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PROLOGUE

How to Be
Insanely Great
in Front of
Any Audience

A person can have the greatest idea in the world—
completely different and novel—but if that person can’t
convince enough other people, it doesn’t matter.

—GREGORY BERNS

teve Jobs is the most captivating communicator on the

world stage. No one else comes close. A Jobs presenta-

tion unleashes a rush of dopamine into the brains of

his audience. Some people go to great lengths to get this
hit, even spending the night in freezing temperatures to ensure
the best seat at one of his speeches. When they don’t get that
buzz, they go through withdrawals. How else do you explain
the fact that some fans threatened to protest Jobs’s absence from
a conference he had keynoted for years? That’s what happened
when Apple announced that Jobs would not deliver his tradi-
tional keynote presentation at Macworld Expo in 2009. (Apple
also announced that it would be the last year in which the com-
pany would participate in this annual trade show produced by
Boston-based IDG World Expo.)

‘ix
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Apple vice president Phil Schiller filled in for the legendary
presenter. The expectations were nearly impossible to meet, but
Schiller performed admirably precisely because he used many of
Jobs’s techniques. Nevertheless, Jobs was missed. “The sun is set-
ting on the first generation of rebellious whiz kids who invented
the PC, commercialized the Internet, and grew their companies
into powerhouses,” wrote reporter Jon Fortt.!

A Steve Jobs keynote presentation is an extraordinary expe-
rience, and he doesn’t give many of them. Although fans,
investors, and customers hope to see more of him at Apple
events, given his leave of absence in 2009 for medical reasons
and Apple’s withdrawal from Macworld Expo, there might be
fewer opportunities to see a master at a craft he has honed for
more than three decades. (It was later confirmed that Jobs had
undergone a successful liver transplant and would return to
work.) This book captures the best of Jobs’s presentations and
reveals, for the first time, the exact techniques he uses to inspire
his audience. Best of all, you can learn his skills and adopt his
techniques to blow away your audience, giving people a high
they will crave again and again.

Watch a Macworld keynote—*“Stevenotes,” as they are
known among the Mac faithful—and you will begin to recon-
sider everything about your current presentations: what you say,
how you say it, and what your audience sees when you say it. I
wrote a column about Steve Jobs and his presentation skills for
BusinessWeek.com. It quickly became hugely popular around
the world (Daniel Lyons, aka “Fake Steve Jobs,” even featured it).
It appealed to Mac and PC owners alike who wanted to improve
the way they sell themselves and their ideas. A select few read-
ers had seen Jobs in person, while others had watched video of
Jobs online, but the vast majority of readers had never seen him
give a keynote. What they learned was eye-opening and forced
many of them to go back to the proverbial drawing board.

For educational purposes, use YouTube as a complement to
the techniques revealed in the pages to follow. At this writing,
there are more than 35,000 clips of Steve Jobs on YouTube, a far
larger number than for most other high-profile CEOs, includ-
ing Virgin's Richard Branson (1,000), Microsoft’s Steve Ballmer
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(940), and the former head of General Electric, Jack Welch (175).
In this case, YouTube offers a rare opportunity to read about a
particular individual, learn about specific techniques that make
him successful, and see those techniques in action.

What you'll learn is that Jobs is a magnetic pitchman who
sells his ideas with a flair that turns prospects into custom-
ers and customers into evangelists. He has charisma, defined
by the German sociologist Max Weber as “a certain quality of
an individual personality, by virtue of which he is set apart
from ordinary people and treated as endowed with supernatu-
ral, superhuman, or at least specifically exceptional powers or
qualities.”? Jobs has become superhuman among his most loyal
fans. But Weber got one thing wrong. Weber believed that cha-
risma was not “accessible to the ordinary person.” Once you
learn exactly how Jobs crafts and delivers one of his famous pre-
sentations, you will realize that these exceptional powers are
available to you as well. If you adopt just some of his techniques,
yours will stand out from the legions of mediocre presentations
delivered on any given day. Your competitors and colleagues
will look like amateurs in comparison.

“Presentations have become the de facto business commu-
nication tool,” writes presentation design guru Nancy Duarte
in Slide:ology. “Companies are started, products are launched,
climate systems are saved—possibly based on the quality of pre-
sentations. Likewise, ideas, endeavors, and even careers can be
cut short due to ineffective communication. Out of the millions
of presentations delivered each day, only a small percentage are
delivered well.”?

Duarte transformed Al Gore’s 35 mm slides into the award-
winning documentary An Inconvenient Truth. As with Al Gore,
who sits on Apple’s board, Steve Jobs uses presentations as a
transformative experience. Both men are revolutionizing busi-
ness communications and have something to teach us, but
where Gore has one famous presentation repeated a thousand
times, Jobs has been giving awe-inspiring presentations since the
launch of the Macintosh in 1984. In fact, the Macintosh launch,
which you will read about in the pages to follow, is still one
of the most dramatic presentations in the history of corporate
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America. I find it amazing that Jobs has actually improved his
presentation style in the twenty-five years since the launch.
The 1984 presentation was tough to beat—one of the greatest
presentations of our time. Still, Jobs’s keynotes at the Macworld
Expo in 2007 and 2008 were his best ever. Everything that he
had learned about connecting with audiences came together to
create truly magnificent moments.

Now the bad news. Your presentations are being compared with
those of Steve Jobs. He has transformed the typical, dull, technical,
plodding slide show into a theatrical event complete with heroes,
villains, a supporting cast, and stunning backdrops. People who
witness a Steve Jobs presentation for the first time describe it as
an extraordinary experience. In a Los Angeles Times article about
Jobs’s medical leave, Michael Hiltzik wrote: “No American CEO is
more intimately identified with his company’s success . . . Jobs is
Apple’s visionary and carnival barker. If you want a taste of the lat-
ter persona, watch the video of the original iPod launch event in
October 2001. Jobs’s dramatic command is astonishing. Viewing
the event recently on YouTube, I was on the edge of my seat, even
though I knew how the story came out.” Jobs is the Tiger Woods
of business, raising the bar for the rest of us.

Now the good news. You can identify and adopt each of
Jobs’s techniques to keep your audience members at the edge of
their seats. Tapping into his qualities will help you create your
own magnificent presentations and give you the tools to sell
your ideas far more persuasively than you have ever imagined.

Consider The Presentation Secrets of Steve Jobs your road map
to presentation success. It’s as close as you will ever get to hav-
ing Jobs speak directly in your ear as you present the value
behind your service, product, company, or cause. Whether you
are a CEO launching a new product, an entrepreneur pitching
investors, a sales professional closing a deal, or an educator try-
ing to inspire a class, Jobs has something to teach you. Most
business professionals give presentations to deliver informa-
tion. Not Jobs. A Steve Jobs presentation is intended to create
an experience—"a reality distortion field”—that leaves his audi-
ence awed, inspired, and wildly excited.
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Moving On Up
4
As soon as you move one step up from the bottom, your effective-
ness depends on your ability to reach others through the spoken
and written word.®
—PETER DRUCKER

Some of the most common terms used to describe Steve Jobs are
“seductive,” “magnetic,” “captivating,” and “charismatic.” Other
terms, typically related to his interpersonal traits, are less flattering.
Jobs is a complicated man who creates extraordinary products, cul-
tivates intense loyalty, and also scares the shit out of people. He is
a passionate perfectionist and a visionary, two qualities that create
a combustible combination when the way things are do not match
the way Jobs believes they should be. This book is not intended to
tackle everything about Steve Jobs. It is neither a biography of the
man nor a history of Apple. This book is not about Jobs the boss,
but about Jobs the communicator. And although the book will
help you create far more effective presentations, it leaves the art of
presentation design to more qualified authors whose life work is
dedicated to the field of graphic design. (For more references, tips,
and video clips of the presentations cited throughout the book, visit
carminegallo.com.) What the book does offer is the most thorough
breakdown of exactly how Jobs crafts and delivers the story behind
the Apple brand. You will learn how Jobs does all of the following:

”n u

» Crafts messages

» Presents ideas

»  Generates excitement for a product or feature
» Delivers a memorable experience

»  Creates customer evangelists

The techniques will help you create your own “insanely great”
presentations. The lessons are remarkably simple to learn, but
applying them is up to you. Speaking the way Steve speaks

xiii
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requires work, but the benefit to your career, company, and per-
sonal success will be well worth your commitment.

Why Not Me?

When I appeared on CNBC's “The Big Idea with Donny
Deutsch,” I was struck by the host’s infectious energy. Deutsch
offered his viewers this piece of advice: “When you see someone
who has turned his passion into a profit, ask yourself, ‘Why not
me?’ " ] urge you to do the same. When you read about Jobs in
the pages to follow, ask yourself, “Why not me? Why can’t I ener-
gize my listeners like Jobs?” The answer is, “You can.” As you'll
learn, Jobs is not a natural. He works at it. Although he always
had a theatrical flair, his style has evolved and improved over
the years. Jobs is relentlessly focused on improvement, laboring
over every slide, every demo, and every detail of a presentation.
Each presentation tells a story, and every slide reveals a scene.
Jobs is a showman and, as with all great actors, he rehearses
until he gets it right. “Be a yardstick of quality,” Jobs once said.
“Some people aren’t used to an environment where excellence is
expected.”” There are no shortcuts to excellence. Presenting like
Jobs will require planning and practice, but if you are commit-
ted to reaching the top, there is no better teacher than Apple’s
master showman. (See Figure 1.)

Performance in Three Acts

The Presentation Secrets of Steve Jobs is structured like one of Jobs’s
favorite presentation metaphors: a three-act play. In fact, a Steve
Jobs presentation is very much like a dramatic play—a finely
crafted and well-rehearsed performance that informs, enter-
tains, and inspires. When Jobs introduced the video iPod on
October 12, 2005, he chose the California Theatre in San Jose as
his stage. It was an appropriate setting as Steve divided the prod-
uct introductions into three acts, “like every classic story.” In act
1, he introduced the new iMac G5 with built-in video camera.
Act 2 kicked off the release of the fifth-generation iPod, which
played video content for the first time. In act 3, he talked about
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Figure 1 Apple’s master showman turns presentations into
theatrical experiences.

Photo by Justin Sullivan/Getty Images

iTunes 6, with the news that ABC would make television shows
available for iTunes and the new video iPod. Jobs even intro-
duced jazz legend Wynton Marsalis as an encore.

In keeping with Jobs’s metaphor of a presentation as a classic
story, The Presentation Secrets of Steve Jobs is divided into three
acts:

» Act 1: Create the Story. The seven chapters—or scenes—in
this section will give you practical tools to craft an exciting
story behind your brand. A strong story will give you the confi-
dence and ability to win over your audience.

» Act 2: Deliver the Experience. In these six scenes, you will
learn practical tips to turn your presentations into visually
appealing and “must-have” experiences.

» Act 3: Refine and Rehearse. The remaining five scenes will
tackle topics such as body language, verbal delivery, and mak-
ing “scripted” presentations sound natural and conversational.
Even your choice of wardrobe will be addressed. You will learn
why mock turtlenecks, jeans, and running shoes are suitable
for Jobs but could mean the end of your career.
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Short intermissions divide the acts. These intermissions con-
tain nuggets of great information culled from the latest findings
in cognitive research and presentation design. These findings
will help you take your presentations to an entirely new level.

What Are You Really Selling?

Jobs is “the master at taking something that might be consid-
ered boring—a hunk of electronic hardware—and enveloping
it in a story that made it compellingly dramatic,” writes Alan
Deutschman in The Second Coming of Steve Jobs.® Only a hand-
ful of leaders whom I have had the pleasure of meeting have
this skill, the ability to turn seemingly boring items into excit-
ing brand stories. Cisco CEO John Chambers is one of them.
Chambers does not sell routers and switches that make up the
backbone of the Internet. What Chambers does sell is human
connections that change the way we live, work, play, and learn.
The most inspiring communicators share this quality—the
ability to create something meaningful out of esoteric or every-
day products. Starbucks CEO Howard Schultz does not sell coffee.
He sells a “third place” between work and home. Financial
guru Suze Orman does not sell trusts and mutual funds. She
sells the dream of financial freedom. In the same way, Jobs does
not sell computers. He sells tools to unleash human potential.
Throughout this book, ask yourself, “What am [ really selling?”
Remember, your widget doesn’t inspire. Show me how your wid-
get improves my life, and you've won me over. Do it in a way
that entertains me, and you'll have created a true evangelist.
Along the way, you'll also discover that Steve Jobs is motivated
by a messianic zeal to change the world, to put a “dent in the uni-
verse.” In order for these techniques to work, you must cultivate a
profound sense of mission. If you are passionate about your topic,
you're 80 percent closer to developing the magnetism that Jobs
has. From the age of twenty-one when Jobs cofounded Apple with
his friend Steve Wozniak, Jobs fell in love with the vision of how
personal computing would change society, education, and enter-
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tainment. His passion was contagious, infecting everyone in his
presence. That passion comes across in every presentation.

We all have passions that drive us. The purpose of this book
is to help you capture that passion and turn it into a story so
mesmerizing that people will want to help you achieve your
vision. You see, it’s quite possible that your ideas or products
vastly improve the lives of your customers—from computers,
to automobiles, to financial services, to products that create a
cleaner environment—but the greatest product in the world will
be useless without a strong brand evangelist to promote it. If
you cannot get people to care, your product will never stand
a chance of success. Your audience will not care, they will not
understand, nor will they be interested. People do not pay atten-
tion to boring things. Do not let your ideas die because you
failed to present them in a way that sparked the imagination of
your listeners. Use Jobs's techniques to reach the hearts and the
minds of everyone you hope to influence.

As Jobs often says to kick off a presentation, “Now let’s get
started.”
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ACT |

Create
the Story

reating the story, the plot, is the first step to selling

your ideas with power, persuasion, and charisma.

Succeeding at this step separates mediocre commu-

nicators from extraordinary ones. Most people fail
to think through their story. Effective communicators plan
effectively, develop compelling messages and headlines, make
it easy for their listeners to follow the narrative, and introduce
a common enemy to build the drama. The seven chapters—or
scenes—in Act 1 will help set the foundation for presentation
success. Each scene will be followed by a short summary of spe-
cific and tangible lessons you can easily apply today. Let’s review
the scenes here:

» SCENE 1: “Plan in Analog.” In this chapter, you will learn how
truly great presenters such as Steve Jobs visualize, plan, and
create ideas well before they open the presentation software.

» SCENE 2: “Answer the One Question That Matters Most.”
Your listeners are asking themselves one question and one
question only: “Why should | care?” Disregard this question,
and your audience will dismiss you.

» SCENE 3: “Develop a Messianic Sense of Purpose.” Steve
Jobs was worth more than $100 million by the time he was



2

CREATE THE STORY

»

»

»

»

twenty-five, and it didn't matter to him. Understanding this
one fact will help you unlock the secret behind Jobs’s extraor-
dinary charisma.

SCENE 4: “Create Twitter-Like Headlines.” The social
networking site has changed the way we communicate.
Developing headlines that fit into 140-character sentences will
help you sell your ideas more persuasively.

SCENE 5: “Draw a Road Map.” Steve Jobs makes his argument
easy to follow by adopting one of the most powerful principles
of persuasion: the rule of three.

SCENE 6: “Introduce the Antagonist.” Every great Steve Jobs
presentation introduces a common villain that the audience
can turn against. Once he introduces an enemy, the stage is set
for the next scene.

SCENE 7: “Reveal the Conquering Hero.” Every great Steve
Jobs presentation introduces a hero the audience can rally
around. The hero offers a better way of doing something,
breaks from the status quo, and inspires people to embrace
innovation.



SCENE 1

Plan in Analog

Marketing is really theater.
It’s like staging a performance.

—JOHN SCULLEY

teve Jobs has built a reputation in the digital world of

bits and bytes, but he creates stories in the very old-

world tradition of pen and paper. His presentations are

theatrical events intended to generate maximum pub-
licity, buzz, and awe. They contain all of the elements of great
plays or movies: conflict, resolution, villains, and heroes. And,
in line with all great movie directors, Jobs storyboards the plot
before picking up a “camera” (i.e.,, opening the presentation
software). It's marketing theater unlike any other.

Jobs is closely involved in every detail of a presentation: writ-
ing descriptive taglines, creating slides, practicing demos, and
making sure the lighting is just right. Jobs takes nothing for
granted. He does what most top presentation designers recom-
mend: he starts on paper. “There’s just something about paper
and pen and sketching out rough ideas in the ‘analog world’ in
the early stages that seems to lead to more clarity and better,
more creative results when we finally get down to representing
our ideas digitally,” writes Garr Reynolds in Presentation Zen.!

Design experts, including those who create presentations for
Apple, recommend that presenters spend the majority of their
time thinking, sketching, and scripting. Nancy Duarte is the
genius behind Al Gore’s An Inconvenient Truth. Duarte suggests
that a presenter spend up to ninety hours to create an hour-long
presentation that contains thirty slides. However, only one-

|3
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third of that time should be dedicated to building the slides, says
Duarte.? The first twenty-seven hours are dedicated to research-
ing the topic, collecting input from experts, organizing ideas,
collaborating with colleagues, and sketching the structure of
the story.

Bullets Kill

Think about what happens when you open PowerPoint. A blank-
format slide appears that contains space for words—a title and
subtitle. This presents a problem. There are very few words in a
Steve Jobs presentation. Now think about the first thing you see
in the drop-down menu under Format: Bullets & Numbering.
This leads to the second problem. There are no bullet points in
a Steve Jobs presentation. The software itself forces you to cre-
ate a template that represents the exact opposite of what you
need to speak like Steve! In fact, as you will learn in later scenes,
texts and bullets are the least effective way to deliver informa-
tion intended to be recalled and acted upon. Save your bullet
points for grocery lists.

Visually engaging presentations will inspire your audience.
And yes, they require a bit of work, especially in the planning
phase. As a communications coach, I work with CEOs and
other top executives on their media, presentation, and public
speaking skills. One of my clients, a start-up entrepreneur, had
spent sixty straight days in Bentonville, Arkansas, to score an
appointment with Wal-Mart. His technology intrigued com-
pany executives, who agreed to a beta test, a trial run. Wal-Mart
asked him to present the information to a group of advertis-
ers and top executives. | met with my client over a period of
days at the offices of the Silicon Valley venture capital firm
that invested in his company. For the first day, we did noth-
ing but sketch the story. No computer and no PowerPoint—just
pen and paper (whiteboard, in this case). Eventually we turned
the sketches into slide ideas. We needed only five slides for a
fifteen-minute presentation. Creating the slides did not take as
much time as developing the story. Once we wrote the narrative,
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designing the slides was easy. Remember, it’s the story, not the
slides, that will capture the imagination of your audience.

The Napkin Test

A picture is the most powerful method for conveying an idea.
Instead of booting up your computer, take out a napkin. Some
of the most successful business ideas have been sketched on
the back of a napkin. One could argue that the napkin has been
more important to the world of business ideas than PowerPoint.
| used to think that “napkin stories” were just that—stories,
from the imagination of journalists. That is until | met Richard
Tait, the founder of Cranium. | prepared him for an interview

on CNBC. He told me that during a cross-country flight from
New York to Seattle, he took out a small cocktail napkin and
sketched the idea of a board game in which everyone had a
chance to excel in at least one category, a game that would give
everyone a chance to shine.Cranium became a worldwide sen-
sation and was later purchased by Hasbro. The original concept
was simple enough to write on a tiny airline napkin.

One of the most famous corporate napkin stories involves
Southwest Airlines. A lawyer at the time, Herb Kelleher met
with one of his clients, Rollin King, at the St. Anthony’s Club, in
San Antonio. King owned a small charter airline. He wanted to
start a low-cost commuter airline that avoided the major hubs
and instead served Dallas, Houston, and San Antonio. King
sketched three circles, wrote the names of the cities inside,
and connected the three—a strikingly simple vision. Kelleher
understood immediately. Kelleher signed on as legal counsel
(he later became CEQ), and the two men founded Southwest
Airlines in 1967. King and Kelleher would go on to reinvent
airline travel in the United States and build a corporate culture
that would earn Southwest’s place among the most admired
companies in the world. Never underestimate the power of a
vision so simple that it can fit on a napkin!
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The Story Takes Center Stage

In Beyond Bullet Points, Cliff Atkinson stresses, “The single most
important thing you can do to dramatically improve your pre-
sentations is to have a story to tell before you work on your
PowerPoint file.”® Atkinson advocates a three-step storyboard
approach to creating presentations:

Writing — Sketching — Producing

Only after writing—scripting—the scenes does he advocate
thinking visually about how the slides will look. “To write a
script, you need to momentarily set aside PowerPoint design
issues like fonts, colors, backgrounds, and slide transitions.
Although it might sound counterintuitive, when you write a
script first, you actually expand your visual possibilities, because
writing defines your purpose before you start designing. A script
unlocks the undiscovered power of PowerPoint as a visual story-
telling tool in ways that might surprise and delight you and your
audiences.” With a completed script in hand, you'll be ready to
sketch and “produce” the experience. The script, however, must
come first.

Nine Elements of Great Presentations

Persuasive presentation scripts contain nine common ele-
ments. Think about incorporating each of these components
before you open the presentation program, whether you work
in PowerPoint, Keynote, or any other design software. Some of
these concepts will be explored in more detail later, but for now
keep them in mind as you develop your ideas.

HEADLINE

What is the one big idea you want to leave with your audi-
ence? It should be short (140 characters or less), memorable, and
written in the subject-verb-object sequence. When Steve Jobs
unveiled the iPhone, he exclaimed, “Today Apple reinvents the
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phone!” That’s a headline. Headlines grab the attention of your
audience and give people a reason to listen. Read USA Today for
ideas. Here are some examples from America’s most popular
daily newspaper:

» "Apple’s Skinny MacBook Is Fat with Features”
» "Apple Unleashes Leopard Operating System”
» "Apple Shrinks iPod”

PASSION STATEMENT

Aristotle, the father of public speaking, believed that success-
ful speakers must have “pathos,” or passion for their subject.
Very few communicators express a sense of excitement about
their topic. Steve Jobs exudes an almost giddy enthusiasm every
time he presents. Former employees and even some journal-
ists have claimed that they found his energy and enthusiasm
completely mesmerizing. Spend a few minutes developing a pas-
sion statement by filling in the following sentence: “I'm excited
about this product [company, initiative, feature, etc.] because
it . Once you have identified the passion
statement, don’t be bashful—share it.

THREE KEY MESSAGES

Now that you have decided on your headline and passion state-
ment, write out the three messages you want your audience to
receive. They should be easily recalled without the necessity of
looking at notes. Although Scene 5 is dedicated to this subject,
for now keep in mind that your listeners can recall only three or
four points in short-term memory. Each of the key messages will
be followed by supporting points.

METAPHORS AND ANALOGIES

As you develop key messages and supporting points, decide on
which rhetorical devices will make your narrative more engag-
ing. According to Aristotle, metaphor is “the most important
thing by far.” A metaphor—a word or phrase that denotes one
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thing and is used to designate another for purposes of compar-
ison—is a persuasive tool in the best marketing, advertising,
and public relations campaigns. Jobs uses metaphors in conver-
sations and presentations. In one famous interview, Jobs said,
“What a computer is to me is the most remarkable tool that we
have ever come up with. It's the equivalent of a bicycle for our
minds.”

Sales professionals are fond of sports metaphors: “We're all
playing for the same team”; “This isn’t a scrimmage; it’s for real”;
or “We're batting a thousand; let’s keep it up.” While sports
metaphors work fine, challenge yourself to break away from
what your audience expects. I came across an interesting meta-
phor for a new antivirus suite of applications from Kaspersky.
The company ran full-page ads (the one I saw was in USA Today)
that showed a dejected medieval soldier in a full suit of armor
walking away, with his back toward the reader. The headline
read, “Don'’t be so sad. You were very good once upon a time.”
The metaphor compared today’s Internet security technologies
(Kaspersky’s competitors) to slow, cumbersome medieval armor,
which of course is no match for today’s military technology. The
company extended the metaphor to the website with an image
of a suit of armor and the same tagline. The metaphor was con-
sistent throughout the company’s marketing material.

Analogies are close cousins of metaphors and also are very
effective. An analogy is a comparison between two different
things in order to highlight some area of similarity. Analogies
help us understand concepts that might be foreign to us. “The
microprocessor is the brain of your computer” is an analogy that
works well for companies such as Intel. In many ways, the chip
serves the same function in the computer as a brain serves in a
human. The chip and the brain are two different things with
like features. This particular analogy is so useful that it is widely
picked up by the media. When you find a strong analogy that
works, stick with it and make it consistent across your presenta-
tions, website, and marketing material. Jobs likes to have fun
with analogies, especially if they can be applied to Microsoft.
During an interview with the Wall Street Journal’s Walt Mossberg,
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Jobs pointed out that many people say iTunes is their favorite
application for Windows. “It’s like giving a glass of ice water to
someone in hell!””

DEMONSTRATIONS

Jobs shares the spotlight with employees, partners, and prod-
ucts. Demos make up a large part of his presentations. When
Jobs unveiled a new version of the OS X operating system, code-
named Leopard, at Apple’s Worldwide Developers Conference
(commonly abbreviated WWDC, the annual conference is an
Apple event to showcase new software and technologies) in
June 2007, he said Leopard had three hundred new features. He
chose ten to discuss and demonstrate, including Time Machine
(automated backup), Boot Camp (runs Windows XP and Vista
on Mac), and Stacks (file organization). Instead of simply list-
ing the features on a slide and explaining them, he sat down
and showed the audience how they worked. He also chose the
features he wanted the press to highlight. Why leave it to the
media to decide which of three hundred new features were the
most compelling? He would tell them.

Does your product lend itself to a demonstration? If so, script
it into the presentation. Your audience wants to see, touch, and
experience your product or service. Bring it to life.

I worked with Goldman Sachs investors to prepare the CEO
of a Silicon Valley semiconductor start-up that was about to go
public. The company shrinks chips that create audio sound for
mobile computers. As we were planning the investor presenta-
tion, the CEO pulled out a chip the size of a fingernail and said,
“You wouldn’t believe the sound that this generates. Listen to
this.” He turned up the volume on his laptop and played music
that impressed those of us who were in the room. It was a no-
brainer to use the same demonstration (with a more dramatic
buildup) when the executive pitched the company to investors.
The IPO went on to become a huge success. An investor who
had underwritten the company later called me and said, “I don’t
know what you did, but the CEO was a hit.” I didn’t have the
heart to say that I stole the idea from the Steve Jobs playbook.
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PARTNERS

Jobs shares the stage with key partners as well as his products. In
September 2005, Jobs announced that all of Madonna'’s albums
would be available on iTunes. The pop star herself suddenly
appeared via webcam and joked with Jobs that she had tried to
hold out as long as possible but got tired of not being able to
download her own songs. Whether it’s an artist or an industry
partner like the CEOs of Intel, Fox, or Sony, Jobs often shares
the stage with people who contribute to Apple’s success.

CUSTOMER EVIDENCE AND THIRD-PARTY ENDORSEMENTS

Offering “customer evidence” or testimonials is an important
part of the selling cycle. Few customers want to be pioneers,
especially when budgets are tight. Just as recruiters ask for ref-
erences, your customers want to hear success stories. This is
especially critical for small companies. Your sales and marketing
collateral might look great in that glossy four-color brochure, but
it will be met with a healthy degree of skepticism. The number
one influencer is word of mouth. Successful product launches
usually have several customers who were involved in the beta
and who can vouch for the product. Incorporate customer evi-
dence into your pitch. Including a quote is simple enough, but
try going one step further by recording a short testimonial and
embedding the video on your site and in your presentation.
Even better, invite a customer to join you in person (or via web-
cam) at a presentation or an important sales meeting.

Do you have third-party reviews of your product? Always use
third-party endorsements when available. Word of mouth is one
of the most effective marketing tools available, and when your
customers see an endorsement from a publication or an individ-
ual they respect, it will make them feel more comfortable about
their purchasing decisions.

VIDEO CLIPS

Very few presenters incorporate video into their presentations.
Jobs plays video clips very often. Sometimes he shows video
of employees talking about how much they enjoyed working
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on a product. Jobs is also fond of showing Apple’s most recent
television ads. He does so in nearly every major new product
announcement and has been doing so since the launch of the
famous Macintosh 1984 Super Bowl ad. He’s been known to
enjoy some ads so much that he showed them twice. Near the
end of his presentation at Apple’s WWDC in June 2008, Jobs
announced the new iPhone 3G, which connects to higher-speed
data networks and costs less than the iPhone that was currently
on the market. He showed a television ad with the tagline “It’s
finally here. The first phone to beat the iPhone.” When the
thirty-second spot ended, a beaming Jobs said, “Isn’t that nice?
Want to see it again? Let’s roll that again. I love this ad.”®

Including video clips in your presentation will help you
stand out. You can show ads, employee testimonials, scenes of
the product or of people using the product, and even customer
endorsements. What could be more persuasive than hear-
ing directly from a satisfied customer—if not in person, then
through a short video clip embedded in your presentation? You
can easily encode video into digital formats such as MPEG 1,
Windows Media, or Quicktime files, all of which will work for
most presentations. Keep in mind that the average viewed clip
on YouTube is 2.5 minutes. Our attention spans are shrinking,
and video, while providing a great way to keep the audience
engaged, can be overused if left to run too long. Use video clips
in your presentations, but avoid clips that run much longer than
two to three minutes.

Video is a terrific tool for even the most nontechnical of pre-
sentations. I was helping the California Strawberry Commission
prepare for a series of presentations set to take place on the
East Coast. Commission members showed me a short video of
strawberry growers expressing their love of the land and the
fruit. The images of strawberry fields were gorgeous, and I sug-
gested they create a digital file of the video clip and embed it
in the presentation. In the presentation itself, they introduced
the video by saying something like this: “We realize that you
probably have never visited a California strawberry field, so we
decided to bring the farmers to you.” The video clip was the

1
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most memorable part of the presentation, and the East Coast
editors loved it.

FLIP CHARTS, PROPS, AND SHOW-AND-TELL

There are three types of learners: visual (the majority of people
fall into this category), auditory (listeners), and kinesthetic (peo-
ple who like to feel and touch). Find ways to appeal to everyone.
A presentation should comprise more than just slides. Use white-
boards, flip charts, or the high-tech flip chart—a tablet PC.
Bring “props” such as physical products for people to see, use,
and touch. In Scene 12, you'll learn much more about reaching
the three types of learners.

Most communicators get so caught up in the slides: Which
font should I use? Should I use bullets or dashes? Should I
include a graph here? How about a picture there? These are the
wrong questions to be asking in the planning stage. If you have
a tangible product, find other ways outside of the slide deck to
show it off. On October 14, 2008, Steve introduced a new line
of MacBooks carved out of one piece of aluminum, a “unibody
enclosure.” After Jobs discussed the manufacturing process,
Apple employees handed out examples of the new frame so
audience members could see it and touch it for themselves.

Incorporating all of these elements in a presentation will
help you tell a story worth listening to. Slides don’t tell sto-
ries; you do. Slides complement the story. This book is software
agnostic; it avoids a direct comparison between PowerPoint and
Keynote because the software is not the main character in an
effective presentation—the speaker is. Jobs himself started using
Apple’s Keynote software in 2002, so what are we to make of the
extraordinary presentations Jobs gave dating back to 1984? The
software is not the answer. The fact that Steve Jobs uses Keynote
instead of PowerPoint does not mean your presentation will
look more like his if you make the switch. You will, however,
win over your audience by spending more time creating the plot
than producing the slides.

Use a notepad or whiteboard to script your ideas. It will help
you visualize the story and simplify its components. When Jobs
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Aristotle’s Outline for Persuasive Arguments
-

f

A Steve Jobs presentation follows Aristotle’s classic five-point
plan to create a persuasive argument:

1. Deliver a story or statement that arouses the audience’s
interest.

2. Pose a problem or question that has to be solved or
answered.

3. Offer a solution to the problem you raised.

4. Describe specific benefits for adopting the course of action
set forth in your solution.

5. State a call to action. For Steve, it’s as simple as saying,
“Now go out and buy one!”

returned to Apple in 1996, taking over for ousted Gil Amelio,
he found a company with more than forty different products,
which confused the customer. In a bold move, he radically
simplified the product pipeline. In Inside Steve’s Brain, Leander
Kahney writes that Jobs called senior management into his
office. “Jobs drew a very simple two-by-two grid on the white-
board. Across the top he wrote ‘Consumer’ and ‘Professional,’
and down the side, ‘Portable’ and ‘Desktop.’”? Under Jobs, Apple
would offer just four computers—two notebooks and two desk-
tops—aimed at consumer and professional users. This is one of
many stories in which we learn that Jobs does his best thinking
when he’s thinking visually. Whether you plan best on a white-
board, a yellow legal pad, or Post-it notes, spend time in analog
before jumping to digital. Your ultimate presentation will be far
more interesting, engaging, and relevant.

13
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DIRECTOR'S NOTES

Start planning before you open the presentation soft-
ware. Sketch ideas on paper or whiteboards.
Incorporate some, if not all, of the following nine ele-
ments to make your presentation come alive: headline,
passion statement, three key messages, analogies,
demonstrations, partner showcase, customer evidence,
video clips, and props.

Speaking like Jobs has little to do with the type of pre-
sentation software you use (PowerPoint, Keynote, etc.)
and everything to do with how you craft and deliver the
story.



SCENE 2

Answer the One
Question That
Matters Most

You've got to start with the customer experience and work
back toward the technology—not the other way around.

—STEVE JOBS, MAY 25, 1997, WORLDWIDE DEVELOPERS CONFERENCE

n May 1998, Apple launched a splashy new product aimed at

shoring up its dwindling share of the computer market, which

had sunk to under 4 percent. When Jobs unveiled the new

translucent iMac, he described the reason for building the
computer, the target market, and the benefit customers would
see from buying the new system:

Even though this is a full-blown Macintosh, we are targeting
this for the number one use consumers tell us they want a
computer for, which is to get on the Internet simply and fast.
We're also targeting this for education. They want to buy
these. It’s perfect for most of the things they do in instruction
... We went out and looked at all of the consumer products
out there. We noticed some things about them pretty much
universally. The first is they are very slow. They are all using
last year’s processor. Secondly, they all have pretty crummy
displays on them . . . likely no networking on them . . . old-
generation 1/O devices, and what that means is they are



16

CREATE THE STORY

lower performance and harder to use . . . and these things
are uuugly! So, let me tell you about iMac.!

After describing the weaknesses of current products in the
preceding excerpt, Jobs drew a verbal road map for his audience,
listing the features he would explain in more detail. (Learn more
about drawing a road map in Scene 5.) The audience learned that
the new iMac was fast (“it screams”) and that it had a “gorgeous”
fifteen-inch display, a large amount of built-in memory, and
components that would make accessing a network easier for stu-
dents and home users. In one of his typical surprise moments,
Jobs then walked to the center of the stage and pulled the cover
off the new computer.

Your audience wants to be informed, educated, and enter-
tained: informed about your product, educated on how it works,
and entertained while learning about it. Above all, people want
to know the answer to one question: Why should I care? Let’s
take a closer look at that iMac excerpt. Jobs told the audience,
“what that means is . . .” Jobs connects the dots for his listeners.
Although he might leave the industry in the dark about future
Apple releases, he never leaves his audience guessing when the
product is finally introduced. Why should you care about Apple’s
new computer, MP3 player, phone, or gadget? Don’t worry. Jobs
will tell you.

The Rumors Are True

For years, Apple had a rivalry with Intel—even setting fire to
an Intel bunny man in a 1996 TV spot. One decade later, Apple
put its rivalry to rest and announced that Intel processors would
power its new Macintosh systems, replacing IBM’s PowerPC
chips. On June 6, 2005, Jobs announced the switch at Apple’s
Worldwide Developers Conference in San Francisco.

Rumors of the switch had been floating around for months,
and many observers expressed concern about the transition.
Reporters for eWeek magazine found it difficult to believe Apple
would swap the PowerPC for Intel, since the PowerPC had
worked well for the brand. Developers were grumbling. Jobs had
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to convince the audience that the switch was the right thing
to do. His presentation was enormously persuasive in chang-
ing people’s opinions because, using plain and direct language,
he answered the one question that mattered most: Why should
Apple’s customers and developers care?

Yes, it's true. We are going to begin the transition from
PowerPC to Intel processors. Now, why are we going to do
this? Didn't we just get through going from OS 9 to OS X?
Isn’t the business great right now? Because we want to make
the best computers for our customers looking forward. Now,
I stood up here two years ago and promised you this [slide
shows desktop computer with 3 GHz], and we haven’t been
able to deliver it to you. I think a lot of you would like a
G35 in your PowerBook, and we haven’t been able to deliver
it. But these aren’t even the most important reasons. As we
look ahead, though we have some great products now, we
can envision some amazing products we want to build for
you, and we don’t know how to build them with the future
PowerPC road map. That’s why we're going to do this.?

Jobs articulated the argument so convincingly that few
people in the audience that day left without a high degree of
confidence that the transition had been the right thing for
Apple, its developers, and its customers.

Why Should | Care?

During the planning phase of your presentation, always remem-
ber that it’s not about you. It’s about them. The listeners in your
audience are asking themselves one question—“Why should I
care?” Answering that one question right out of the gate will
grab people’s attention and keep them engaged.

I was preparing a CEO for a major analyst presentation and
asked how he planned to kick it off. He offered this dry, boring,
and confusing introduction: “Our company is a premier developer
of intelligent semiconductor intellectual property solutions that
dramatically accelerate complex system-on-a-chip designs while
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Channel Your Best Steve Jobs Impression

In the summer of 2006, Intel released a processor branded
Core 2 Duo. The “duo” stood for dual-core, meaning there
were two cores, or brains, on each microprocessor. That may
not sound exciting, but if you answer the one question that
matters—Why should | care?—it becomes very interesting.

Take two scenarios: In both scenarios, a customer walks
into a computer store and asks the salesperson for information
about notebook computers. The sales professional in the first
scenario has not read this book and fails to answer the one
question that matters. The salesperson in the second scenario
is more likely to win the sale, by virtue of channeling his or her
inner Steve Jobs and answering the one question on the mind
of the customer: Why should | care?

Scenario One

CUSTOMER: Hi, I'm looking for a notebook computer that is
light and fast and includes a DVD.

SALESPERSON: You should look for an Intel Core 2 Duo.

CUSTOMER: OK. | didn't know Intel makes computers.

SALESPERSON: They don't.

CUSTOMER: Can you tell me more?

SALESPERSON: An Intel dual-core processor has two perfor-
mance engines that simultaneously process data at a
faster rate.

CUSTOMER: Oh. Maybe | should look somewhere else.

Of course the customer in this scenario will look some-
where else. Although the salesperson was technically accurate,
the customer had to work far too hard to figure out how the
new system would make the person’s life better. It took too
much brainpower, and as you'll learn, the brain is a lazy piece
of meat that tries to preserve energy. Make the brain work
too hard, and you'll lose your audience. The customer had
one question in mind and one question only. The salesperson
failed to answer it and seemed indifferent, even arrogant. Let’s
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try it again. This time, the salesperson will do a stellar Steve
Jobs impression.

Scenario Two

SALESPERSON: Hi, can | help you find something?

CUSTOMER: Sure. I'm looking for a notebook computer. One
that is light and fast and includes a DVD.

SALESPERSON: You've come to the right place. We have a
huge selection of small notebooks that are blazingly
fast. Have you considered a system with an Intel Core 2
Duo?

CUSTOMER: Not really. What's that?

SALESPERSON: Think of the microprocessor as the brain of
your computer. Now, with these Intel chips, you get two
brains in one computer. What that means to you is that
you can do a lot of fun and productive stuff at the same
time. For example, you can download music while your
computer is running a full virus scan in the background,
and it won't slow down the system at all. Your produc-
tivity applications will load much faster, you can work
on multiple documents at the same time, your DVDs
will play much better, and you get much longer bat-
tery life on top of it! And that’s not all: the displays are
gorgeous.

CUSTOMER: Great. Please show me those computers!

In this scenario, the salesperson spoke in plain English,
used tangible examples to make the product relevant, and
answered the only question that really mattered to the cus-
tomer: Why should | care about the processor? Retailers who
train their sales staffs to describe products in this way will
stand out from the competition. Come to think of it, there is
a retailer that does exactly that—Apple. Walk into most any
Apple store, and you will be greeted by enthusiastic men and
women who are eager to explain how Apple products will
make your life better.

19
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minimizing risk.” I was dumbfounded and suggested he take a
page from the Steve Jobs playbook, eliminating all of the buzz-
words such as intelligent and solutions and simply answering one
question: Why should your customers care about your product?

The CEO revised his introduction. He decided to walk
onstage and ask everyone to take out his or her cell phone. He
said, “Our company creates software that is used to build the
chips inside many of the phones you’re holding up. As those
chips get smaller and cheaper, your phones will get smaller, last
longer on a single charge, and play music and video, all thanks
to our technology working behind the scenes.”

Which introduction would be more effective in grabbing
your attention? The second one, of course. It is free of jargon
and, by answering the one question that matters, gives the audi-
ence a reason to listen.

Reporters are skilled at answering the one question for their
readers. Pay attention to product descriptions in the New York
Times or USA Today. Articles are written to be followed and
understood. For example, on January 20, 2009, Cisco Systems
announced that it planned a big push into the server market, a
category dominated by IBM, HP, and Dell. The product would
be a server with virtualization software. Now, virtualization is
one of the most complicated concepts to explain. Wikipedia
defines server virtualization as “a method of partitioning a
physical server computer into multiple servers such that each
has the appearance and capabilities of running on its own ded-
icated machine.”® Got it? Didn’t think so. The New York Times’
Ashlee Vance took a different approach: “Virtualization prod-
ucts let companies run numerous business applications, rather
than just one, on each physical server, allowing them to save
electricity and get more out of their hardware purchases.”

The difference, of course, is that Vance answered the one
question on the minds of her readers—What does “virtualiza-
tion” mean to me? In this case, she identified her audience as
investors, IT decision makers, and business leaders who would
care about such things.
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Your listeners are asking themselves, “Why should I care?” If
your product will help your customers make money, tell them. If
it helps them save money, tell them. If it makes it easier or more
enjoyable for them to perform a particular task, tell them. Tell
them early, often, and clearly. Jobs doesn't leave people guessing.
Well before he explains the technology behind a new product or
feature, he explains how it will improve the experience people
have with their computers, music players, or gadgets.

Table 2.1 offers a review of some other examples of how Jobs
sells the benefit behind a new product or feature.

TABLE 2.1 JOBS SELLING THE BENEFIT

DATE/PRODUCT

BENEFIT

January 7,2003
Keynote presentation
software

“Using Keynote is like having a professional
graphics department to create your slides.
This is the application to use when your
presentation really counts.”

September 12, 2006
iPod nano

“The all-new iPod nano gives music fans
more of what they love in their iPods—twice
the storage capacity at the same price, an
incredible twenty-four-hour battery life, and
a gorgeous aluminum design in five brilliant
colors.”

January 15,2008

Time Capsule backup
service for Macs running
Leopard OS

“With Time Capsule, all your irreplaceable
photos, movies, and documents are
automatically protected and incredibly easy
to retrieve if they are ever lost.”

June 9,2008
iPhone 3G

“Just one year after launching the iPhone,
we're launching the new iPhone 3G. It's twice
as fast at half the price.”®

September 9, 2008
Genius feature for iTunes

“Genius lets you automatically create playlists
from songs in your music library that go great
together, with just one click.”
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Avoid Self-Indulgent, Buzzword-Filled Wastes of Time

¥

f

Answer the one question in all of your marketing materials:
website, presentation slides, and press releases. The people
who should know better—public relations professionals—are
often the worst violators of this rule. The majority of press
releases are usually self-indulgent, buzzword-filled wastes

of time. Few members of the press even read press releases,
because the documents fail to answer the one question that
matters most to a reporter—Why should my readers care? As
a journalist, I've seen thousands of press releases and rarely,

if ever, covered a story based on one. Most other journalists
would concur. Far too many press releases focus on corporate
changes (management appointments, new logos, new offices,
etc.) that nobody cares about, and if people should happen

to care, the information is far from clear. Read press releases
issued on any given day, and you will go numb trying to figure
out why anyone would care about the information.

For fun, | took a few samples from press releases issued
within hours of one another. The date does not matter. The
majority of all press releases violate the same fundamental
principles of persuasion:

”

Industries announced today
that it has signed an exclusive distribution agreement

with .Under terms of the
agreement, will be the exclu-
sive national distributor of s

diesel exhaust fluid.” Now, seriously, who cares? | wish

| could tell you how the new distribution agreement
benefits anyone, even shareholders. | can't, because
the rest of the press release never answers the question
direct