the important information in AFTER: Rohm agrees with this approach, but suggests ways to make the message even
easy-to-read boxes. clearer. First suggestion: Eliminate the data points because they aren’t essential.

His second suggestion is to eliminate raw percentages in favor of phrases that spell
out the key message. “Don’t force people to struggle with a new numbering conven-
tion,” he says. Make the chart as easy to understand as possible.

THE BUILD: 1) 138.9, Taxis — Down 36% and 89.2 are GROUPed, then WIPE DOWN.
2) 80.2, All Other — Down 12% and 70.4 are GROUPed, then WIPE DOWN. &
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AFTER: We had fun with this slide,
which is one of the first ones in
the talk. Each parental role builds
using the BOX oUT animation, and
a different sound punctuates each
one. The sounds are intended to
be humorous. For instance, the
cash register “cha-ching” used
with the word banker. Our goal
with this slide is to wake up the
parents a little and get them into
a good mood, even though the
discussion topic is difficult.

Drug awareness presentation

ary Loar is a prevention spe-

cialist with the School Board

of Polk County, Fla. He
works at the Mark Wilcox Center,
an assessment facility where stu-
dents land when they violate the
district's zero-tolerance drug pol-
icy. One of Gary’s jobs is showing
parents how they can prevent
their children from smoking mari-
juana. When presenting to parents,
his objective is to teach them con-
structive ways to discourage their
children from using drugs.

When we looked at Gary's pre-
sentation, we noticed he didn't
spend enough time giving parents
specific, concrete ideas. In eight
out of 10 of his slides he was
informing parents about why chil-
dren use marijuana and how they

= BESIRESINCTI) ENHICE. Y

34 FEBRUARY 1999 / PRESENTATIONS

get it. Only two illustrated what parents can do. We
felt that at least half of his slides needed to be devot-
ed to prevention ideas.

In this presentation, the nature of the topic gave us
room to do some unusual things. In most presenta-
tions, you want to use the same background through-
out. In this case, however, we completely changed
the background part way through the presentation.

The first segment of the presentation covers mari-
juana and how it affects people; the second segment
is about prevention. When Gary shifts to prevention
ideas, we thought, it would be appropriate for the
look of the presentation to change as well.

We also decided this presentation could use some
sound. Sound is rarely appropriate in a business pre-
sentation, but this talk seemed to beg for something
different. Most parents probably assume that this sort
of presentation will be dull and boring. So why not
wake them up at the beginning with some sound?

BEFORE: This slide is too hard to read
in all caps. Plus, in Gary’s build, he
made each point dim to white after he
discussed it. These points are impor-
tant, though, so the audience should
be able to see them the entire time.
Otherwise, they aren’t memorable.

L1 ]
e n—"-.!."_ i S Sy

Door Mat Y <
=2 r

S lawyer |

- wakes them up with style

SOUND BUILD:
Lawyer: WHOOSH

Banker: CASHREG
Door Mat: GLASS
Butler: DRUMROLL

Mechanic:
CAR BRAKE

Fairy Godmother:
CHIMES

Apologist:

RICOCHET
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BEFORE: Here, Gary showed the effects of
marijuana use over time, but he shifted
mid-stream from hours to days, making the AFTER: This slide is an ideal place to use a time line. We kept the
information more difficult to follow. actual time in hours, rather than switching to days, so that the com-
parison would be more direct.

THE BUILD: 1) The time line appears on the screen; 2) Visual, men-
tal, motor impairment SWIVELS; 3) Giggles, Slurred Speech WIPES
RIGHT; 4) Sweet Munchies WIPES RIGHT; 5) Impaired Judgment,
Accident WIPES RIGHT; 6) 70s ZOOMs IN slightly, the X SPIRALS IN.

exaveie 3. Make the most of key points

W CAN WE
(RVENE

BEFORE: Next, Gary was going to tell the
parents what to do, but he bunched too
many of his key points on one slide. AFTER: We changed the background so that parents know Gary is now talking about
proactive measures. We designed it so the background comes up blank at first, except for
the words Talk To Your Children... . This gives Gary an opportunity to make a verbal
transition as well.

THE BUILD: The build here is very simple. We did CUSTOM ANIMATION using
STRETCH FROM LEFT, and grouped the build by paragraphs.

1) Make statements and the bullet points under it STRETCH FROM LEFT.

2) Ask questions and the bullet points under it also STRETCH FROM LEFT. &
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Top-drawer slideshow fits
the bill for top-dollar trainer

To accomplish this, we began
by creating a new background for
Rick’s slideshow. Then we used
Photoshop to create some cus-
tomized images, and gave some of
his old slides a new conceptual
spin — a look that is at once
more graphically sophisticated,
simpler to understand and ulti-
mately more persuasive when it
comes time to close that big deal.

Rick’s presentation zeroed in on
six “keys” to help a salesperson
make a big sale — a process that
would otherwise be complex and
confusing. His content was very
structured and well organized for
this training session, but he need-
ed fancier graphics and a consis-
tent background. He also needed
to learn how to use slide anima-
tions when giving examples and
explaining theory.

Rick Page is the founder and pres-
ident of The Complex Sale Inc.,
which provides training and
methodology for sophisticated
sales strategies. Rick wanted to
enhance a two-day workshop to
match the needs of his client — a
large corporation that makes large
sales.

exavpie1: Create a ‘look’

BEFORE: This slide needed a new look
— a better way to display the concept
of Ricks six “keys.” Here, the focal
point was Rick’s chart-like company
logo, not his message. To graphically
represent the slide’s message, we
needed to de-emphasize the logo.

Controlling the
Complex W/
Sale

AFTER: Every company needs a “look,”
so we first turned our attention to the
background of Rick’s slides, selecting
visuals from the main points of his pre-
sentation. The man looking over the
maze represents how confusing a large
sale can be for a salesperson; the keys
in the corner represent Rick’s six keys
to a complex sale; the satellite dish
represents another concept Rick dis-
cusses in his presentation. In the center
is The Complex Sale’s logo, drawn with
a fountain pen. We framed this center
piece with an outside border filled with
a subtle pattern.
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Thess Level= of Sellig

BUILD:
: The entire pyra-
mid WIPES DOWN.
+ T ; - (For step-by-step
e E direction in
Photoshop, see
Www.creative-

mindsinc.com.)

BEFORE: In a somewhat dated-looking
graphic, this pyramid represented three lev-

els of selling. The importance of the arrow AFTER: We enhanced the graphics in Photoshop, first importing the
wasn'’t defined, and we thought that the pyramid from PowerPoint’s clip-art gallery, then copying the art to
pyramid lacked depth and the colors Photoshop, applying filters, and importing it back into PowerPoint.
should be more inviting. In any case, Rick’s You'll notice we took the arrow off as well. The information on the
concept had expanded to four levels of arrow distracted from the slide’s main point (the pyramid) and was
selling, so the pyramid had to be redone. something we thought would be better presented orally, not visually.

exavrie 3 USe bolder, better fonts

w5, Positional Power

Perswmgel

NEITHER
BEFORE: Conceptually, the graphic
makes the point, but it needed to be AFTER: We kept the graphic simple, but added colors to each circle.
more powerful and easier for the eye to The piece where the colors intersect became darker to symbolize BUILD:
comprehend. As it was, the main point their merging. To ensure the circles were the same size, we created 1. Positional
was buried, and the image seemed trans- one circle and copied and pasted it, then moved the circles until they Power WIPES LEFT.
parent because it had no fill. Further- overlapped in the center. Finally, we selected both circles and aligned 2. Personal Power
more, using a sans-serif font for some of them from the top; DrAW, ALIGN O DISTRIBUTE, then ALIGN Top. We drew WIPES RIGHT.
the text would make it easier to read. the center piece using the Freeform tool: AutosHAPEs, select Lines and 3. The center piece
then rreerorM. The text BOTH and NEITHER are 3D WordArt with a DISSOLVES. BOTH
drop shadow. In the top right corner, we put a key to tell attendees ZOOMS IN SLIGHTLY.
that we were now discussing the Positional Power section. & 4. NEITHER APPEARS.

WWW.PRESENTATIONS.COM PRESENTATIONS / MARCH 1999 31



Claudyne Wilder

Claudyne Wilder is
a professional
speaker, co-author of
Point, Click & Wow!

A Quick Guide to
Brilliant Laptop
Presentations and
author of The
Presentations Kit:

10 Steps for Selling
Your Ideas. Contact
her in Boston at
617.524.7172,
claudyne@quik.
com, or Visit www.
wilderpresentations.
com.

Co-writer Jennifer
Rotondo specializes
in designing and
creating multime-
dia presentations.
She also teaches a
one-day Advanced
PowerPoint Design
seminar. Contact
her in Atlanta at
770.421.2476,
rotos@mindspring.
com, or Visit www.
creativemindsinc.
com.

A compelling story beats a
mountain of facts every time

coustic Dimensions is a firm

in Addison, Texas, that spe-

cializes in acoustical design
and audiovisual technologies. Its
team of consultants advises people
involved in the design of perform-
ing-arts centers, stadiums, religious
facilities, recording studios and
screening rooms on how to use
sound and lighting to full advan-
tage. But the presentation we saw,
which they primarily use for sell-

ing to churches, needed a bit more
variety in its look and feel.

Most of the time, staff members
say, their clients know what
Acoustic Dimensions is and what
it does. But potential clients often
need to be reminded of the
breadth and depth of the compa-
ny’s experience to appreciate the
possibilities the firm has to offer.

The “Before” presentation was
solid in many ways, and included

some wonderful photographs. But
its pictures and text needed to be
integrated into the presentation’s
key points. We ended up showing
Acoustic Dimensions how to tell a
compelling story — the story of
how it turns a client’s visions into
reality — not just share the hard
facts. A good presentation isn't
only photos and charts, it's a nar-
rative that should contain all the
elements of a good story.

A

& \Wideo

& Arnnaslics

i S0Und Sveiame

& Theabkical Lighling
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7 ) THE BUILD:
A EXAMPLE 1: .
e s Open with a photo
-fl'lf,‘lﬁll.‘L * Gulling slarled
4 We liked Acoustic Dimensions’ original look and
retained it in the “’After” version. The back-
ACOUSTIC DIMENSIONS ground slide stays up on the screen before the 1) The pi.cture of
e start of the presentation, letting people know the interior of the
they’re in the right room. When the presenter is Harvest Baptist
ready to start, the What we do points appear. Church zoowms IN,
along with the
words HARVEST
T BAPTIST. Now
: BEFORE: This staff directory, one of the presenter can
Design Tq‘?am the first slides the audience sees, is talkF;bout the
WEMTREEET not a motivating way to start a pre- church and about
Technnbagles Acratins sentation. The audience doesn't the acoustic and
v Lraig Janssen T Lawd Kahin know these people. Even if the pre- lighting needs
¥ ftewe Ehull * Hic bdwands senter explains how important these the company
v Diale Alcsandzr = [ion Chgator individuals are to the business (even met.
v Drian Checll = Cric Seifer with arrows to give the illusion of
movement), it makes more sense to
introduce the company itself before
introducing the staff.
[ Pl
2) Acoustics,
Sound Systems,
Video Projection
AFTER: We start with pictures and stories and Theatrical
about what Acoustic Dimensions does so the Lighting sTRETCH
oo audience can relate. Right from the beginning, FROM LEFT, provid-
the presenter is telling the story of how the ing a visual
company works with clients. This helps lay the reminder of
foundation for what follows. exactly what
Acoustic Dimen-
- I sions did for the
sz church.
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R EEEE

EXAMPLE 2:
Link the story to
something real

BEFORE: The text is big, but we want-
ed to make the most of the opportuni-
ty to clearly illustrate each of the
Guiding Principles. These principles
need to come alive by

e ._|.;-.||-.-|

i -_':-ﬂn.ll:'llp'l
GLIIDING F’FHMCF'LEE

2. Ministry priofities must
drive the raam and
technical design.

T

being linked to some T

: o ._||:'|||'r| o
real projects. k‘ Sl

BT

AFTER:

A good presenter can
explain how each pro-
ject was actually car-
ried out — as here,
with the first Guiding
Principle.

VA EDS
*." A

Eunry Shorch™ Py '|_||.-'||l fa Pastmimea

ity ke Wnnigue=

kll.ll:'|||}:l P Ikl

A 15t Guiding Principle

at

¥4 “Hﬂ;wn‘m{m mﬁm -:a-mvw-':.

EXAMPLE 3:

A happy ending never hurts

BEFORE: The original ending didn’t engage the audience’s

emotions. We wanted a close that stated what benefits a
prospect could expect — and took the opportunity to
showcase another of the company’s gorgeous pictures.

Lo b e
[ ey e e ] B

THE BUILD:

1) 1st Guiding
Principle and Every
Church’s Program...
are onscreen.

2) The photo and
SADDLEBACK
VALLEY 700M IN.

—
al aspects is its
vices vary from rock to classical to
designed to accommodate this, the pre-

db rm i e
3) Because one of dh o ey Priemis
the church’s unusu- %
music ministry — o e
Saddleback’s ser-

gospel to mellow jazz — and because
Acoustic Dimensions’ sound system was
senter can play some of the music here,
then talk about the system’s design.

Wla provida. .

& Inist

g Teulrical Excellence

w Unkusnsaes of Approsch

T ]

THE BUILD:

1) The picture is
onscreen.

AFTER: Now we state how the client
will benefit when it hires Acoustic
Dimensions, with a picture that says
it all, guaranteeing a happy ending.

In resfty

b

& P ilede erpressed

& "four vision comes

ol unlgue, Just-
nnit-her-yo 3l

: "i:"l.l""-.'!"":":r"ﬁl.l"'-.‘!"‘
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2) Each of the
points STRETCH
FROM LEFT. B
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These environmental ISSues
demanded concise treatment

resenting technical informa-

tion well is always a chal-

lenge, but it can sometimes
be vital to a community’s health
and safety. In this month’s
PowerPoint seminar we look at a
hydrogeology company in
Connecticut that needed to inform
state industries about what to do in
case of toxic spills. HRP Associates
is required by Connecticut law to
explain state and federal regula-
tions to its clients. It does so in
straightforward terms, giving real-
life examples and paraphrasing and
simplifying the law's extremely
technical language.

HRP Associates, founded in
1982, specializes in environmental
and civil engineering. With a pro-
fessional staff of more than 80,
the company offers twice-yearly
training seminars on a variety of
environmental-compliance topics,
all with a PowerPoint component.
But the company felt that the for-
mat and design of its presenta-
tions had become redundant and
routine. Nearly all featured white
or yellow titles on a standard
dark-blue background, with few
graphics — an industrial-strength
look without much appeal.

We suggested a few text
changes to make HRP’s
“Introduction to Environmental
Regulations” seminar easier to
understand. For instance, we
made each slide’s main point into
its title, rather than a generic
heading such as “Example #1.”
(We created a slide bar to use
when the example number had to
be included.)
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Make slide titles as specific as possible

BEFORE: In HRP’s
original presenta-
tion, state environ-

Il. Connecticut Regulations

B Dl sl Ko prtimg Bl gioes mental regu|ations
1. Repariimg Crit Jmanrity Helesed took up seven
slides — each

titled Connecticut
Regulations. Here,
the list of materials
takes the form of a
long, difficult-to-
read sentence.

ire

IR e sl
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b Patralauny

b Ashostos
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AFTER: We retitled the slide to indicate its main point, reportable
materials, and made the list easier to read and see — viewers can
quickly glance at each one. Another boost to easy reading: We capi-
talized only the first letter of the first word after each bullet.

BUILD: 2) The list 3) ... thenon 4) Finally, the
We animated of Reporting the right. note at the
titles to keep Criteria APPEARS, bottom APPEARS.
the audience’s first on

attention. the left ...

1) The title

WIPES RIGHT.
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Sometimes,
5. Example #1 simple is better

BEFORE: The slide’s title, Example #1,
didn’t illuminate its main point. And
the description of the truck spill was a
little difficult to read. The answers,
however, were easy to see.

i s Trleiieir s e
b 125 pounds (10 gals]

AFTER: We set up the truck-
spill situation in bullet form,
making it quicker and easier
to read. We debated putting
the answers inside a picture
of a truck, but instead we
opted for a simple, clean
look.

Spll cleanad up within one howr
Mota: ROyE 100 I|.'ni._. 1L an FHS

$iY

Ve shouldithis (@ease be repected ta?

Wi

E:r.e'r'rhﬁ_rl

e =] Al [ai

Organize your flowcharts seporting ider CERCLA

BEFORE: The title, again, needed to make the main point
clear. The flowchart was easy to read, but organizing it dif-
ferently would make it easier for audience members to
understand what they needed to do and when they needed
to do it. The slide also needed to emphasize that these
behaviors were not optional, but crucial to obeying the law.

AFTER: We took the flowchart’s
elements and concentrated on the most
% fuFaAEE Py o y important ones for the three boxes. The

ol ”E”:J i _r"-r F'r_"-— : audience didn’t need to know every
ITITAEn S ey single possible event.

W A S

Pubiist Noticean
Eejesi | =5 nis izl

BUILD:

1) The title, Truck
Spills, WIPES RIGHT.

2-3) The situation
text PEEKS FROM LEFT,
grouped by first-
level paragraphs so
that each bullet
point comes up
separately. This
way the presenter
can discuss each
point as it appears.

4) The question
DISSOLVES.

5) The presenter
clicks again, and
the answer choices
ZOOM IN.

BUILD:

1) The title
WIPES RIGHT.

2) The three boxes
on the left wire
DOWN One at a
time; the three
lines wipE RIGHT, and
Within 24 Hours
ZOOMS IN.

The Notify NRC
and Publish Notice
text blocks zoom IN
together. @
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Creating

a visual story can

punch up even the driest text

resenters frequently find

themselves having to take

dry content and make an
interesting, animated presentation
that sells the product or the mes-
sage. This month, we’'ll focus on
how to transform text slides into
something audiences will remem-
ber with pleasure.

We worked with Levy &
Associates, a company in
Providence, R.I., that sells a com-
pensation software program,
HRCompass. The program is
designed to help human-resources
professionals meet the challenges
of the organization of the future.
To sell it, Bob Levy had to give a
40-minute talk to 50 HR directors.
He gave us the text; we created a
presentation that was varied in its
look and animation.

We found ourselves focusing
particularly on the background of
the slides. It's generally good
advice to consider the whole pre-
sentation — the subject, the ideas,
the audience — before you design
(or redesign) the background. We
started with the look of another
background that the client found
appealing, then redesigned it in
Adobe Photoshop to meet our
needs. We opted for a simple look
with lots of space, because we
needed room to show screen cap-
tures. We also saved a place on
each slide to showcase the name
of the agenda item: a black box in
the top right corner. Because this
box is embedded in the back-
ground, it isn't visible when slides
are printed in pure black-and-
white. We wanted the box to
show up, so, on the slide master,
we drew a black-outlined box
around the black square. Now,
when the slide prints, there is a
border around the text.
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Add tables for variety
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BEFORE: The text
in this example
compares a tradi-
tional HR approach
with what should
be its response in
the future. Text that
compares elements
such as time or
products can often
be made more
interesting by con-
verting it to a table.

Prasent

Canlralgad

HE Infparnation Eorinl
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AFTER: We quickly created a simple table with rectangles. First, we

copied and pasted four identical rectangles and distributed them evenly.
To distinguish between rows, we alternated between light- and dark-
yellow SEMITRANSPARENT colors. Next, we used the text tool to type in all
the categories, aligning each column to the left. Finally, we added a line to
separate the categories from the information. To animate the chart, we

grouped each row together.

Tersatees s sr—es st sy Ternateen sy
BUILD: 2 Present and 3 Each succeed-
. Future WIPE RIGHT;  ing row WIPE
1The title uture WIPE RIGHT, - Ing 10 S
WIPES RIGHT the vertical line RIGHT on a
’ WIPES DOWN; HR mouse-click.
information WIPES
RIGHT.
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HECompass® Overview

+ HRCompass® Modulas
Tinh D rediimicy
riemial ko Bvaluabon
Futimal Fbrrkel Fracng
Jurby Bl oarmru Lo LNecdury

i I'Hl|||i;|.|'.|||l\. Al s b

Graphics work
to separate content

BEFORE: Here, the text describes the software program’s
six modules, which we intended to illustrate with screen
captures. We needed a graphic that separated the screen
captures from each other, giving the presenter the chance
to talk about each module.

CHlears o Dovelopimem

AFTER: We based our graphic on a six-
pointed asterisk. At first, the points of the
star are empty squares; they filled in as
Levy discussed each module. The outlined
box around Organization Cost Analysis
indicates that this is the module under dis-
cussion. We designed the rectangles so
that even when the slide is printed in pure
black-and-white, the current module
stands out.

HHG.W}E -

Jdidi
Descrptions

Extermal
War kel

Pricing

Internal Job
Evaliastian

HECompass® Overview

= How doos B work?
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Icons illuminate the text

BEFORE: Levy & Associates had a lot of information to con-
vey, so we had a lot of text slides like this one to design. Our
task became to find a way to vary these slides’ look, and to
appropriately use pictures. We also needed to decide when
and where to build the text (have it appear bullet by bullet
on a mouse-click), and when to have it appear all at once. To
avoid tedium, we tried to build elements only when there
was a lot for the presenter to say about each level.

Breakthrough Concept

¥ Foundation:

+ Ensures consistency and continuty of
language and definitions
« Makes accurate comparathee analysis of

jobs possible

AFTER: We substituted Breakthrough Concept
as a more informative title than Overview,
using a light bulb to get across the concept of
an innovative idea. To make it more interesting,
- in the animation we ungrouped the light bulb,
grouped the rays around the bulb together,
then grouped all the elements of the bulb
together. We also felt that the information
under Foundation was a definition of sorts, so
we put it in a different color. For the sub-bullets
underneath this, we decided to build the text.

WWW.PRESENTATIONS.COM

BUILD:

1 As a new mod-
ule is introduced,
the slide shows
the modules
already discussed.

2 On a mouse-
click, this new
module’s shape
STRIPS RIGHT-UP
for emphasis.

eyl

[T

N .- AN
=y

BUILD:

1 The grouped
rays around the
light bulb auto-
matically BOX
ouT.

2 The first bullet
point and sub-
points WIPE RIGHT;
the definition
under the bullet
CHECKERBOARDS
ACROSS.

3 Then, each
sub-bullet wipes
RIGHT. @
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Use theme-oriented design to
avoid the dreaded ‘data dump’

the underlying theme of a

presentation essentially dic-
tates its content and design. This
means that every slide needs to
enhance and expand upon a cen-
tral theme. For the San Bernadino
County (Calif.) Social Services
Group, the underlying theme was,
“Yes, you can take a test and pass.
Here’s how.”

The county’s original instructor-
led presentation was intended to
prepare social services personnel
for the civil-service testing
process, helping them gain a
competitive edge. The course was
put online for students who
couldn’t attend in person, as well
as staff members working in
remote locations. But it's hard to
avoid making a slide presentation
into a “data dump” rather than a
theme-oriented talk. For every
slide, the designer needed to ask,
“Will this information be relevant
to my audience?” And, “Does my
audience need to know this for
me to accomplish my objective —
or am | just confusing listeners
with excess data?”

We began by reducing the
number of slides and the amount
of unnecessary information. If
more information was needed, we
suggested that it be included in
notes to the speaker and user.
That way, those who grasp the
information can quickly proceed
through it. Adding audio might be
another solution — but, in this
case, we couldn’t assume that all
users at remote sites had sound
cards in their computers.

Here you can see the three
backgrounds we designed for this
presentation. The one with the
arrow that reads, “You can suc-

Seasoned presenters know that
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ceed!” reinforces the central
theme, reducing the test anxiety
of the person reading the presen-
tation. The plain green back-
ground is used for slides with a
lot of information, such as the one

slide design.

headed, “You Choose the
Learning.” The green and white
background (“You Pass the Test”)
adds even more variety to the

Let the user control the agenda

| QT Lomponents 1o “:-..n_'l'u"-'-

v P o s vil servive Do apad diy

wi hamic iest takmg siabeanes

B
0 plick A ser ek vy g opic

BEFORE: This slide
gives the agenda
for the presenta-
tion. Because it’s
supposed to stand
alone (there usual-
ly isn’t a human
presenter), we
wanted to liven

it up and give

the viewer

more control.

AFTER: Instead of introducing a basic linear presentation, we emphasized
interactivity. The user can navigate to different parts of the presentation by
clicking on the slide’s “TV screens.” This approach has a better chance of
relaxing the reader. (When someone gives this talk live, he or she can

jump from this slide to different points of the presentation.)

To set up the hyperlinks, we created boxes around each TV screen with no
fill color and no line color. Then we selected SLIDE SHOW — ACTION SETTINGS
and used the mouse cLick tab. We selected the radial button HYPERLINK TO,
then clicked the pown arrow. Finally, we clicked on sLipe to choose the des-

tination of the hyperlink.
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AFTER: Using rectangles, we combined the
information into a table. We differentiated
each column by color and used animation
to add emphasis to the most important
part, the Employment test.

The background and arrow were created
in Photoshop using Metacreations Eye
Candy 3.0 for the swirling effect and shad-
ow bevels.

A postcard tells you your scorg
Your score is placed on a badl curve

 you are in the middle range, you pass

Use a table to emphasize
what’s important

BEFORE: This slide summarizes everything on the previous
six slides — lots of information. Having to absorb all the
different types of tests might well make a test-taker ner-
vous, which is not the point of this module.

Cuartians

MEALIrE

Exnamples

Preparaticn

Give only the information
your audience needs

BEFORE: The message of this slide is that the
test-taker will pass if his or her scores fall within
a certain range. This is all the information the
viewer needs.

AFTER: The builds tell the story.

The new background creates a frame
central to the slide’s theme. We created
the bell curve using the brawiNG tool
bar, AUTOSHAPES, LINES and FREEFORM tO
draw the base line and two burgundy
lines. We typed Middle Range within
the bell curve.
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BUILD:

1 The first two
rectangles, headed
Test and School,
are grouped
together, and they
WIPE RIGHT. The
third rectangle,
Employment, bis-
SOLVES automati-
cally.

2 Each succeeding
row appears,
using the same
effects.

BUILD:

1 The first line of
text on the bot-
oM WIPES RIGHT.

2 The second
line WIPES RIGHT,
followed by the
bell curve.

3 The third line
of text, then the
two vertical lines
on the curve and
the words
Middle Range
APPEAR. @
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Get your presentation critiqued for free!

For added flexibility, build
around a common theme

many roles, especially during

his presentations. In addition
to being an associate professor of
obstetrics and gynecology at a
prominent college, the doctor is
director of an organization devot-
ed to community health programs
and the director of Clinical
Resource Management for a large
integrated health-delivery system.

Whenever Ransom prepares for

a presentation, he typically looks
through several existing presenta-
tions and pulls together a set of
slides to suit his purpose.

Every day, Scott Ransom plays

Although the key points are differ-
ent for each presentation, his story
line — “always consider the ser-
vice, clinical and cost areas in
physician performance” — is
essentially the same.

To create a template flexible
enough to be used in a number of
different situations, we built a slide
around Ransom’s primary theme
and turned it into a background.
(Next month we'll show you how
we used this themed graphic to
vary the background look.)

To make the purple back-
ground, we created five paths in

Match shapes to underlying message

Do you have a presentation that falls flat or blends into the
crowd? It may simply need an injection of energy, organiza-

tion or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Robinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.
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BEFORE:

Photoshop, then selected a light
and a dark purple color, alternat-
ing the foreground to background
gradient in each. For most of his
presentations, Ransom will start
with the first image you see here,
which sets the tone. After he
explains the significance of the
image, he can move on to what-
ever agenda he likes. Because his
presentations all revolve around
the same themes, he can develop
whatever story line he wants for a
given situation and customize his
slides to illustrate it, using the
same basic format.

This image is too flat to illustrate the complexity of
how these three areas of health care are linked

together. It doesn’t give the audience a feel for the
nature of what is being discussed.

AFTER: We made the gold balls in Photoshop by using the Marquee
tool to draw a circle on a new layer. We filled the circle (ebiT — FiLL)
with gold, then applied a filter (FILTER — RENDER —» LIGHTING EFFECTS) and
used the Spotlight filter to give the ball a 3D look. We copiep and
pasTeD the circle to create the main graphic. Next, we drew an oval
on a new layer with the Marquee tool. We created a line around it
(eoim - stroke) and filled the center with the gold. We then added the
purple text and gave the balls and the oval a drop shadow.
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Give yourself cues,
but not too many

BEFORE: There is far too much information on
this slide, and nothing graphically interesting
to draw the eye in.

BUILD:
A'FTERE The audience hgs already gotten the big 1 The slide tran-
picture; now we break it down. The words them- i .

i sition to this
selves act as reminder notes and Ransom has ranhic image is
the option of changing these words at a grap g

s . . . - a BOX OUT.
moment’s notice, depending on his audience.
2, 3 Next, the
words at the top
ZOOM IN FROM

SCREEN CENTER.

Less info = better story

BEFORE: The presenter cannot be a storyteller if all of his
information appears on the screen at once. Besides, the
meaning of the 0-to-100 scale isn’t evident on the slide.

The Experts Don't Agree

¢ Fractitioners told about a case and what
F Fracifioners wrobe thsr Dellefs abouk the
of the putroene

AFTER: We made the title more informa-
tive, cut out the words to make the
nature of the experiment easier to under-

stand, labeled the 0-to-100 scale, and BUILD:

colored and Grourep the dots. 1 The title peexs
FROM TOP.
2 The experiment

and the refer-
€NCe APPEAR.

3 The line, scale
and numbers
WIPE DOWN.

4 The dots then
WIPE UP in groups. &
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Claudyne Wilder H ow do you keep the same

is a professional feel of a background after
speaker and co- changing its look? As we did
author of Point, Click  last month, we're taking a look at
& Wow! A Quick presentations from Scott Ransom,
Guide to Brilliant who delivers a variety of health-
Laptop Presentations.  related presentations in his multi-
She teaches the ple roles as a doctor, college pro-
seminar “Winning fessor, hospital administrator and
Presentations: director of a community health
Development, Design ~ program in Detroit.

and Delivery With Last month, we created a cus-
Confidence.” Contact ~ tom background and three themed
her in Boston at icons that address common areas
617.524.7172, covered in Ransom’s presenta-

claudyne@quik. tions. Using this themed approach

£om, OF Visit Www. to the icons, Ransom has the flexi-

wilderpresentations.  bility to create different cus-

com. tomized presentations using the
same basic slide structure. This

Co-writer Jennifer month, we created three individ-

Rotondo specializes  ual slide templates that can be

in designing and used for different subjects.
creating multimedia By simplifying the text and
presentations. using themed icons to organize

She also teaches a slides by subject, we created three
one-day Advanced background looks for Ransom to
PowerPoint Design use: plain, without an icon; one

seminar. Contact with an icon in its center; and
her in Atlanta at one with a black center. We also
770.421.2476, gave him separate looks for all

rotos@mindspring.  slides that list article titles and

€om, or Visit www. ones showing photos.

creativemindsinc. With this variety of slide configu-

com. rations at his fingertips, it's easier for
Ransom to pull together his content.
If, for example, he is doing a pre-

Get your presentation critiqued for free!

Do you have a presentation (with charts and graphs) that
falls flat or blends into the crowd? It may simply need an
injection of energy, organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Robinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.
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& Vag slide backgrounds to
4=+ add flexibility and function

sentation on “service,” he can quick-  structure provides Ransom a flexible

ly organize the slides according to format, within which he can create
the format that works best, then link  numerous presentations, depending
them to the “Service” icon. This on his audience and goals.

Use icons to identify agenda items

BEFORE:

There are too

Roguircd Elcments To Asscss Los) many words after
; the bullets, and

the title is long.

AFTER: Fewer words get the point across faster; we used a themed icon
(upper right-hand corner) to highlight the issue of cost. Because the
audience can quickly see the slide’s focus, we took Cost-Effectiveness
out of the title. (It's also a good idea to use numbers when discussing
requirements, objectives or steps.) For the background, we used a black
box in the middle of the slide to display text and diagrams.

BUILD: The bullets wire ricHT, grouped by first-level paragraphs.
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BEFORE: Ransom generally begins a presentation by
showing the name of an article and its author, then
explaining a couple of key points from the article. He
uses a slide like this one to jog his memory. In longer
presentations, he might show five or six similar “article
slides,” which are visually uninteresting but important to
his presentation nonetheless.

Development and Implemeniation ol
Clinical Pathiveays w I

1 Jorwnmg

"Desgsslopment Ao
Trmplemersation of
Clirmcal Pativways

wath Activity-hased
| Costing”

AFTER: We created a background
that tells the audience that this slide
is about an article under discussion,
enclosing the article’s title in a
frame. At the bottom, we list a
couple of key points about the arti-
cle to help the audience (as well as
Ransom) remember the reference.

Let a photo tell the real story

BEFORE: There’s an important story here: the high
incidence of adverse drug events (the ADEs of the
title). But this slide tries to do too much, and a some-
what confusing chart dilutes the story’s message.

% of Adverse Drug Events

AFTER: Ransom’s point was that people hear
about only a fraction of the adverse drug
events that occur — the tip of the iceberg,
as it were. So we varied the slide template a
bit: Using an image of an iceberg we found
on the Internet at www.eyeoniceland.com
(which also gave us permission to print it
here), we used PowerPoint’s picture toolbar
to make it brighter.

Inickdent reparts
~ Retrespective chart review
ﬂh‘l-rl-lh 2

review with simulabed vol. HIHHt
l.'.-l:lnl:llnld wmllutﬂ and daily chart review

2
ol
3.8
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BUILD:

1 With the picture
frame on the
screen...

2 ...the name of
the article zooms
OUT SLIGHTLY.

3 The points zoom
IN, and the
author’s name
APPEARS.

=
s
=

BUILD:

1 The title zooms
IN over the ice-
berg picture.

2, 3, 4 The per-
centages zoom IN
by first-level
paragraphs. @
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617.524.7172,
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com, or Visit www.
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com.

Co-writer Jennifer
Rotondo specializes
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presentations.

She also teaches a
one-day Advanced
PowerPoint Design
seminar. Contact
her in Atlanta at
770.421.2476,
rotos@mindspring.
com, or visit www.
creativemindsinc.
com.

Two different backgrounds
try to have all the answers

his month’s column should

probably be called “After &

After” because it shows how
two different backgrounds and
templates can transform a presen-
tation. We designed the presenta-
tion for answerfriend.com, an
Internet startup company in
Cambridge, Mass., that builds tar-
geted programs (“answerfriends”)
to give people expert information
on such topics as the weather,
wine, allergy medications and so
forth. The idea is that, when you
need an answer to a specific
question, you can go right to
answerfriend.com and get i,
rather than getting 1,387,297 hits,
most of them useless, on a stan-
dard search engine. This presenta-
tion was designed for the compa-
ny’s pitch to venture capitalists.

Many of our readers ask, “How
important is my background, real-
ly?” Our answer: It can make or
break your presentation. Your
background colors and styles send
subtle messages to the audience.
If you customize your back-
ground, you're saying, “My identi-
ty is important and | am different
from my competitors.” Your audi-
ence also looks to your back-
ground for clues that you know
what drives the field. A financial
company, for example, doesn’t
want red in its background, since
red ink has negative connotations
in the financial world.

The blue-and-green background
you see here was chosen because
those colors connote wisdom and
trustworthiness — good feelings
for answerfriend.com to project as
it tries to persuade other compa-
nies to give it capital. We chose
the gold background because it
projects a sense of power, prestige
and confidence.
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Emphasize the headline

Web Site Advertisements

Cash flow break-even after 500,000 hiks! maonth
¥ Fayment is a functon of type of WVieb user
000 hita a month is :

mers will:

* Demand answeririend.com

O SEE

s T - i £
Cash flow break-even after 800,000 bitsimonth

¥ Payment.is a finction of type af Wieh user

EaEF

In two versions of the same slide, we numbered each of the three presen-
tation sections to highlight the three ways the company planned to make
money; this one shows the profits of advertising on the answerfriend Web
site. We highlighted this slide’s critical point about cash flow by boxing it
with a different colored background. If time constraints don’t allow the
presenter to talk about the topic in depth, he or she can discuss just the
headline. For the build, we experimented with CrystalGraphics PowerPlugs
Transitions software, using the 3D transition TRANSITIONS Il OPEN UP for each
of the three ways the Web site might make money from advertisers.

BUILD: 2 The Cash flow
1 Everything line WIPES RIGHT.
APPEARS ON the

screen.
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Competitor Companisan

anpyEinesd . cam Co A

; o B (==
Lisar Excellam Paar P Puocr
wEperERGe
Fast ~ Slow

Inferfsce Excalleni

Targeded

We designed this table in PowerPoint. We created one rectangle
and copied and pasted it three times, using ALIGN LEFT each time.
Then we added the words in text boxes, using ALIGN Top to position
the boxes. The two columns on the far left are ALiGNED ToP; the oth-
€rs are ALIGNED CENTER. Finally, we GRoupeD each row. To show off

how good answerfriend.com will be, we had a gradient-filled box BUILD: 2Thenexttwo  3The last line
come up over this column after all the information was presented. 1The User lines each wiee WIPES RIGHT, and
This prints nicely, and it really makes answerfriend.com stand out. experience line RIGHT. a BOX OUT COmes
WIPES RIGHT. up behind the
answerfriend.com
column.

Make your timeline understandable

SAEnt Rl Six-Month Plan

Cibtain professional capéal and managemant

Fi 'mm < Hire busmess develapmen team
¢ ietion Wdah gilta

Dibtain professional capital and management

Eieml{ﬂl!-nr_h . :E-I::r::l anmsernend.com far
W

Siqm hrel merchandisge annes

Stiflvernh

By building the timeline down and controlling the builds, the
presenter can speak for some time about each month’s work. We
got the arrows from autosHAres, then added a shadow to them.

BUILD: 2 Each numbered
1 Six-Month Plan ~ month, and the
and a brief de- text to its right,
scription APPEAR.  WIPE DOWN. E
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Customizing a background
to fit your client’s Image

or this month’s design, we

worked with Lagano &

Associates, a communications
company in Clearwater, Fla. The
firm was preparing a proposal for
the Tampa, Fla., firm Celotex,
which sells commercial and resi-
dential building materials. Recog-
nizing the importance of visually
dramatic graphics, principal Pam
Lagano gave us the text slides,
which were created in
PowerPoint, and asked us to do
some magic.

The background was clearly
going to be important, so we con-
sidered our options. First, we
could make the background repre-
sent Lagano & Associates, creating
an image they could reuse for
other presentations. Second, we
could make it represent Celotex,
the company to whom they were
presenting. Or third, we could cre-
ate a generic background not con-
nected with either company. We
rejected the third option right
away, because a sales presentation
demands a customized back-
ground. Eventually we settled on
the second. Even though we could
only use the Celotex background
once, it was worth it. When you
create a look to represent them,
clients know you spent time,
energy and money on them.

Get your presentation critiqued for free!

Do you have a presentation (with charts and graphs) that
falls flat or blends into the crowd? It may simply need an
injection of energy, organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Robinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.

30 DECEMBER 1999 / PRESENTATIONS

From brochures about Celotex’s
products and services, we
scanned in images to make a
photo collage for the opening
slide — one that showed the
facade of a brick house on one
side. For slides without much text,
we kept the same house image,
but added icons to represent the
Celotex product line. For graphic
slides, we cut back on the icons

to give us room to display other
information.

Throughout the slideshow, we
used 3D transitions from
CrystalGraphics PowerPlugs soft-
ware. The TWIRLING DIAMOND effect
worked especially well for us,
adding interest and a change of
pace; see especially our second
slide here, under “Use more than
words,” for an example of this.

Surprise them at the opening

The original text show didn’t include a special opening, so we created one.
We began with only the Celotex logo onscreen, nice and simple. Then, as
the presenter begins, the screen segues into a collage that illustrates
Celotex’s business. You could start any presentation by highlighting your
prospect’s company this way. Or you could emphasize your listeners’ inter-
ests, perhaps adding a list of reasons to be in the audience.

BUILD:
1The logo
APPEARS.

2 The slide’s
transition is
RANDOM BARS
VERTICAL.
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Use more than words

= Reputation comes fom awarensss and

branding

BEFORE: These are simply words
up on a screen, practically begging
for an image to help bring their
message home.

Awareness + Branding=

AFTER: No matter what time
pressures we’re working under, we
frequently add an image or picture to
a text screen. Here, we used an
AUTOSHAPE arrow, then added a shadow
underneath it — an easy way to make
a slide look more professional, and to
avoid the “text only” syndrome.

Show your lists simply and quickly

Pro Bono Community Clients

& By Sroar

& Foumdation of Tampa Bay

& The Spring

& Lring Frisadaden

& Hilzborough Fducation Foeadafon
® Linksrslty of Tamga

i Unied Way

& Mtropnitan Ministres

& 5t Jogeph's Chikdren Hospiisl

# BE Jouspha'Baptnd Health Care

BEFORE: Celotex had several long lists of
clients that Lagano wanted us to include
in the presentation. We didn’t want the
names flying in from all directions, but we
also didn’t want them to appear all at
once on the screen — that’s a lot to have
to digest quickly.

_ommunity Clients

AFTER: We put the lists in two boxes,
sorting them by length of name. (That
was the category that worked for us;
you could use any criteria that fit the
presentation.) The presenter can stop
and talk about each list before moving
on to the next one.

WWW.PRESENTATIONS.COM

= B0y Scouls
# The Spring
wUnited Way
-« Lonyg Foundakion

& University of Tampa
=Metropalitan Ministries

=81, Joseph's Children's Hegpital
5t Joseph'siBaptist Health Care
#=Foundation of Tampa Bay
=Hillkborough Education Foundation

BUILD:

1 The slide uses
PowerPlugs’
TWIRLING DIAMOND
TRANSITIONS Il
transition.

Faputmtian

| -

2 Awareness +
Branding

WIPES DOWN;
Reputation auto-
matically zooms
IN SLIGHTLY.

BUILD:

1 With the

gold boxes on
the screen, we
again used the
TWIRLING DIAMOND
transition.

2 The list at the
bottom of the
SCreen BOXES OUT.

3 The top list
also BoxEs ouT. @

PRESENTATIONS / DECEMBER 1999 31



“3 Creating a presentation to
match an updated message

-

Claudyne Wilder

Claudyne Wilder

is a professional
speaker and co-
author of Point, Click
& Wow! A Quick
Guide to Brilliant
Laptop Presentations.
She teaches the
seminar “Winning
Presentations:
Development, Design
and Delivery With
Confidence.” Contact
her in Boston at
617.524.7172,
claudyne@quik.
com, or Visit www.
wilderpresentations.
com.

Co-writer Jennifer
Rotondo specializes
in designing and
creating multimedia
presentations.

She also teaches a
one-day Advanced
PowerPoint Design
seminar. Contact
her in Atlanta at
770.421.2476,
rotos@mindspring.
com, or visit www.
creativemindsinc.
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MD Group, based in

Norcross, Ga., had a prob-

lem. With 13 partners and six
affiliates, the company provides
proprietary information in various
formats to the construction indus-
try. CMD offers a humber of prod-
ucts to different groups, each of
which requires its own marketing
and sales materials. But the com-
pany’s marketing department, hav-
ing recently redesigned all CMD’s
printed sales material, needed to
integrate the new look into its pre-
sentations.

So CMD asked us to create a
tool whose message would be
consistent with the new printed
portfolio — and with the new
CMD Group corporate image. We
designed a master presentation
from which salespeople could pull
slides for “mini-presentations” spe-
cific to their audiences. We
restructured CMD’s materials with
three components — Project,
Products and Cost & Estimating —
representing each with an icon.

We kept the same primary
design throughout the presenta-
tion, changing the background
elements to differentiate each sec-
tion. In all, we created four sepa-
rate backgrounds, including a
blank background for general
information and three that were
specific to each component.

Get your presentation critiqued for free!

Do you have a presentation (with charts and graphs) that
falls flat or blends into the crowd? It may simply need an
injection of energy, organization or individuality.

To have your material considered for a Before & After

Use logos with caution

@ _

A Group of Companies

AL LT . CoHm

CHDGROUP '.ul

Means ﬁ

CANDY

Lanads
HIMGAR

Al

BEFORE: Putting all your affiliates’ logos onscreen might seem to be an
easy way to show who your partners are. But, because CMD has so many,

this approach didn’t work.

RS, Means

Architects’ Firet Sourcs
Construction Markes Dats
CMINCanada

Yertical Markats Report

Graup

Manufacturers’ Survey
ABRCGIANES

CMDGROUP u

Eales Force Automation

Clark Reports
Bypglakla Scandinavia
Canadala

Burwaood

Cordell Building
Infarmatien Serdces

AFTER: Because it was important for the audience to know the names of
CMD Group'’s affiliates, we spelled them out on the slide.

BUILD:

the screen.

1 CMD GROUP
DISSOLVES ONto

redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Rohinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.
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2 The names
PEEK FROM TOP.
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Cut and reorganize your information

s M

1 r
A Dudihing Tram

Current Situation -I= -

BEFORE: This slide gave the viewers two challenges:

The font (Times New Roman) was hard to read, and the

data needed to be divided into more-understandable
pieces. The text on top of the image added to the con-
fusion. Remember, most images can stand on their

own; it’s up to the speaker to talk about their meaning.

AFTER: After changing the font to Arial
Narrow, we turned to the picture.
Information Explosion needed to be an
image, so we let our imaginations loose.
First, we created a collage of photographs
in Photoshop, placing each photo on its
own layer. We copied PowerPoint’s “star-
burst” clip art into Photoshop, selected

shsi ich
E T

Wml ITpone e
=l npeifenian

Current Situation
Manifactrer Bl Team

Ml =t ey ek C
1 o reeem wi b manj

Kesdn somi=we,
P RO e Tn

informartion: Explod ion{warts sndikoed s et

CMDGROUP l\

that image (SELECT — LOAD SELECTION), then

clicked the invert box and ok. With the selection still loaded, we clicked on each layer, then hit the Delete key to
erase the part of each picture that fell outside the starburst shape. We saved the whole thing as a TIFF file and
imported it into PowerPoint. Using this image as a centerpiece, we reorganized the data into different headings
and subheadings, using white text for the main points, blue for secondary points.

Use less information

e U, The Dilemma

" Tha sverege drmpeer re- 1pariies polfyuieas i o e
[
= 20 PR OF O Al e e
T AF Tl i g e S el
n USRI RAMEE S T

prnd i el e b P e ey

Wi, o e greaTe mnd e e

BEFORE: The hox, the circle, and the text
to the right of the circle all competed for
the audience’s attention. Clearly one of
them had to go.

FIHRE] HHETRT

B, o EFT . e griiewy
Rarals

= BEL § am: iwerr

LEpi o L B
g T uy e
rirar i

1T el Pkl el L

. =

AFTER: Again, we created a collage of con-
struction pictures in Photoshop. After merg-
ing the photos into one layer and putting
them into a circle, we used Photoshop’s
Polygon Lasso tool to select the small pie
piece. After this section was selected, we
colored it blue: IMAGE — ADIUST —
HUE/SATURATION; click the coLorize box, then

CMDGROUP l\

drag the HUE bar to the left. We hit seLecT

INverse and followed the same procedure to color the rest of the pie green. Then we cut down the text to fit the
new shapes and imported the whole picture into PowerPoint.

WWW.PRESENTATIONS.COM

1 The heading
BOXES OUT.

— 4
2 The exploding
image zooms IN
SLIGHTLY.

3 The text for
Manufacturer
and Building
Team BOXES OUT
on either side.

1 The circle
WIPES RIGHT.

2The
information in
the box spLiTs
HORIZONTAL IN. B
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@ Make an already successful
4 =% presentation even better

Claudyne Wilder rank Giordano is someone Example 3 shows a number to Giordano would have to show. He
is a professional who just can't leave well once again remind the audience could have the more-detailed
speaker and co- enough alone. A project man-  how ROI can sell a project. slides in HIDE mode, ready to put
author of Point, Click  ager for the past four years with Depending on the audience, this on screen only if someone asks

& Wow! A Quick Automatic Data Processing’s slide might be the only one for more specific information.

Guide to Brilliant Emerging Business Services divi-

Laptop Presentations. ~ sion in Fort Washington, Pa., with -
She teaches the 20 years of management and busi- Make yOU" |mageS matCh the Story
seminar “Winning ness experience, he's become
Presentations: something of an expert on return Levels of &
Development, Design  on investment, or ROI. The pre-

and Delivery With sentation that the division asked

Confidence.” Contact ~ him to create explaining ROl was

BEFORE: This slide
undersold ROV, it
should be the most
prominent choice
on the screen. In

her in Boston at well-received by both its audi- ddition. the cli
617.524.7172, ences: EBS’s training staff and the a ('jt'gnt eﬁ 'g.
claudyne@quik. senior staff of its development and art didn't really fit

€om, OF Visit www. support organizations. Even so, with the message

wilderpresentations. ~ Giordano sent in his presentation i?]grt%aggn\\’/gs ty-
com. to us for review. . .
1= Renclonffen ? that ROI evaluation

gives you the best

Co-writer Jennifer How we changed it -
way to sell training.

Rotondo specializes ~ Giordano wasn't required to use a

in designing and special company background for
creating multimedia  his slides, but the one he originally
presentations. chose was too busy for his num-

She also teaches a bers to be easily read. We simpli-
one-day Advanced fied it for legibility — and to con-

PowerPoint Design ey the clarity he is selling. RO
seminar. Contact We also suggested Giordano 1 a

her in Atlanta at refocus his titles to follow his pre- Buslness Results
770.421.2476, sentation’s underlying theme,

rotos@mindspring.  emphasizing the point of view he = : A

. . i Behaviar

com, or visit www. wanted to reinforce. You'll find

creativemindsinc. what he came up with here. A ' ;

com. dollar-bill image throughout the Leaming
redesigned presentation also car-

ries the message. The slide in 1 Reaction/®lan

Get your presentation critiqued for free! AFTER: The dollar-bill clip art, which sets the theme for the entire
presentation, expands for each evaluation level.

Do you have a presentation (with charts and graphs) that

falls flat or blends into the crowd? It may simply need an

injection of energy, organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A BUILD:
Rohinwood Ave., Boston, MA 02130; 617.524.7172; 1 The first
claudyne@quik.com. Only presentations selected for

2 From level two 3 The most
to level four, the  salient choice,

M S Ty evaluation level,  images wipe DOWN RO, ZooMs ouT
g ‘ Reaction/Plan,is  when the mouse  SLIGHTLY.
onscreen. is clicked.
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BEFORE: People process and remember
information more clearly in “chunks,” so
this slide needed its flowchart data
divided into more understandable pieces.

e — |
Canvert "'-J

AFTER: We broke down the
information into smaller pieces.

When the fourth point came — Oata to e il fodnl
up, we used the dollar-bill M Manetary
image again. Wi

BEFORE: At the end of the presentation, you want
to give your audience the next steps to take —
it's the place to clinch the sale, not to provide still
more information. The message in this slide was
diluted by the extra quote. And since slide titles
are a persuasion tool, we recommend against
using such titles as Conclusion or Summary.

* Fan far Do Collecden
# [ollgw tha Process Model

4 St the Coiasr

Spend time collecting data

~olloww e process model

AFTER: Our new, more interest-
ing title tells listeners what they
need to do. More importantly, it
reminds them of the ROl num-
ber that is the point of the
whole presentation — a good
place to leave the audience.

Broadcast the ROI numbers

Do it 2gain and again...

288% return=%1;324,000

WWW.PRESENTATIONS.COM

w
=
=
o

1 The first point
is on the slide
when it is shown.

2 The second
through the
fourth points
WIPE DOWN in turn.

3 The fifth point
ZOOMS IN.

BUILD:

1 The first three
bullet points
WIPE RIGHT.

N
—
=
@D

el
o

number at the
bottom and the
dollar-bill image
ZOOM OUT SLIGHTLY.

3 The last bullet
point WIPES RIGHT. &
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Co-writer Jennifer
Rotondo specializes
in designing and
creating multimedia
presentations.

She also teaches a
one-day Advanced
PowerPoint Design
seminar. Contact
her in Atlanta at
770.421.2476,
rotos@mindspring.
com, or visit www.
creativemindsinc.
com.

Don't just share the services;
share the benefits as well

online service can now turn to

the Independent Insurance
Agents of Americas (I1AA). This
trade organization, based in
Alexandria, Va., recently added a
“virtual university” to the services
it offers independent insurance
agents around the country. To get
the word out, IIAA director Bill
Wilson created a presentation to
encourage agents to sign up for
the new service. Then he came to
us for ideas about how to present
the information more concisely.

It was crucial that this presenta-
tion teach independent agents
how the virtual university will
help them build a larger and more
committed clientele. But Wilson’s
original presentation simply
explained what the organization
offered, without saying what those
services meant for the customer. If
the presenter wasn’t good at trans-
lating features into benefits — or
if the presentation was being
shown on a continuous loop at a
kiosk — the prospect might not
realize the actual value of the vir-
tual university. To change that, in
the redesign, we focused on bene-
fits, starting with the first slide.

| nsurance agents who want

Get your presentation critiqued for free!

Do you have a presentation (with charts and graphs) that
falls flat or blends into the crowd? It may simply need an

injection of energy, organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Rohinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.
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Sell the benefits

The Campus...

Shuderl Loungs

= Hopksinng

“Theris i ol et el
Rk = byl ey by B
1l e o
- o bl -
ey s o 2 wrw vl ol
i

BEFORE: This slide
simply lists some of
[IAA's services, and
the quote is not par-
ticularly inviting.
Buried in the corner
is a comment about
IIAAVU (Independent
Insurance Agents of
Americas Virtual
University), which is
the most important
part of the slide.

AFTER: The new title, Resources Seconds Away, now lists a benefit along with

the service: Many IIAA members live in rural areas and don’t have quick access
to the organization’s resources except online. We reinforced this message with

five pictures, each telling the audience what they’ll get from these services.

"a ] [y

BUILD:

1The Experts
picture spuiTs
HORIZONTAL OUT,
then the benefits
WIPE RIGHT. The
words disappear
on the next
mouse click.

2 In turn, each 3 Finally, the
picture spLiTs Research Library
HORIZONTAL OUT, picture spLITS
then the words HORIZONTAL OUT,
WIPE RIGHT — and  then the words
disappear on the  WIPE RIGHT.

next mouse

click.
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v Fopsit addiiisn

+ Dizcounted consuling

AFTER: We set up the
redesigned slide as a
story, building it so the
speaker can take the
audience through a real
situation as he or she
talks about each point.

NEED MORE

« Take the full 30-minss campus toor ot the

niect PO o by wisiting

BEFORE: This slide covers a key ser-
vice in detail — a service whose
value to the viewer needs to be
explained as well. And the cartoon
figure didn’t really say expert to us.

One-on-one consulting or
In-house teaching

BEFORE: This slide came at the end
of the presentation when the audi-
ence is preoccupied with getting cof-
fee or going to the next presentation.
Our solution is to put it up front and
make it more visually interesting.

Miinga Eree Subscription to

AFTER: This slide how
follows one that briefly
explains IAAVU’s busi-
ness. It has one purpose:
to get each member of the
audience to provide his or
her name, address and
e-mail address. Now the
slide is clearly organized
to focus on that point.

WWW.PRESENTATIONS.COM

"
el

R

Al ek =Hiaay

Qe TV SO BT & WS

« Pul yaur s-mal

Our On-line University

BUILD:

1 Can't find the 2 Send a note

answer PEes PEEKS FROM TOP,
FROM Top, then then the text
the text points points WIPE RIGHT.
WIPE RIGHT.

3 You get your 4 NEED MORE:
answer PEEKS ZOOMS IN.

FROM TOP, then One-on-one...
Fast, Easy and WIPES RIGHT.
Accurate text

WIPES RIGHT.

1The lines Wina 2 The Web site
Free Subscription  home page
to...Our On-line  image zooMs IN,
University while the right-
WIPE RIGHT. hand text

WIPES RIGHT. B
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Claudyne Wilder

is a professional College Board’s New England

Claudyne Wilder \] ames Montague Jr. works at
speaker and co- Regional Office in Waltham,

author of Point, Click ~ Mass. The presentation he submit-
& Wow! A Quick ted to us is one he gives to the
Guide to Brilliant parents of students who want to
Laptop Presentations.  go to college and are curious

She teaches the about the costs involved. His
seminar “Winning objective is to help parents under-
Presentations: stand how colleges assess the

amount of financial aid for which
the students may be eligible.
Montague has about 11 slides,

Development, Design
and Delivery With
Confidence.” Contact
her in Boston at
617.524.7172,
claudyne@quik.

Most presentations we see contain
primarily text slides, so he takes a
com, or Visit www. more creative approach than most
wilderpresentations. ~ with his use of graphics. But even
com. though he is on the right track by
thinking graphically about his
message, the presentation needs a
consistent design theme.

To achieve this consistency, we
simplified some of his slides and
suggested he reduce the number
of shapes in them. Remember, the
key to a successful presentation is
a little bit of variety, not a lot. It's
best to use some text slides, some
with pictures, some with charts
and some with shapes. A good
€om, Or Visit www. rule of thumb is to change your
creativemindsinc. format every fourth slide, so you
com. vary the look enough to keep the
audience’s attention.

Co-writer Jennifer
Rotondo specializes
in designing and
creating multimedia
presentations and is
a certified Microsoft
PowerPoint expert.
Contact her in
Atlanta at
770.421.2476,
rotos@mindspring.

Get your presentation critiqued for free!

Do you have a presentation (with charts and graphs) that
falls flat or blends into the crowd? It may simply need an
injection of energy, organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Rohinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.

30 APRIL 2000/ PRESENTATIONS

with different shapes on each one.

Montague also likes a black
background but indicated that we
were free to give his presentation
another look. Because of the flow-
charts and other images, the new
background couldn't be too busy,
so we used a simple blue graphic
with lines and circles embedded in

A consistent theme helps
create a clearer message

it. This also helps keep the presen-
tation’s design theme consistent. We
selected pictures of college students
to customize the presentation a lit-
tle more, but we set them off to the
side and dimmed them so
Montague could use the entire slide
for his graphics and charts.

Create an inviting background

hitp:fawew. finaid.org
hitp:/fwrarw . collegeboard. org

Financial Aid

"

Merit-based

FinAid¥ www finaid o

TR
College
B

Fﬂicia:

Wlermi=hersed

Meed-based

BEFORE: This slide’s
background should
identify the organiza-
tion; The College
Board. Also,
Montague ran into
the same problem
many people do: He
wanted money-
related clip art but
didn’t have hours to
look for something
better.

W, colleq rbaard ong

AFTER: We took some pictures from College Board’s Web site and
also found other related photos on the Web. Because money is the
topic of this presentation, we included a dollar-bill texture behind

the words Financial Aid.
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BEFORE: This slide is trying to explain two
concepts at the same time. It gets the point
across, but it could be clearer. The slide’s main
point is the financial-aid equation. That's what
the parents want to learn about.

§ 8,000 § 8,000
L

= Family Contribution

= Financial Need §16,000 £ 4,000

The Financial Ard Equation

AFTER: First, we changed the title to better
describe the slide’s main point. We broke
the two ideas apart, putting emphasis on
the equation. We illustrated each piece of s
the equation with a circle, which continues T - Pops hincil
the presentation’s design theme. Next, we S ssal
broke the supporting information into two
rows. We created the rectangles and text,
ALIGNED the text cenTereD with each rectan-
gle and then GroureD each row together.

$16,000
54,000 |

Match your shapes to your message

The Financial Aid Package

Total Cost = £ 24 000

BEFORE: This slide breaks down
the total cost for college. When
the cylinder shape is used and the
animation is set to wire up, the

& 5000 costs appear to be growing.

The Financial Ard Package

AFTER: Together, these costs equal the
whole college-expense package. The best
graphic to show pieces of a whole is a pie
chart. This lets the parents know at a
glance the variables that play into the P :
costs associated with getting their children = ¥ al Cost
a college education. s 5 24 000

= Family ® Loan = Work -~ Geam

w
=
=
o

1 The equation

WIPES RIGHT, then
dims to blue on
NEXT MOUSE CLICK.

2 The three titles
STRIPE RIGHT DOWN
as part of the
equation.

3 Each college row
is GrRoupeD together,
and they both
WIPE RIGHT.

w
=
=
o

1 The family
piece WIPES RIGHT.

2 Loan and work
pieces WIPE LEFT.

3 The grant piece
WIPES UP. @
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Claudyne Wilder

Claudyne Wilder

is a professional
speaker and co-
author of Point, Click
& Wow! A Quick
Guide to Brilliant
Laptop Presentations.
She teaches the
seminar “Winning
Presentations:
Development, Design
and Delivery With
Confidence.” Contact
her in Boston at
617.524.7172,
claudyne@quik.
com, or Visit www.
wilderpresentations.
com.

Co-writer Jennifer
Rotondo specializes
in designing and
creating multimedia
presentations and is
a certified Microsoft
PowerPoint expert.
Contact her in
Atlanta at
770.421.2476,
rotos@mindspring.
com, Or Visit www.
creativemindsinc.
com.

Incorporate some humor
when the subject allows It

ichelle Jones is a communi-
ty planner who works at
the Center for Rural

Development in Richmond, Va.
She is also a trainer who works
with community groups or non-
profit boards. When she submitted
this presentation, she asked us to
add as much energy and as many
creative design features as possi-
ble. Her presentation lends itself
to the addition of pictures and ani-
mation. The more entertaining she
can make the subject, the better
chance she has of convincing the
participants to incorporate her
ideas at future meetings.

Jones’ original presentation was
a relatively standard PowerPoint
slideshow that used a Microsoft-
provided template and bullet
points. Much of the information is
good, but we tried to devise more
creative ways to deliver it. We
designed the background to focus
on community and breaking
ground for new development. In
the first example, we thought it
would be more helpful to give
examples of how to deal with dif-
ficult people. In the second and
third examples, we illustrated the
emotional content of the slide
with well-chosen clip art, since
emotions are best conveyed with
pictures and graphics rather than
with words.

Get your presentation critiqued for free!

Do you have a presentation (with charts and graphs) that
falls flat or blends into the crowd? It may simply need an
injection of energy, organization or individuality.

To have your material considered for a Before & After
redesign, send your presentation on a Windows-compatible
floppy disk to Claudyne Wilder, Wilder Presentations, 57A
Rohinwood Ave., Boston, MA 02130; 617.524.7172;
claudyne@quik.com. Only presentations selected for
redesign will be returned to the sender.
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Vague statements need examples

Basic Model for BEFORE: This slide
Addressing Dystunction explains the basic
methods for
= Approach privalely or generally, dealing with
difficult people, but
« Empathize with symplom. that's about all. It
doesn’t show how
P T e e the mo_del works in
a meeting,
although it easily
| AN MCRPSTINS on e could. The
psychological

jargon in the title is
a bit dramatic. Also, the word basic gives the impression the methods are
either easy, unimportant or both.

Handling Problem FPeaple

O Approach |
F"I'I'-.:hr:'f:l'

B ErnpeatFiee T
wWHTEY

‘&'TF.HU'lTl o vagr ath

B Addrees
Réftn Eallee

- Arres EI'I L

Salution

“Lal's ke ab whhans This a
bam and s Fow we car

AFTER: We created boxes in Photoshop with a marbled gradient, then
applied a pattern with the same color scheme for the background. Text
boxes were placed over these boxes. Additional text boxes were placed
to the right with examples of the main boxes’ content. We placed a
black, semitransparent rectangle behind the text to enhance readability.

BUILD:

1The title 2 The topic box 3 In each succes-
STRIPS RIGHT-UP. WIPES DOWN; the sive slide, the
(All titles in the example text next box wipes
presentation have  immediately powN and the
this animation). WIPES RIGHT. text WIPES RIGHT.
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Use clip art when you can

Cammon Meeting
Mernaces

Separate key points
WHenNhings GEY,

emotions.

WWW.PRESENTATIONS.COM

BEFORE: This slide tries to convey how to deal
with difficult people in a meeting. Since emo-

tions are involved, pictures or animation would
be a natural fit.

CIEfE v all ovise

AFTER: Throughout the presentation, we
inserted clip-art images to humorously
illustrate the concept of problem atten-
dees. Rather than being listed with bullets,
the types of menaces appear with corre-
sponding clip art.

BEFORE: This slide demonstrates two excellent
ways to handle different types of problem peo-
ple. Each method is important enough to justify
a separate slide, though.

AFTER: We used the same clip-art image
on the remaining slides, because the three
points associated with it all deal with han-
dling emotionally volatile situations. The
picture helps the audience visualize these

BUILD:

1 The title
STRIPS RIGHT-UP.

2 The three
“menaces” zoom
IN clockwise on a
mouse click.

3 Gold text at the
bottom WiPEs RIGHT
automatically.

BUILD:

1 Title stRips
RIGHT-UP. Clip-art
image DISSOLVES IN.

2 Bullet text LIS
FROM LEFT ON &
mouse click.

3 With each new

bullet, previous
one takes on the
background color. B
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o
Claudyne Wilder
is a professional
speaker and co-
author of Point, Click
& Wow! A Quick
Guide to Brilliant
Laptop Presentations.
She teaches the
seminar “Winning
Presentations:
Development, Design
and Delivery With
Confidence.” Contact
her in Boston at
617.524.7172,
claudyne@quik.
com, or visit wiwuw.
wilderpresentations.
com.

Co-wriler Jennifer
Rotondo specializes
in designing and
creating multimedia
resentations and is
a certified Microsoft
PowerPoint expert.
Contact her in
Atlanta at
770.421.2476,
rotos@mindspring.
com, or visil wwuw.
creativemindsinc.
com.

BUILD:

1 Analyze... box
SPIRALS in.

2 Sell... box
SPIRALS in.

3 Train... box
SPIRALS in.

4 Provide... box
SPIRALS in.

A consistent th

help buil

lectronic Systems in Virginia
E Beach, Va., is a reseller that

sells, rents and leases tech-
nology products. In keeping with
its motto, “Your One Stop
Technology Shop,” the company
also provides technology consult-
ing services and training.

As many businesses have,
Electronic Systems has watched
the Internet become a source of
increased competition, but the
company’s managers have also
recognized that the online world
represents a potential source of
new customers. They wanted a
presentation that would make
online customers aware of the
company’s services, but — when
it came time to actually buy —
would give Internet surfers

enough compelling reasons to visit
Electronic Systems in person.
Consequently, the presentation
had to focus on what makes
Electronic Systems different from a
store on the Internet.

We decided that a good theme
for this talk would be “technology
made easy for you,” since one of
Electronic Systems’ biggest selling
points is that people don’t have to
go anywhere else. To get this mes-
sage across, the company needed
a background that reflected its
technological expertise, as well as
its staff members’ consulting skills.
In Photoshop, we designed a light
blue and white template that sug-
gests both technological compe-
tence and a global reach.

The first example shows audi-

Start with a cohesive story

Networking  CoplersiFax

Rental Duplicators

Your One Stop Shop

WAW, esl.net

AFTER: The first slide tells the audience
how the company works with customers.
Each point builds as the presenter tells a
client's story, which helps audience mem-
bers pinpoint their own needs.

Your One Stop Shop

36 JUNE 2000/ PRESENTATIONS

eme can
d a strong message

ence members how Electronic
Systems can solve their problems.
The second slide shows the busi-
ness’ success story — how it has
grown into a $100-million business
during the past 20 years. To per-
sonalize this growth, we suggested
that, while presenters show this
slide, they also tell their audience
the story of a customer who has
grown with the company.

The third slide is about one of
Electronic Systems’ business ser-
vices — system integration. The
slide’s title reflects the benefit to
the customer — allowing them to
focus on their business, rather than
on the technology. The informa-
tion is presented in brief bullet
points, allowing the speaker to
talk about each point as thorough-
ly as necessary.

BEFORE: Electronic Systems' original open-
ing slide shows almost everything the com-
pany does, but not in a logical or interesting
framework. It delivers too much information
that isn't organized well.

Your One Stop Shop
[ Analyze the
‘ technology needs
| Sell the product
Get it to work
[ Train
Help desk

Provide supplies

WWW.PRESENTATIONS.COM



Build a chart to fit the message

A | BEFORE: This slide’s purpose is to show the company has grown.
ﬂ This is an “imaginary” chart in that the numbers are not exact,

but the audience doesn't need to see every year's numbers.

U U2 U U S G U7 W UWY E N SE W % W %R
Your Ome Stop Shop Eeciioni:
WwW.esl.net Systems.

A Proven Track Record
‘ $100,000,000

AFTER: We simplified the chart with a bold trend line
that makes the key point: Electronic Systems has
continued to grow (i.e., “Trust us, because we will be
around to keep your business going”).

BUILD:

1 A Proven Track Record

WIPES RIGHT on the chart slide.

2 The two dollar numbers APPEAR.

Sell benefits as well as features
— = | BEFORE: This slide

was one of eight AFTER: We incorporated a new background for all

that showed the the slides describing the company's services and

Cannectity innavatoy: services and prod- products. In each slide, the service type is on the
EAlie cichoabaic ucts offered. The left and the title states the benefit of that service.

copiers, fax machines, digita| . .
S5 05 BN Colon GopAs picture seems a it For eye appeal, we also included a picture of the

it e e tle off center. service or product, which we found on the Web at
Intemet www.photodisc.com.
Help Desk
MNetworks
Concentrate on Your Business
e WnW. esl.net _,,n-m
» Connectivity innovator
> Networkable copiers, fax machines,
BUILD digital duplicators and color copiers
1 Total Systems Integration is seen on the slide. — » Hardware, software, peripherals
2 The slide’s title WIPES RIGHT. 5 | B b Internet

3 The bullet points wipE RIGHT one at a time. @

» Help Desk
» Networks
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Claudyne Wilder
is a professional
Speaker and co-
author of Point,
Click & Wow! A
Quick Guide to
Brilliant Laptop
Presentations. She
leaches the seminar
“Winning Presen-
tations: Develop-
ment, Design and
Delivery With
Confidence.”
Conlact her in
Boston at
617.524.7172,
claudyne@quik.
com, or visit wwuw.
wilderpresentations.
com.

Co-writer Fernando
Celis is president of
RHE Management
Services, a sales
training company
representing Wilder
presentations in
Venezuela for

the Latin American
market.

Contact him at
Jeelis] @cantv.nel.

Use some creative flair with
pie charts and poor photos

riple S Plastics is a growth-
T oriented company that offers

an all-inclusive selection of
services from concept to design in
a number of different fields. Its
diversified operations manufacture
products for the telecommunica-
tions, consumer products, automo-
tive and medical markets world-
wide. Operating from strategically
located facilities in Michigan, New
York and Texas, the company
offers such services as prototyping,
tool development and assembly
and other secondary operations.

Make the pie a pie

As many companies do, Triple S
Plastics has been using the same
slides for quite a while, particularly
in presentations that its staff mem-
bers deliver multiple times. The
company didn’t want to change
the content of its slides dramatical-
ly but did want to update them. So
this month we’ll concentrate on
how to freshen some of the most
common business-related images,
including a pie chart.

In the first slide, we thought
about making each pie slice a pic-
ture of the industry it represented,
but decided that would look too
cluttered when shown as a whole.

Corporate Overview
Markets Served

BUILD:

Perecntage of Dusness

Telecom
35

Medical
15%,

Inlomnation

Automaotive

Technology 1%
Ti

Consnmer

3 WIPES LEFT).

114

BEFORE: This pie chart isn't clear or
impressive. The numbers are in Times

New Roman font, so they are difficult to

read. But more important, the slide

doesn't convey the feeling of a tremen-

dous amount of business.

AFTER: First, we made the pie look
like a pie. It's easier to read and the

colors stand out. For the build, we

start with the smallest slice and build
to the largest. After each picture zooms

1 The car image zooms IN.
2 Then the Auto slice WIPES RIGHT.

3,4 The CD picture zooms IN; the
Info Technology slice WIPES RIGHT.
Each succeeding image zoowms IN
and its pie slice wipgs in the
appropriate direction (WIPES DOWN,

5 After the family image zoowms IN,
the Consumer slice WIPEs UP,
completing the pie chart.

In the second slide, we gave an
example of what you can do if you
have no choice but to use a pic-
ture that isn’t good or clear. In the
final slide, we added some zest to
a slide representing Triple S's man-
ufacturing process and services.

Broad-Based Market Share

S

Info
[Technalogy

10 %

Consumer

Telecom

IN, the corresponding pie slice appears
with a wipe. (We also could have made
each image disappear on the next
mouse click, so that by the last slide,
the audience sees only the pie chart.)
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)

35%
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Touch up marginal photos

Triple S Plastics, Inc

Southwest - Tucson

= IE09002

» Imjeclion molding 1s supporled by o Muotan malerial drying
and conveying system and polymer systems regrind units

Bl -1..._&
. 92000y, [L - 33 presses (55-500 T) (2 ————

= Assembly and finishing eperations

AFTER: In Photoshop, we cut out the building’s foreground and background.
We smoothed and sharpened the borders and applied a Gaussian BLUR to hide
defects. Then we applied a Lens FLARE to make it appear as though the sun is
shining and adjusted the brightness and contrast for more glow. We changed
the title to make it more benefits-oriented and changed bullets to check marks.

Expertise From Prototypes to Production

BEFORE: This picture is of poor quality, too
small and crowded to the side by the text.

BUILD:
1 92,000 square feet zoows IN, then
disappears on the next mouse click.

2 The text AppeARs all at once.

v 1SO 9002

v 33 presses (55-500 T)
+ Assembly and finishing operations
g:gi\ v Injection molding: supported by a Motan material

o drying and conveying system and polymer
- systems regrind units

Find an image that works BUILD:
BEFORE: 1 Fully Integrated Manufacturer, a spinning globe and a
Corporate Overview Even though white ring are seen on the slide.

‘ CUSTOMER

it's supposed
to illustrate
f‘fdfyln!cgra!f’dM(mngmm integration,

T vanir e thls §I|de 4 Custom Molding and Added
PROTOTTFING didn't look Val h WIPE UP
integrated. alue eac on mouse

AFTER: To communicate the
feel of a high-tech company
with global reach, we used a
colored ring, or doughnut, to
represent its manufacturing
process. Each segment indi-
cates a part of that process.
We used two colors for gra-
dating the segments, which
gives them depth. We used
the Bank Gothic Light BT font
for a high-tech look. The
globe is an animated GIF that
turns continuously. @

WWW.PRESENTATIONS.COM

2 Engineering Expertise, Early Design and Mold Design wipe
RIGHT in turn, each on a mouse click.

3 Process Development WIPES LEFT.

clicks, completing the doughnut.

5 The words Consumer and SSS
ZOOM IN FROM SCREEN CENTER.

Fully Integrated Manufacturer

Engineering Early Design

Expertise . Prototyping

Meld Design &
Manufacturing

&»

Custom Process Development
Molding & Sampling
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Claudyne Wilder
teaches and licenses
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consultants her
seminar “Winning
Presentations:
Development, Design
and Delivery With
Confidence.” To
receive her free
monthly e-
newsletter
“Presentation
Points,” contact her
in Boston at
617.524.7172,
claudyne@quik.
com, Or Visit www.
wilderpresentations.
com.

Co-writer Jennifer
Rotondo specializes
in designing and
creating multimedia
presentations and is
a certified Microsoft

Message-focused images
=+ can be very persuasive

Director of Cherokee County,

SC Development Board uses
this presentation to introduce his
community, Cherokee County,
S.C., to industrial development
prospects — people who might
bring jobs to the area. The audi-
ence generally includes such com-
pany representatives as the vice
president of human resources, the
vice president of real estate and
the CEO. The presentation is
designed to sell these decision-
makers on the idea that Cherokee
County is a great place to locate a
plant or distribution center for
their company.

\] ames Inman, Executive

The original slides offer a
straightforward, linear presentation
of the facts, but not much more.
We decided to improve the slides’
focus on the key selling points
and to use hyperlinks to add flexi-
bility to the overall presentation. In
the revised slides, four images in
the bottom right represent Inman’s
four selling points: location (a
water tower), transportation (the
airport), labor (people ready to
work) and quality of life (a family-
friendly area). We decided to show
these points in the background
template’s bottom border to make
them more memorable and to
reinforce the message. Also, each
photo contains a hyperlink to that
section of the presentation, so

Inman can go to any section at
any time.

This is a good example of how
to use hyperlinks to make a pre-
sentation interactive. Suppose
Inman is talking to two company
executives. With the presentation
structured this way, he could open
by asking what they want to hear
about first. The executives then
have some control over the infor-
mation they receive and Inman
doesn't have to guess where their
interests lie. The result is better
communication. (To learn how
Jennifer Rotondo created the
four icons and the background,
go to her Web site at
www.creativemindsinc.com.)

Use images that illustrate
the slide’s message

PowerPoint expert.
Contact her in " ’
Atlanta at in L5 IGonde Nast
770.421.2476, t ', Trmasdasi AFTER: We introduced an airplane to instantly sug-
rotos@mindspring. e =185 milln gest the slide’s message to the viewers. Now they
com, or visit Wi, Passangars m 1347 know the information has something to do with
creativemindsinc. g 'fl"l'?"““ wica i flying. We also changed the title to reflect the audi-
com. 5. Custam bt ence’s interest.
Fisisa -
— Airport Can Meet Future Demand

BEFORE: This slide is about air travel,
but you wouldn’t know it from the
image shown. Also, it doesn’t say any-
thing about the audience’s real concern,
which is, “If we relocate here, can peo-
ple easily fly into and out of the area?”

1 7th best airport inthe U2 nde Mas: Traveler)

BUILD:

1 The title PEEKS FROM LEFT.

2 The airplane STRIPS LEFT UP.
3 The bullet points WIPE RIGHT.

Cherokee County,

somsth 4 arolima

36 AUGUST 2000 / PRESENTATIONS WWW.PRESENTATIONS.COM



Employ persuasive words and images

80 storns b ated im

il led el

= 57800/ Hour Wages

= My e han &b
hrsiweak

* Disglacad Fac1nmy
Wi

BUILD:

1 The title PEEKS FROM LEFT.

2 The work-force photos SPLIT HORIZONTAL OUT.

3 The bullets wipe RIGHT, grouped by first-level paragraphs.

- . _ F 1 , I -
J }K o E simwth o arilima
gl N 5 e, ¥ 1

BEFORE: This image

appears to be outdat-

ed, too small and

crowded to the side

by the text. AFTER: We changed the title to “People looking for
better work™ and substituted photos that effective-
ly represented people doing many types of work.

[Feople Looking for Better Work

i Displaced factory

Cherokee County,

A chart isn’t always the best choice

Cost of Living Comparison
Competing Markets - 3rd 0tr 97

Sowih Canolizs Evororsic Dhovdopreeal [nfoeeivm Sysicn

BEFORE: This slide’s point is to show that the cost of liv-
ing for cities in Cherokee County is lower than in some
other cities, but when most people look at charts, they
automatically think the highest line on the chart is the
best. Because the important point here is in the middle,
we shouldn’t use this style of chart.

BUILD:
1 The title WIPES RIGHT.
2 The city stats appear all at once. &

WWW.PRESENTATIONS.COM

AFTER: We divided the information into two groups of cities, those
with a cost of living below and above Cherokee County’s. Now the
audience can easily compare areas. We put Cherokee County at
the center of the graphic so it would stand out while the presenter
talks about its virtues in relation to cities on either side.

¥ Cumrier Cost of Living ncies 67

r - [
E Cherokee County,
‘1 Ek . rl" H ; wiswdh o arolima
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Use subdued backgrounds
to create easy-to-read slides

he work of the 340 scientists

and support staff at BASF

Bioresearch Corp. (BBC) in
Worcester, Mass., concentrates on
new treatments for autoimmune
diseases, prevention of transplant
rejection and biopharmaceutical
contract manufacturing. Joshua
Froimson is BBC's quality engi-
neering manager. For this presen-
tation, members of his audience
come from all areas of the bio-
pharmaceutical manufacturing
operation, and his goal was to
introduce and explain BBC's vali-
dation program. He asked us to
update his slides.

Froimson’s initial presentation
was on the right track. He had
clear “chunks” of information cate-
gorized for easy understanding.
He had an image of an umbrella

to make his point. And, best of all,
we didn’t have to reduce his infor-
mation — he had already cut it
back to the essentials.

Because his presentation’s core
content was quite usable, we con-
centrated our efforts on giving the
slides an updated look. First, we
redid the background. Froimson
gave us some photos of products
BBC uses, and we scanned them
into the background. We also
scanned in some test-tube images
from its corporate flyer. Because
Froimson shows charts and
processes, we kept the back-
ground subdued so the informa-
tion would be easy to see and
read.

Jennifer Rotondo created the
background by starting with a pat-
tern from the Creatively Corporate

Don’t layer same-color boxes

‘Walidation Program Cheerviers

Equprmant | Syviam

Fiadast 1926 perrdail Vil meas|
[ =]

a -

= a0

o m

i y

.-_T: *

ﬂ Froeess Webdmas

=* Syisdadl [ -

|— B e | S

¥ |

- O “"

BEFORE: Because the boxes are the
same color as the background,
viewers have difficulty seeing the
two boxes as two separate steps.
Also, the arrow between the two
boxes is not in proper proportion,
and the top three boxes would look
better aligned vertically.
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AFTER: Because the slide title already

says Validation, we didn’t repeat it

below. We created a solid gold box to
represent the product and a solid teal

box to represent the process.

alidatiom Program Owendienw

templates on her Web site
(www.creativemindsinc.com). She
then added the two pictures the
client provided. She colorized the
test-tube picture by selecting IMAGE
— HUE/SATURATION, then clicking
the coLorize box and sliding the
HUE, SATURATION and LIGHTNESS bars
to match the blue background. She
added a LAYER mask and airbrushed
most of the right side in black so
she could only see a portion of
the test-tubes. Finally, she added
the second picture of the hand-
held device and changed its LAYERS
display to soFT LIGHT and its opaci-
ty to 50 percent. Also, Froimson’s
presentation was laid out vertical-
ly, but we changed it to a horizon-
tal format to make the background
pictures and the words fit better.

BUILD:

The two boxes and
the arrow between
them each wipe DowN
with a mouse-click.

‘At Cnpi e ing
[
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Limit the number of boxes

I3 Tasis
m Ersgranry Docsrreniatze

P [ - el

AFTER: We put the numbers inside the
test-name boxes, filled each box with a
teal gradient and made all subtext the
same color. Also, we removed one of the
BASF names; one is enough.

s ip T g

Elum‘\l Bpairs
[ == =TTy
i rearaa

5] mswarearntion &
wrndy LRI £ TS
eyl i
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il el i
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= imimrim s etm r Bed prerods
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BEFORE: It's interesting to have the
number boxes separate from the
name of the tests, but this leads the
eye to read down the five number
boxes first, not across to each
process and then down.

Use realistic images

AFTER: We used a more realistic picture
of an umbrella and kept it vertical, the
way an umbrella really works. We then
fixed the text that falls under each side
of the umbrella by aligning the names of
the procedures using the tab key.

)

S

Ta:'-'

ca

s [

BEFORE: Froimson uses the
umbrella analogy as he explains
each procedure. We decided he
should straighten the umbrella
and text to make it easier for the
audience to read and understand.
We also thought the umbrella
needed to be a more substantial
image.

W00

Erg Diocs

WWW.PRESENTATIONS.COM

BUILD:

Each box wipes
RIGHT On a
mouse-click, and
its white subtext
APPEARS. This way
the presenter can
control when the
next test’s
information
appears.

‘Junity Cnpiresing
B T e o S

BUILD:

The text under
the umbrella on
each side wipes
DOWN 0N a
mouse-click.

3 uality Enpl i ivg
BEH P e a e e

I} Procedures - w-001 (Program)

V08  Files

PRESENTATIONS / SEPTEMBER 2000 37



g
Claudyne Wilder
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Susan Miller is the
creative director
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Visual Media Group,
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and marketing
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multimedia, Web
and video. Contact
ber at 609.918.
1100 or smm@
visualmediagroup.
com.

Ghart only as much data
as your audience needs

ebbie Pruent is president
D and COO of Allison-Fisher

International in Southfield,
Mich., a leading marketing and
communications research and con-
sulting supplier to the automotive
industry. Her presentation is part
of a “state of the brand” report
provided to clients at least once a
year. It indicates how successful
individual car and truck makers
have been in stimulating demand
and brand equity. (For confiden-
tiality, the names have been
changed here.)

Pruent asked us to help make

her presentation slides simpler and

to give her some ideas about what
to do with the charts.

First, we changed the back-
ground color. When bright white is
used as a background for electron-
ic slides, the harsh contrast is not
easy on the eyes. Instead, we
chose a light-blue background, to
make the information easier to
read and more comfortable to the
viewer. If Pruent wants to print the
charts for a handout, however, the
file can be easily adjusted to print
in black and white.

For the type font, we chose
Arial Narrow, because it allows us
to use a larger font size and make

the letters fit into a small space.
We increased the font size of as
many numbers and words as pos-
sible so the audience can read
them on the screen. We also
looked for all the places where
words and numbers were repeated
on the same slide; we removed
the redundancies and any data
that didn’t need to be seen or dis-
cussed. Finally, using a dark blue
bar, we defined an area at the top
of each slide for a section heading
(24-point font size); the slide title
is below the section head in a
slightly larger font (27-point font
size).

Save some information for the handout

SHOPPING
SUPER TORQUE AND COMPETITORS

% of Car Makes Sheps
n

s
BUPERTORALE

» VECTOR

PRI

——min

BEFORE: The numbers under the trend
lines can be put in a handout. They are
unreadable on the screen, so there is
no reason to show them. Also, the leg-
end in this slide is unnecessary. (If you
do need a legend, though, we suggest
putting it in the upper right, as shown
here.)

 Sioppan Suse Torgue and Somplers

BUILD:

Each of the trend
lines with a product
name WIPE RIGHT.

e

V0

oty

W&ctor
2

e T L e e L)

AFTER: We used Arial Narrow for better
readability. We changed the y-axis to
eight instead of 10 after deciding that
common scales between slides were
unnecessary for comparison. We also
removed the years at every month and
put the labels by each trend line.

Velocity

Super Torque

Motion

0
Aug Sep Oct Nov Dec |Jan Feb  Mar
1898

Jan

Apr May Jun Jul Aug Sep Oct Mow Den‘
1999 2000

WALLISONFISHEI\
INTERHATIONAL, INC.

1 Source: Autsmetive Intertions and Purshases Study™
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Put numbers and names closer together

CROSS SHOPPING - 99Q4
Qther makes shopped by Super Torgue shoppers

n 5 30 35

1n 15 on 25
S 0t SUpeT IR ShOpRes Whn Shpped | Mok

ALLIDE P LR

TTERATIGNA ME. S, Bubravke: b aran Prdas S

BEFORE: This sort of chart forces a viewer to scan across
from the car make to the number. Also, the capitalized
car names are hard to read.

BUILD: 1 Industrial through
We built this ~ Motion percentages
chart in groups  WIPE RIGHT.

starting with
the lowest
percentages
first. All wip
RIGHT.

2 Velocity and
Autobahn wipe RiGHT,
followed by the rest.

=

i HE
b it

AFTER: We changed the car name font to Arial Narrow and
enlarged its size. We moved the numbers next to the car
names and capitalized the first letter of each word. All these
changes improved readability and created stronger correla-
tion between each car make and its percentage.

Cross Shopping: 99Q4
% Other Makes Shopped by Super Torque Shoppers

Vector [eldial

Blur Master |PPES
Autobahn [EE]
Velocity (S
Motion
Thunder
Hornet
Auto Fine 100
Lunge

Fast Back
Clipper
Classic
Muscle XL
Nemesis LT
Jump Start
Lavish T22
Liftgate
Industrial

WALLISONHSHER
W INTERHATIONAL, INC. 2

Source: Automotive Intentions and Purchases StudyS4

Show only the most important information

SUPER TORQUE IMAGE STRENGTHS/WEAKNESSES
99Q4 +- 9804

Imiagr s derhined Imiagr has impemend

ALLIDE P LR
TTERATIGNA ME.

BEFORE: Not all the information is equally important,
but it looks that way on this chart. The audience only
needs to see the most important information. If you
want to, you can have a hidden slide ready with the
extra information, in case someone asks about it.

BUILD: ey
The Image Improved bars wipe RiGHT,
while the Declined bars wipe LeT.

AFTER: We only kept the information that is statistically sig-
nificant. Again, we used the Arial Narrow font, enlarged the
font size and took out the zeros. We eliminated the x-axis
because the values are now shown on the bars.

Super Torque: 98Q4 +/- 99Q4
Image Declined vs Image Improved

Good Looking

Comfortable Ride
Luwxurious

Good Value
Good MPG
Sporty

Distinctive Looking

Mean Difference Among Those "Aware"

AMean Difference o103 i Signifcart

WALUSONHSHER
W/ INTERHATIONAL, INC. 3 Sourca: Blarametar of Automotive Awarensss and Imagery Study™
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Organize data Into logical
chunks to prevent wordiness

!-rk
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cons_ultarlts _her_ resentative in the govern- about what state chapters have the state’s name and remains the

;emlnatlrr Winning ment relations office for The  accomplished using Volunteer same on the following related
resentations:
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BUILD:
1 “Friends of

Heritage™ wiPes RIGHT the pictures wipe

all at once.

Nature Conservancy in
Washington, D.C. His job is to
help The Nature Conservancy
(TNC) state chapters lobby their
state and local elected officials for
public funding through ballot and
legislative initiatives.

He asked us to give him some
ideas about how to use more than
sentences or phrases on his visu-
als. First, we printed the whole
presentation and laid the hard
copies on a table. By looking at
all the slides this way, we could

Action Networks. We made two
templates for those slides. Now,
whenever he is discussing a state
project, he has templates for the
information. That forces him to
organize the data in a certain man-
ner, which makes it easier for the
audience members to follow and,
hence, to get excited about creat-
ing a Volunteer Action Network in
their state.

We also set up a title template
for him. You'll see that it provides
two lines for the title. The top title,

Emphasize the benefits

Fourth year of succ

: are aver B0 yeam ok, 3
enmmainiciied with va amail
small niral com munities

BEFORE: This slide should show the
information and statistics in a simple,
easy-to-read way. Full sentences are
hard to read and awkward for the
presenter to talk about.

2 The statistics over

DOWN.

=had progeam wilthout a

3 The bullets wipe
RIGHT, GROUPED by
paragraphs.

+ Ganerate more public funding
# Keep funding from being cul
# Only positive comments Fom participarts

slides. The slide’s actual heading is
below the state’s name and is spe-
cific to the information on that
slide. The subheading stays in the
same location on every slide, and
we only animated the heading, not
the subheading.

Also, pictures can be used to
add interest. We used a collage of
pictures in the background along
the slide’s top edge. The pictures
were found in the group’s monthly
publication. We scanned them and
muted the colors to make a won-
derful heading background.®&

AFTER: We added pictures down the left and made
sure they were all the same size by using the ForRMAT

- PICTURE — SizE tab. For legibility of the text, we drew
a rectangle using AuTosHAPEs to cover all three pictures.
While it was still selected, we chose the FiLL coLor
bucket on the draw toolbar, selected darker green
from MoRE FILL coLors, and then clicked the SEMITRANS-
PARENT hox. We placed the statistics over the screen
and pictures and then grouped the statistics with the
screened box.
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AFTER: Here we used CrystalGraphics PhotoActive FX Still Photo
Effects, Volume 1. You can see two different effects when the photos
appear automatically with the last bullet point. The top picture is
EDGES — SPIRAL, and the bottom picture is EDGES — OVAL WASH.

+ 1990 started in the spring
® 10000 members conladed

# 550 ivolved members

BEFORE: The point of this slide is how the Maine chap-
ter helped pass a bond, and that should be the title of
the slide. We also

felt it needed BUILD:
some images with 1 The subheadiing 2 The bulets we + Bi-partisan support
the last bullet. “Maine” isonthe  RIGHT — GROUPED * Legiglative leadership &
screen when by first-level lobbyists sai
the slide appears.  paragraphs. s sad..
Most effective grassroots
campaign they'd experienced.” i

Use a timeline

AFTER: We organized the information about the database into three
« The sl malch i A= mksatis ool far e a sections and used these to create a simple timeline. We used the
e AUTOSHAPES — BLOCK ARROW — RIGHT ARRow and filled it with another
picture. You can fill any AutoShape with a picture by drawing an
AutoShape, select it, click on AutosHAPES, then going to FORMAT —

AUTOSHAPE — FILL — FILL EFFECTS — PICTURE.

Creating. Managing.& Lsing It

BEFORE: Always organize your information into chunks,

especially if you want your audience to follow your sug-

gestions. This slide is mixed in between many slides dis-

cussing access, the network and education. The audience
has no clear path BUILD:

to follow. 1 The first chunk, 2 The next chunk,
“Create,” BOXES OUT. ~ “Manage,” BOXES OUT.

Wan=ne

[ AT
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BUILD:

To sell ideas, Images ana
words must show emotion

s you'll recall from last

month, Deryck Spooner is a

field representative in the
government relations office for
The Nature Conservancy (TNC) in
Washington, D.C. Last month we
worked on three of Spooner’s
slides; this month we redo three
more.

Spooner’s job is to help TNC
state chapters lobby their state and
local elected officials to generate
public funding through ballot and
legislative initiatives. For the open-
ing slide, we asked Spooner to

consider what pictures and words
he wanted to have flashing on the
screen while his audience waits
for his talk to start. Using his
ideas, we put together a montage
of animals for the top bar of the
slides and animated the words that
go with them. (See www.creative-
mindsinc.com for a sample view
and more specific directions about
the design.)

Many presenters have a tenden-
cy to share data rather than tell a
story. But people need examples,
emotion and a vision to be moti-

Set the tone before you talk

Volunteer
Action Metwarks,

BEFORE: This is a clear opening slide,
but it doesn’t excite curiosity. Also,
the subhead “And other strategies...”
detracts from the real message.
Spooner’s presentation needs to focus
on his most important objective:
encouraging the audience to start
Volunteer Action Networks.

1 The movie is set to play automatically.

2 The title wipes RIGHT automatically after 3 seconds.

3 The text wipes
RIGHT automatically
after 6 seconds.

(e e

something.

vated. Spooner’s initial presenta-
tion was too data-oriented. In the
slides we revised, we made it easy
for people to understand what
they would need to do to set up a
Volunteer Action Network.

Spooner’s objective is to have
people start saying to themselves,
“We could set up a Volunteer
Action Network and get some sup-
port for saving the river from
overdevelopment.” We included
the screen-capture with the e-mail
to show people in the audience
how easy it is to send an e-mail
asking people to participate in a
campaign.

Overall, our advice is to be
ruthless with your slides. Ask
yourself, “Will the words, pictures
and images on this slide help me
carry out my presentation’s objec-
tive?” If not, delete them. &

AFTER: Opening slides, especially when shown on a
laptop, can be extravagant and full of animations. To
excite curiosity, think of your first slide as a preview,
especially if you are trying to convince people to do

Volunteer
Action Networks. ..

Helping the Public Support
Consarvation
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Make the steps clear and concise

v Lse Apcess fo simplity the task

« Take A ciass ¥ you don't know bosv 1o sa
Ay

v 3] belp valh inlE data endry.

v eep separale Blomaion in separals hdde.

BEFORE: This slide’s message is, “Don’t worry, Access
isn’t that difficult to use.” But Spooner has six items on
the list, none of which are explicit. Also, this slide needs
to reach out and grab viewers, not overwhelm them
before they start.

BUILD:
1 The title wipes RiGHT automatically, immediately.

2 The WordArt pissoLves onto the screen automatically after
0.1 seconds.

3 Each bulleted text p—
item WIPES RIGHT on
a mouse click.

AFTER: First, we shortened the list and defined the tasks more
clearly. Then we added some WordArt; creating “4” and “steps”
separately in Arial type. We then made the words transparent,
placed them on the page and crourep them. We also numbered
our items so the audience can see at a glance that they have to
complete only four steps.

Using Access. .. Easilyl
© Takea class
@ Set up the fields for the separate information
@ Find 3 pecple to help with iniial data enry

@ Choosa a regular time to update
# Create mechanisms for updafing

# [k &baut [ha Viords Yau CGhoosa

v-up o Alarts And Maillings

BEFORE: Here we come to the crux of the talk, which is
how valuable using Access can be. But the words on this
slide convey no emotion. Also, the bullet points don’t
express parallel ideas, so some of them don’t make
sense at first glance.

BUILD:
1The title wipes RIGHT automatically. .

2 The e-mail picture pissoLves onto the
screen automatically after 0.1 seconds.

AFTER: We put an actual example of an e-mail on the screen.
Now Spooner can talk about creating the e-mail, to whom it
should be sent and how follow-up is done, referring to e-mail
examples in the handouts.
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For more flexibility, try
Illustrating key concepts

irute Regine and Roger

Lewin are co-authors of the

book The Soul at Work:
Embracing Complexity Science for
Business Success. Their business
consultancy, Harvest Associates in
Cambridge, Mass., brings complex-
ity science principles to businesses
struggling with transformation and
change. One of their biggest chal-
lenges is translating key ideas from
their book into presentations to be
given around the world. They gave
us some basic slides and asked us
to work some magic.

Given so much leeway, we
took some liberties with this pre-
sentation. We decided their pre-
sentation should look distinctive,
since they are asking businesses to
consider a new, powerful way of

thinking. We had a choice of mak-
ing a fancy background and keep-
ing the slides simple or using a
simple background and making
the slides more complex and var-
ied. We chose the latter approach.

We made the background green
for a couple of reasons. Green is
the color of harmony, growth and
relaxation. It is also a good color
to use when you want to receive
feedback during your talk. Some
of Lewin’s and Regine’s talks will
be to executive think-tank groups,
so we structured the slides with
the idea in mind that they would
have back-and-forth discussions
with executives, not simply stand
up to speak for an hour.

Next, we decided to add some
PowerPlugs features. The first slide

Change the pace every now and then

Intepratmg people

How do we do this?

Fosur worksfamily values:

wuisling behoviors [or quulity relationships

BEFORE: We removed the “How do
we do this?” question. This is a transi-
tion sentence, and it works better to

say it rather than to show it on a slide.

BUILD: The animation comes up auto-
matically. We suggested they loop it so
it could be showing in the background
as they give their introduction to this
section.

32 JANUARY 2001 / PRESENTATIONS

4 Work/Family Values

example is for an introduction to a
section of their talk. Imagine this
scenario: Regine and Lewin start
their presentation and the audience
is listening, wondering what these
people who wrote this unusual
book have to say. Thirty minutes
into the talk, to change the energy
in the room, the 3D title animation
is shown (see the first example).

Another unusual effect is the
photo you see in the second
example. This looks fantastic when
animated and it really emphasizes
the importance of mutuality, of
people working together toward a
common goal. (To see these
PowerPlugs features in action, go
to www.creativemindsinc.com and
view the Design Tips page for
more details.) @

AFTER: We put only the title of this section on the
slide and used the POWERPLUGS — 3D TITLES — VOL-
UME 1 — PIECES. The text rotates in the center of the
slide as the four pieces of the graphic rotate in
each corner. This comes with sound effects, but we
elected not to use them.

WWW.PRESENTATIONS.COM



Keep all points visible

AFTER: The audience can see all the values, and the value being

Mutuality discussed is highlighted. We did this by creating a 3D ball in
CrystalGraphics 3D IMPACT! Pro and saving it as a JPEG. We
* Regeet opened the ball in Photoshop, cut it into quarters and placed each
quarter in its respective corner. We added a small drop-shadow for
R — a little depth. Then we took a photo and used POWERPLUGS —

PHOTOACTIVE FX — VOLUME 2 — FULL IMAGE EFFECT — MANY TO ONE.

® Influcnes
Respect-- Interest--Influgnce

|I'| Ll
¥
i
1w
Wl
¥
_.'1 iy
i
1w

. Hi‘ i

BEFORE: With this slide, all the audience sees is
the illustration of one value — mutuality. But
including all four values on several slides will
make them easier to remember.
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BUILD: The photo animates in, going
from the many images you see in the
example to one image.

Use the company’s Web site

AFTER: Web sites are hot right now. What better way to highlight
a company than to show its home page? Here’s how we captured
it to put on the slide: We went to the SAS site. On the home page,
we hit the alt key and print-scrn keys simultaneously. This copies

“The: Tnstivare is fogmded an o philasogbn of what is seen on your screen. Then, we went into Photoshop and
B lasteng relatioshipe with oo pasted this picture in a new layer over our background. We used
eusomers, v beniness parteery, amd our EDIT — TRANSFORM — PERSPECTIVE to make the left side of the Web
emphoyess.” page larger. Finally, we added a subtle drop-shadow.
%A Inmyinie, dmoead Moy

SAS |nstitute

|

BEFORE: This slide illustrates one way to talk
about a company by using a quote and showing
its logo. But more can be done.

BUILD:
1 The Web site picture is on the screen.
2 The words zooM IN FROM SCREEN CENTER.
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Jennifer Rotondo

Removing clutter makes
slides clean and effective

specializes in

dayzgi'zing ‘md ' he client we are working

creating ‘rnullzmedfa with this month has chosen

P’&gﬂ’”"‘“‘[m'ﬂnd 15 to remain anonymous, but

a cer ”f’ef” Microsoft challenges of the slides are

PowerPoint expert. worth a look. This company’s pre-

Contact her sentation involves a lot of informa-

in Atlanta at tion in the form of charts and

7 7 04'42 1.247 6’4 tables. The challenge was to make

/e’?nlff”""@c’deﬂl‘m the slides clean and informative

”?’W“”C-mm or without overwhelming the

visit www.creative audience.

mindsinc.com. This client is concerned that he
cannot always control the presen-

Co-writer Claudyne

Wilder teaches and
licenses to companies

tation-room lighting, so a dark
slide background could be a prob-
lem. He also needs to show sever-

gndlconsum'mm. her a1 product photos. Taking these
seminar "‘Wmnmg two factors into consideration, we
Preseniations: chose a clean white background
Dez/leo]nnent, ‘ for our redesign. By doing so, we
Design and Delivery ;11 ensure that the charts will be
With Confidence.”

1o receive her free
monthly e-newsletter

easy to read and the photos will
stand out. The white background
also gives him an easy way to add
a customer logo. Since most logos
he uses from clients’ Web sites are
framed in a white box, he can eas-
ily put a logo on a slide.

To improve the design, we
spruced up the PowerPoint
graphs in Adobe Photoshop. In
the second example, the rectan-
gular marquee tool was used on a
new layer, to create rectangles
with gradient fills for the cylinder
bodies. Then, on two separate
layers, we switched to the ellipti-
cal marquee tool to create ellipses
for the cylinders’ tops and bot-
toms and filled them with the
same gradient. Keeping all three
pieces on separate layers, we

Highlight what's important

several times.

assembled the bars. Then we
added a shadow layer below the
bottom ellipse layer. Using the
rectangular marquee tool, we
drew a rectangle, filled it with
black and then used a Gaussian
blur for effect. We then reduced
the transparency to 30 percent.

The third example also called
for some Photoshop work. We
created a new layer above the
chart layer and, using the ellipti-
cal marquee tool, drew circles to
overlap the pies and filled them
with color. Next, we made this
layer 50-percent transparent. We
then used the polygon lasso tool
to draw the small piece and fill it
with green. We followed the same
procedure to draw the third piece
and fill it with purple. @

BEFORE: The focal point of this slide is unclear. The diagram
should be moved to the side. Also, the text to the right of the
diagram is too small to read and the word category appears

Category Definition

Presentation Points,
sign up at www. Siep I: Category Definition
wilderpresentations.
com or contact her
3 | Category Dafinition (Tirels =2
in Boston at T (| 10 determioe the products dhat mae up (e
617.524.7172. e
E R CONSADET oS
E [Category Asseszment hakeretify purrchemsie thaaf s vt ks el rdsct it
-3 thetermine whal £ meas Wbl Jd maahjeasie
= G
;.-.; U L | “heaeetily ot e’ i ee of P sl gy
5 (Catagery Strategy Devalspmant
cmwrr\ Tactic Benh:n-un
|P|-n Implementation |

Purpose: Determine products in category and its segments

Definition P - - e
o . . ; Key Activit lude ident
AFTER: The category definition’s purpose is increased in oegon‘;l:;lelf:elggsu ¢ identifying
size and moved to the top. The diagram size is also larg- Role Development ® Products that are
er. Within the graph, we used a darker color and anima- g interrelated/substitutable
. . . . sy P ‘S | Assessment
tion to differentiate this slide’s focu.s. The activities are 3 © Measurable & manageable elements
numbered so the presenter can easily identify each key 2 | — ® Key category segments
point. Also, space for a product picture is available under g ecC : definiti
the text. E e ustomer’s category definition
Tactic Development
BU"_D Plan Implementation
1 Graph and text appear on the slide. —
2 Focus text WIPES RIGHT on @ mouse-click.  kee™ .
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Use subtitles to make your point

Produel X users are ihe mosi loyal consumers and
thus more inclined 1o seek anher siorefpuilel il
their product is Oul of Slock.

Total Product

LOYALTY
csbEdgs2dgeas

oamparny Coanpay 1S Erivale Labed

BUILD:
1 On a mouse-click, the Private Label bar wipes up.

2 The Company B bar wipes up on a mouse-click.
3 The Company A bar wipes up on a mouse-click.

BEFORE: With the key numbers above the bars, the 3D perspective is too severe.
Also, the numbers on the Y axis are unnecessary when the percentages already
appear on the bars.

AFTER: The new cylinders better represent the slide’s color scheme. The title
is shortened and the subtitle makes the key point. If you wanted to animate
this, you should start with the least important data (in this case, Private
Label) and finish with the most important (Company A).

Preduct X Uscrs=Loyal Consumers Produst X Uscrs=_Loyal Consumers
Shiop Bisewhess F Caalt GctProcuct Bhap Blscwhcre I Coall Gt Product.

ey

uuuuuuuuuuuuuuuuuuuuuuu

Product X Users=Loyal Consumers
Shop Elsewhere if Can't Get Product
83%

= 56%

o]

& 41%

—1

CoA CoB Private Label
N

Pare down titles and legends

Although X store cusiomer base skews lowards potential
product z consumers, X store under-ind exes vs.
Competition in this high value Scoment .

1ullar Share of Produd Calegury
3L Brore

Y Slume

BEFORE: This slide title is confusing and difficult to read in the Times New Roman
font. The numbers are also in Times New Roman, which is inconsistent with the
Tahoma font used in the other slides. Finally, the legend is repeated twice.

AFTER: The title states what the pie slices are, making it easy for the audi-
ence to grasp. The chart colors follow the slide color scheme and the bottom
legend is left out. The audience can easily grasp the information needed by
reading the title and the slide percentages.

.|
e $ Share of Product Category
e e e Store A Under-Indexes vs. Store B
Produ 10%
7%
Product Y B 32%
39%
BUILD: 58%
1 The title and subtitle s Share o Procuct Catoaors
appear on the slide. rsm—
2 0n a mouse-click, both Store A Store B
pie charts appear with the
RANDOM BARS HORIZONTAL
effect. N
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Jennifer Rotondo
specializes in
designing and
creating multimedia
resentations and is
a certified Microsoft
PowerPoint expert.
Conlact her

in Atlanta at
770.421.2476,
Jennifer@creative
mindsinc.com or
visit www.creative
mindsinc.com.

Co-writer Claudyne
Wilder teaches and
licenses to companies
and consultants her
seminar “Winning
Presentations:
Development,

Design and Delivery
With Confidence.”

BUILD:

1 “Capabilities
Overview" wWIPES
RIGHT ON @ mouse
click.

2 The audience
logo and name
WIPE RIGHT ON @
mouse click.

3 The bottom
question WIPES
RIGHT on the next
mouse click.

Design sli

s a leader in the aerospace

and defense industry,

Ensign-Bickford Aerospace
& Defense Co. of Simsbury,
Conn., is no stranger to giving
client-based presentations. Mike
Voisine, new business develop-
ment director, brought us the
company’s presentation slides with
a common request: to create a set
of updated slides that are easy to
customize. In addition, he wanted
a convenient way for the presen-
ter to interact with the audience.

To promote interaction, a pre-

senter must have slides and con-
tent that reinforce and encourage
audience feedback throughout the
presentation. Creating slides that
ask questions gives the audience
an opportunity to express their

des that prompt
audience interaction

interests, opinions and feelings
about your subject.

With that goal in mind, we
built stopping points for interac-
tion into the slides. We created a
question area on the bottom of
each slide. The presenter does not
have to use the question area on
every slide, but this design
approach gives the presenter an
opportunity for interaction when-
ever he wants it.

The opening slide illustrates
how to immediately engage the
audience. The key question for the
audience appears with a mouse
click at the beginning of the pre-
sentation. This instantly sends a
message to the audience that this
will not be a 30-minute mono-
logue. From the beginning, the

Visually strengthen the opening slide

presenter encourages audience
members to talk about their inter-
ests. This is also helpful for pre-
senters who aren’t comfortable or
don’t have a lot of experience
engaging an audience. The ques-
tion on the slide does the hard
work, getting things started.

The second slide’s goal — to
establish company experience in
the field — isn’t related to interac-
tion, so instead of a question, a
map graphic outlines company
locations. The third slide outlines
Ensign-Bickford’s successes and
programs. Space at the bottom lets
the audience indicate what it
wants. Again, this provides an
entry point for the presenter to
learn what the audience needs and
to adjust the message accordingly. @

BEFORE: This slide gives a rather plain opening impression.
First, the slide needs a place for the name and logo of the

Ensign-Bickford
Aerospace & Defense
Company

Capabilities Overview

EnapataiiAua g S kT Copan

audience’s company. Second, the picture should be
accentuated in a more interesting way.

5|gn Blckford

AFTER: For the photo, we drew a circle

and then choose FORMAT AUTOSHAPE —> COLOR
— FILL EFFECTS —> PICTURE. Now the image’s

frame complements the background's

circular elements. Doing so also frees space

to insert the audience’s company name
and logo.

Ensign-Bickford -
\erospace & Defense Company

Gapabilities
.
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Capabilities Overview
to...

(Place company name and
lege hers)

What is your future product focus?
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Unclutter company information

*EBA&D] BEFORE: Too much information appears on this slide, making it difficult to follow,

Background and the picture competes with the world map image. Also the company’s name
"“EBABD'® Farent, CEL, hiae diversified holdings in a wids variety of Shouldn't be repeated

manufachuring industries.

The: Energetic Produds Subsidiary, The Ensign-Bickford Company (EBARD),
Traces moots o 1836 in a5 Manufactursr of Safety Fuse

EBAZD Maintains Presence a5 Worldwide Leader in Non-Electric Initiation
Systems for Mining and Blasting, with several Intemnational W s/Subsidiaries

EBARD Aerospace =ntry in 1356; First Manufacturer of Linear Shaped Charges

AFTER: The company information is organized with the key data headings in

(CSEEE neieg bold, making it easier to read. We eliminated the picture and used only the
world map to provide a cleaner look.

Aerospace Presence Evolved to Separate Subsidiary, EBARD

erospace

Separate Subsidiary for A

Started: 1836 as Manufacturer of Safety Fuse—The Energetic
Products Subsidiary
Aerospace Entry: 1956 as first manufacturer of linear shaped
charges and mild detonating fuse

BUILD:
1 The slide title and the background are shown.

2 Bulleted text items wipE RIGHT on @ mouse click, one at a time.

3 With the last text item, the graphic appears automatically
with a RANDOM BARS HORIZONTAL effect.

Diversified: wide variety of manufacturing industries

.~ Worldwide Leader: Non-electric initiations systems for mining
- and blasting, with international JV's/Subsidiaries

doesn't know where to look. The photos need to be integrated |nto the key points

Our Aerospace & Defense Hem‘age
7 on the slide.

EBA&D's roets are in High Reliability, Strategic
Missile and Launch Vehicle Ordnance Systems

OPnlmsanulﬂm #BercunyiGemini
+ApomEatm

OIndzlim #Shutfe
+FancakeEpar omnn
+Small IEM

OMH

Common Coreof | ©
Products

+lgrition Systems
-+ Saparstien Systems
#Destruct Systems

AFTER: The pictures are matched to the text elements. The “Common Core
Systems” title and accompanying effect show that the missiles and launch
vehicles have these systems in common. Finally, the question at the bottom
invites audience discussion.

M|s*:||ra‘|_ unch Vehicle Ordnance Systems

Enapataiu A S LT Cuopan

Common Core Systems

BUILD:
1 The Trident photo and bullet points ApPeAR on a mouse click.

2 On the next click, the Shuttle photo and words ApPEAR.
3 "Core Systems” text zooms IN on a mouse click.

Launch Vehlcles
= Mercury/Gemini

+ Apollo/Saturn

~ Shuttle

= Titan

« Delta

+ Aflas

- Pegasus®Taurus

4 The question wiPEs RIGHT on a mouse click.

MissilefLaunch Vehicle Ordnance Systers

What is the reliability of your systems today?
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