
 

 

Keep Your Audiences on the 

Edge Of Their Seats! 
HOW TO MASTER CONTENT, STRUCTURE, AND DELIVERY TO MAKE YOUR AUDIENCES TALL (THINK, ACT, 

LAUGH, AND LEARN)  
  

 

 

By Craig Valentine 

Author of The Nuts and Bolts of Public Speaking and co-author of World Class Speaking 

 

 



 

 

Please feel free to post this on your blog or email it to whomever 

you believe would benefit from reading it. 

 

Thank you.  

 

 

 

 

 

 



Introducing the New Breakthrough Book for Speakers by Craig Valentine 

and Mitch Meyerson in bookstores and on Amazon.com in July 2009! 

WORLD CLASS SPEAKING 

THE ULTIMATE GUIDE TO PRESENTING, MARKETING, AND PROFITING LIKE A CHAMPION 

 

¶ Turn your ideas into captivating presentations 

¶ Turn your presentations into multiple income streams  

¶ Master the art of public speaking and keep your audiences on the edge of their seats 

¶ Excel in "Virtual Speaking" by using the latest technologies to speak to thousands 

and make at least a 6-figure income even from the comforts of your own home 

¶ Live the lifestyle you want without sacrificing the income you deserve 

 

Whether you want to build better presentations, a better income, or a better lifestyle, World Class 

Speaking is about having it all! Click here to order 

Published by Morgan James Publishing, New York; Copyright © 2009 Craig Valentine and Mitch Meyerson 

ISBN: 978-1-60037-474-6 (Paperback); ISBN: 978-1-60037-473-9 (Hardback) 

http://www.amazon.com/gp/product/1600374735?ie=UTF8&tag=craigvalecom-20&link_code=as3&camp=211189&creative=373489&creativeASIN=1600374735
http://www.amazon.com/gp/product/1600374735?ie=UTF8&tag=craigvalecom-20&link_code=as3&camp=211189&creative=373489&creativeASIN=1600374735


Keep Your Audience on the Edge of Their Seats: How to Master Content, Structure, and Delivery to Make Your Audiences TALL 

(Think, Act, Laugh, and Learn)     By Craig Valentine  

 

 

© 2009 by Craig Valentine 

 

Copyright 2009 1st edition 

 

Layout: Karenzo Media  

 

 

  

http://www.karenzomedia.com/


TABLE OF CONTENTS 

 

3 Tools for Greater Interaction and a Deeper Connection .................................................................................................................................................................... 3 

A Five-Part Formula for Making a Content-Rich Speech ...................................................................................................................................................................... 13 

5 Ways to Make Your Speech Stick ................................................................................................................................................................................................................ 18 

8 Keys to an Effective Q&A (Questions and Answers) Session .......................................................................................................................................................... 22 

3 Little-Known Ways to Get Your Audience to Take Action ............................................................................................................................................................... 26 

5 Ways to Ignite your Audience with your Introduction ..................................................................................................................................................................... 31 

Mastering the 3 Pieces of Public Speaking ................................................................................................................................................................................................. 37 

10 Reflection Statements You Absolutely MUST Internalize.............................................................................................................................................................. 42 

10 Ways to DELIVER Your Speech with Great Impact .......................................................................................................................................................................... 44 

Can Your Audience SEE Your Speech? 3 Tools For Visibility ............................................................................................................................................................. 47 

Are You Using the Stage to Make your Points? ......................................................................................................................................................................................... 53 

Conflict is the Hook, Dialogue is the Heart! ............................................................................................................................................................................................... 55 

10 More Reflection Statements You Absolutely MUST Internalize .................................................................................................................................................. 58 

Next Steps ................................................................................................................................................................................................................................................................ 59 

About the Author .................................................................................................................................................................................................................................................. 61 

Resources ................................................................................................................................................................................................................................................................. 62 

Books and Courses by Craig Valentine ........................................................................................................................................................................................................ 63 

Home-Study Courses by Craig Valentine .................................................................................................................................................................................................... 64 

More Resources from Craig Valentine ......................................................................................................................................................................................................... 66 

Become a Certified World Class Speaking Coach .................................................................................................................................................................................... 68 



K e e p  Y o u r  A u d i e n c e s  o n  t h e  E d g e  o f  T h e i r  S e a t s | 1 

 

INTRODUCTION 
 

Dear Platform Partner,  

 

One of the biggest mistakes speakers make is trying to approach the art of public speaking as 

a whole instead of in parts. When you first learn this art, it is important to get a birds-eye view 

and only go an inch deep and a mile wide over all aspects of public speaking. However, as 

soon as you get a theoretical mile-wide understanding, you absolutely must start to dig a mile deep into the three most 

important pieces of public speaking. I have always said the following: "In order to create a masterpiece, you first must master 

the pieces." 

In Golf you must master putting, chipping, driving, and many other aspects. In my basketball history, I had to master 

dribbling, shooting, passing, defense, rebounding, and many other parts. In public speaking, the three major "pieces" are 

Structure, Content, and Delivery. Mastering one without mastering the other two is like dribbling down the basketball court 

only to shoot the ball over the entire backboard! In other words, it will have negative consequences. On the other hand, if 

you master each of the three pieces of public speaking, I have no doubt that you will create one masterpiece after another. 

¢ƘŜ ǉǳŜǎǘƛƻƴ ƛǎΧ 

Χare you willing to dive a mile-deep into the three pieces of public speaking?  
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If you answered yes, you are in the right place. The following e-book is a compilation of blog entries I have made over the last 

year. You can look at it as a buffet out of which you can choose what you want and decide what works best for you. You will 

pick up tools on structure, content, and delivery and they are in no particular order other than what have been the most 

popular entries based on my blog's comments.  

In this small but information-packed e-book, you will find approximately 70 tools or ideas you can use to keep your very next 

audience on the edge of their seats and make them TALL (Think, Act, Laugh, and Learn). However you decide to use these 

tools, just make sure you do one thing: keep speaking up! I look forward to hopefully being in your audience one day.  

 

Your platform partner,  

 

 

Craig Valentine 

1999 World Champion of Public Speaking  
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3 TOOLS FOR GREATER INTERACTION AND A 

DEEPER CONNECTION  
 

In this lesson, you will pick up 3 tools to keep your audiences on the edge of their seats using 

the fine, and sometimes scary, art of audience interaction. As a result, you will be able to 

interact in ways that will keep the energy high no matter how long your presentation lasts. 

 

        The 3 tools are: 

    1.                  Options for answers 

2.                  Discuss and debrief 

3.                  Audience Dialogue  

 

  

http://craigvalentine.typepad.com/my_weblog/2009/03/3-tools-for-greater-interaction-and-a-deeper-connection-.html
http://craigvalentine.typepad.com/my_weblog/2009/03/3-tools-for-greater-interaction-and-a-deeper-connection-.html
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1. OPTIONS FOR ANSWERS 
 

You can best utilize this tool when you want to ask your audience a question that needs an actual (not rhetorical) response. 

Instead of asking everyone, you can walk out to one person, ask him the question, and then wait for his response. However, 

the key is to anticipate his response so that you will be ready with a handy comeback.  

 

Here's an example from one of my speeches:  

 "Raise your hand if you have ever been an athlete [pause]. Raise your hand if you thought you were [pause for 

laughter]." [I walk out and address a single person in my audience] "What sport did you play?" If he says, "I played 

soccer (or any other sport for that matter),"  I look at my entire audience and say, "Did anyone play any real 

sports?" This draws a huge laugh (especially from the person who gave the answer).  

  

Then I say, "Don't worry, whatever your response was, I was going to say that. So seriously let me ask you, did you 

ever visualize yourself on the field before you got out there?" If he says, "No," I immediately say, "See, that's why 

you're no longer playing." That draws a laugh. If he says, "Yes," which they normally do, I say, "And what did it do for 

you?" He goes on to describe the positive psychological effects that visualization had on his game. Afterwards, I can 

easily transition into my point about using that same visualization process to bring success into business, 

relationships, and life.  
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The key to the Options for Answers method of audience interaction is to anticipate what their answers will be and have a 

few OPTIONS ready in response to those answers. For example, regardless of what sport they say they play, I have an option 

to use as a comeback. Then, regardless of whether they say yes or no to visualization, I have an option ready for the 

comeback. Anticipate their answers and plan your responses. This gets much easier over time when you get more and more 

responses from your various audiences around the globe. You will rarely be caught off-guard.  

  

Why Does It Work?  
 

This works extremely well for me and it will for you too. Why is it worth doing and why does it do wonders for your speech?  

 

These 3 reasons are just the tip of the iceberg.    

a. Even though you physically walk out into the audience, the audience mentally comes to you. This is because they 

temporarily live vicariously through this one person that you approach. Therefore, even though you talk to a singular 

audience member, the rest of the audience thinks about what their own responses would be if they were asked. This 

is how you can continue drawing them in.  

b. It raises their energy due to the group dynamics of you going into the audience combined with the laughter that 

occurs with the back and forth conversation you have with your specific audience member.   
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c. It makes someone else the STAR of your speech. Most speakers make themselves the star but it is much more 

effective to give the star role to someone in your audience.  

 

Be Careful How You Do This  
 

It is very important to build enough TRUST with your audience so they know you are on their side and you are only kidding 

around with your responses. Therefore, this is not something you should do towards the beginning of your speech. Wait until 

later after your connection has been made and deepened.   

Another key is to only choose people who seem to be good sports. Usually you can tell because they are the first to raise 

their hands and offer themselves up as volunteers. Also, it is in good taste to offer them something as a reward for diving 

into the unknown with you. I usually give an audio CD or something else that is valuable. Again, be playful but not cruel. 

There is a fine line between having fun with someone and making fun of someone. As long as it is playful, it will work 

wonders and the person you choose will really appreciate you for giving them that experience.  

Using the OPTIONS FOR ANSWERS tool is great if you are not afraid to stray from a fixed script and you are courageous 

enough to physically go out into the middle of your audience. I strongly suggest that you use this tool somewhere within any 

speeches you give that exceed 30 minutes.  
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Your Preparation for the Options for Answers is F our -fold  
 

1.                  Think about what questions you can step out into your audience and ask to one individual. 

2.                  Write down the answers you are likely to get. 

3.                  Write down what your response will be for each of those answers. 

4.                  Scope out people who look like they want to be involved in your speech. They are usually pretty easy to find   

   but it does require you to watch your watchers. 

 

Note: Always remember that your audience wants to be heard too!  

Give them that chance. 

  

2. DISCUSS AND DEBRIEF 
 

If you want to quickly raise the energy of your audience, get them to remember and buy into your message, and break the 

monotony of you simply standing there speaking, use the DISCUSS AND DEBRIEF method. Most speakers ask their entire 

audience questions like, "What are some important factors to successfully undergo change in your organization?" 
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Chances are the audience will initially struggle to respond and the speaker will face an awkward silence. Have you ever faced 

that silence? Although silence is golden in speaking, this is not the time to have it.  

 The solution is to GIVE THEM OIL by loosening up their minds in the following way: "For 45 seconds, I want you to turn 

and talk to two neighbors of yours and discuss what you feel are some of the most important factors to 

undergo a successful change in your organization. You have 45 seconds. Ready? Go." This is the Discuss part of the 

Discuss and Debrief method.  

 Immediately the energy rises as bodies move and people start communicating. The modality changes from you speaking to 

them speaking, thinking, and listening to each other. Remember, your audience wants to be heard too and this is a great way 

to accomplish that.  

Finally, after the 45 seconds are up, you say something like the following: "Okay, please turn back around up front. Let's 

hear what you had to say. What are some of the most important factors for having a successful change?"  

 At that point, it might even surprise you how rapidly and effortlessly they shoot out responses. This is because they have 

loosened up their minds. They have gone from listening mode (when they listened to you) to THINKING MODE and their 

responses will most likely align with your point.  

Therein is the genius of this method. If you GET THEM TO SAY IT, rather than simply saying it yourself, they end up buying 

into your message much more fully and quickly. Plus, they have fun doing so. This is the Debrief part of the Discuss and 

Debrief method.   
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Why Does this Work? These are 4 Reasons to use This Method 
 

a. It loosens up their minds so they can easily give answers during the Debrief section  

b. It breaks up the speech and changes the modality  

c. It facilitates movement into a more kinesthetic experience, which is how some people learn best  

d. It raises their energy  

  

3. Giving Your Audience Dialogue  

 

Now that you have the Options for Answers and the Discuss and Debrief tools, it is time to pick up one of my all-time 

favorites. Many speakers do not usually think of this next tool as interaction but it absolutely is because you actually interact 

with the audience members' minds and you cannot get much closer to them than that. I call it GIVING THE AUDIENCE 

DIALOGUE.  

The heart of a story is dialogue, because dialogue pumps life into it. In your speeches, it is important to have characters 

speak back and forth in dialogue to each other when you tell your stories. However, have you ever thought of the following 

point?  
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That is correct; your audience is a character in your story.  Therefore, from time to time, you should give them dialogue. Here 

is an example of how I do this in the middle of an activity:   

I say to my entire audience, "I want you right now to stand up and change 12 things about your own 

appearance." Then I walk over to one person and say, "Janet, you are looking at me as if to say, 'But Craig, I 

don't have 12 things on! I did not know it was that kind of workshop.'" That gets a big laugh.  

  

Remember, SHE does not physically say it; I give her the dialogue. In other words, I say it as if she is saying it to me.  

 

Here are some other lines I use when giving the audience dialogue: 

 "You're looking at me like, 'Come on Craig, what do you know about stepping on a scale; you're built like a Greek statue.'"  

¶ "At what point did you get intrigued by that story? [I then look at one person]. You've got that look like, 'Who said I 

was intrigued?'"  

 

Here is the key that you absolutely must remember in order to make this work:  
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I usually give my audience dialogue at least 4 times during a 45-minute speech. 

 

 Here are 3 steps to making this work:  

Step 1: Anticipate what your audience is thinking at various times in your speech 

Step 2: Tell the audience what they are thinking 

Step 3: Feel free to exaggerate what they are thinking (i.e. "I didn't know it was that kind of workshop!")  

  

Three things will happen when you tell your audience what they think and use their own dialogue to do it.  

1. You will make them laugh 

2. You will make them think  

3. You will deepen your connection with them. Why? It is because they will think, ά²ƻǿΣ ƘŜ ƛǎ ǊŜŀŘƛƴƎ Ƴȅ ƳƛƴŘΗέ 

That gets you closer and closer to them until you feel joined at the hip (or heart).  
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FINAL THOUGHTS ON THE 3 TOOLS FOR GREATER INTERACTION AND A DEEPER CONNECTION 
 

You just picked up the following 3 tools for greater interaction and a deeper connection: Options for Answers; Discuss and 

Debrief; and Audience dialogue. Now, speaking of audience dialogue, I will give you the last word. Hopefully you are saying, 

ά/ǊŀƛƎΣ L Ŏŀƴ ǳǎŜ ǘƘŜǎŜ ǘƻƻƭǎ ƛƴ Ƴȅ ǾŜǊȅ next speech!"  

 

¶ Note: As you can see from the final thoughts, you can even give your readers dialogue!   

 

 

 

 

 

 

 

 

 



K e e p  Y o u r  A u d i e n c e s  o n  t h e  E d g e  o f  T h e i r  S e a t s | 13 

 

A FIVE-PART FORMULA FOR MAKING A CONTENT-
RICH SPEECH 
 

If you want to be known as a content-rich speaker, you will want to follow my PARTS Formula.  

  

 

P = Phrase  

Have you ever seen a story or speech that was all over the place? Have you ever given one? Chances are this is because the 

speaker did not start creating the speech in the right place. You should start creating each story by writing out your 

Foundational Phrase. This is the phrase upon which that entire story is built.  

 For example, I tell a story about a boss who tried to keep me with the company by offering me more money. The 

Foundational Phrase to that story is ά̧ h¦w 5w9!a L{ bh¢ Chw {![9Φέ This is the point my audience walks away 

remembering. If you want your audience to remember your point, then leave them with powerful Foundational Phrases for 

each anchor you use. Make sure these phrases are fewer than 10 words.  

  

http://craigvalentine.typepad.com/my_weblog/2009/01/a-fivepart-formula-for-making-a-contentrich-speech.html
http://craigvalentine.typepad.com/my_weblog/2009/01/a-fivepart-formula-for-making-a-contentrich-speech.html
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A ς Anchor 

Every point you make should be anchored by an illustration of some kind. I use 4 kinds of anchors in almost every speech I 

give. I call these my Four as for Anchors.  

They are: 

 

 

 

 

¸ƻǳ ǇǊƻōŀōƭȅ ŀƭǊŜŀŘȅ ƪƴƻǿ ǘƘŀǘ ǘƘŜ ŜǎǎŜƴŎŜ ƻŦ ǇǳōƭƛŎ ǎǇŜŀƪƛƴƎ ƛǎ ǘƻ άǘŜƭƭ ŀ ǎǘƻǊȅ ŀƴŘ ƳŀƪŜ ŀ Ǉƻƛƴǘ όƛΦŜΦ .ƛƭƭ DƻǾŜύΦέ IƻǿŜǾŜǊ, 

in longer speeches, you should mix up your anchors and use activities, analogies, and acronyms along with your anecdotes. 

Just make sure every single point you make is illustrated with an anchor. When your audience remembers the anchor, they 

will not forget the point, especially if the point is made using a strong Foundational Phrase. When you know your point, 

always ask, "What is the best way to illustrate this message?" Then figure out which anchor works best. I use all 4 in nearly 

every speech I give.  

 R = Reflection 

It is not good enough for our audience to listen to us. Our job is to get them to LISTEN TO THEMSELVES. Through our speech, 

they should think and realize how they will use the tools (processes, formulas, recipes, steps, etc.) to improve their own lives. 

Anecdote (a story) 

Activity 

Analogy 

Acronym 
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To do this, we must get them to reflect rather than just listen. You can do this by asking questions before, during, and after 

your anchor. For example:  

¶ Before getting into the story I mentioned above (i.e. Your Dream is Not for Sale), I ask, ά²Ƙŀǘ Řƻ ȅƻǳ ǘƘƛƴƪ ƛǎ ǘƘŜ 

ƴǳƳōŜǊ ƻƴŜ ǘƘƛƴƎ ǘƘŀǘ ǎǘŀƴŘǎ ōŜǘǿŜŜƴ Ƴƻǎǘ ǇŜƻǇƭŜ ŀƴŘ ǘƘŜƛǊ ŘǊŜŀƳǎΦέ My audience reflects.  

¶ During the story, I talk about how we sometimes let the good get in the way of the best. I then turn to my audience 

and ask, ά²ƘŜƴ ƛǘ ŎƻƳŜǎ ǘƻ ȅƻǳǊ Ǝƻŀƭǎ ŀƴŘ ŘǊŜŀƳǎΣ ŀǊŜ ȅƻǳ ǘƻƻ ƎƻƻŘ ǘƻ ōŜ ƎǊŜŀǘΚέ I pause and let my 

audience reflect.  

¶ After the story, I ask my initial question again by stating, ά{ƻ ƭŜǘ ƳŜ ŀǎƪ ȅƻǳ ƴƻǿΣ ǿƘŀǘ ƛǎ ǘƘŜ ƴǳƳōŜǊ ƻƴŜ ǘƘƛƴƎ 

ǘƘŀǘ ǎǘŀƴŘǎ ōŜǘǿŜŜƴ Ƴƻǎǘ ǇŜƻǇƭŜ ŀƴŘ ǘƘŜƛǊ ŘǊŜŀƳǎΚέ  

Hopefully they have changed their perspective a bit because of the anchor.  

Another example I use is in regards to imagination as I explain how I stepped on the world championship stage at least 1000 

times in my mind before I ever got their physically. To get them to reflect on their lives, I ask my audiences, ά²Ƙŀǘ ǎǘŀƎŜ 

are you stepping on mentally ŀǘ ƭŜŀǎǘ мллл ǘƛƳŜǎΚέ The key is to allow enough silence for them to be able to answer (in 

their own minds of course). 

 How are you currently getting your audiences to go beyond listening and to start reflecting?  

 T = Technique  

If you want to have a long-lasting impact on your audience, then it is not enough to just give them theory. You must give 

them a way to turn that theory into a PRACTICE. For example, when I extol the benefits of using your imagination, I cannot 
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simply just stop there. I must give them a technique for doing so. So I say to my audiences, ά²ǊƛǘŜ Řƻǿƴ ȅƻǳǊ ƛŘŜŀƭ day. 

¦ǎŜ ŀƭƭ ȅƻǳǊ ǎŜƴǎŜǎΣ ŜǘŎΦέ This gives them a way to turn the theory of imagination into something they can actually do. 

 When I talk to managers about innovation, I give them a process for using a WIP (Weekly Improvement Plan). Whenever the 

managers use the WIP, or my other audience members write down their perfect day, guess what? I am still speaking to them! 

What techniques (processes, tangible things to do) are you giving to your audiences?  

 S =Sale  

CƛƴŀƭƭȅΣ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŀǘ ǿƘŜƴ ȅƻǳ ŀǊŜ ƛƴ ǎǇŜŀƪƛƴƎΣ ȅƻǳ ŀǊŜ ƛƴ ǎŀƭŜǎΦ ²Ŝ Ƴǳǎǘ ƭŜŀǊƴ ǘƻ ǎŜƭƭ ƻǳǊ ƳŜǎǎŀƎŜǎ ŀƴŘ 

ŀ ƎǊŜŀǘ ǿŀȅ ǘƻ Řƻ ǘƘƛǎ ƛǎ ǘƻ ǳǎŜ άLŦΧǘƘŜƴέ ǎǘŀǘŜƳŜƴǘǎΦ CƻǊ ŜȄŀƳǇƭŜΣ ȅƻǳ ƳƛƎƘǘ ǳǎŜ ǘƘŜ ŦƻƭƭƻǿƛƴƎΥ  

άLŦ ȅƻǳ ǿǊƛte down your ideal day, then you will find yourself moving towards your goals, dreams, and 

ŀǎǇƛǊŀǘƛƻƴǎΣ ŜǾŜƴ ǿƘƛƭŜ ȅƻǳ ŀǊŜ ǎƭŜŜǇƛƴƎΦέ [Opportunity for gain] Show people what they can get by acting on 

your suggestions.  

 

Here is another example:  

 άLŦ ȅƻǳ ŘƻƴΩǘ ŜƳōǊŀŎŜ ǘƘƛǎ ŎƘŀƴƎŜΣ ȅƻǳ ǿƛƭƭ Ǉǳǘ ȅƻǳǊ ŜƴǘƛǊŜ ǘŜŀƳ ŀǘ ǊƛǎƪΦέ [Fear of loss] 

 

Show them what they might end up with when they do not act on your suggestions.  
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 Final thoughts on the 5-Part Formula for Making a Content-Rich Speech    

¢Ƙƛǎ ƛǎ ǘƘŜ ǘƛǇ ƻŦ ǘƘŜ ƛŎŜōŜǊƎ ǘƻ ǘƘŜ t!w¢{ CƻǊƳǳƭŀΦ ¢ƘŜǊŜ ŀǊŜ Ƴŀƴȅ Řƻǎ ŀƴŘ ŘƻƴΩǘǎ ǘƘŀǘ Ǝƻ ǳƴŘŜǊ ŜŀŎƘ ƻŦ ǘƘŜǎŜ р ƪŜȅǎΦ 

However, if you start reflecting on them now, then you will see areas you can immediately improve with your very next 

speech.  
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5 WAYS TO MAKE YOUR SPEECH STICK  
 

What good is giving a speech that is quickly forgotten by your audience? In this lesson, you will 

find 5 tools you can use to make your speech stick in the minds and hearts of your audience 

members. As a result, you can get rehired time and time again. As I always say, "WHEN YOU GET 

THE BUZZ, YOU GET THE BIZ." If you want more business, make your speech create a buzz that 

lingers even when you have left the speaking platform.   

1. USE A RULE OF THUMB 

Too many speakers try to get across too much information in too little time. The old speaker proverb states "When you 

squeeze your information in, you squeeze your audience out." There is no time to connect or really relate when you are 

rushing through your material. Plus, when you try to get across too many points, you end up accomplishing nothing because 

your audience gets overwhelmed.  

My rule of thumb is this: For every 10 minutes I speak, I feel I can make one major point, illustrate it effectively, and make it 

palatable for my audience. Therefore, in a 45-minute speech, I make 4 points. In a 30-minute speech, I limit myself to 3 

points. It is far more effective to deliver fewer points in a mile-deep fashion than to deliver several points by just scratching 

the surface. Perhaps your rule of thumb will differ, but just make sure you realize less is more when it comes to driving home 

points and making them stick.   

http://craigvalentine.typepad.com/my_weblog/2009/05/5-ways-to-make-your-speech-stick-.html
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2. BE SPECIFIC SO YOU CAN BE MEMORABLE 

Whether you give hints about how your characters look or you set your scene with the Visual, Auditory, Kinesthetic, and 

Smell (VAKS), you should be specific. Here are some things that should be specific in your speech.  

Time: Instead of saying, "A while ago" say, "On August 21st of 1999, I stood on the stage at the world championships."  

Weight: Instead of saying, "That package was heavy" say, "That package had 34.5 pounds of plastic."  

Places: Instead of saying, "I went to a hotel" say, "I was in room 437 of the Suncoast Casino, which is about 20 miles off the 

Las Vegas strip." Believe it or not, many audience members will actually picture the 437 sign and your hotel room door 

in their minds.   

Giving specific references helps audience members not only SEE your speech but also builds the CREDIBILITY of your story. 

How? Well, if you say 34.5 pounds, then we (as the audience) know you really weighed it. If you say "August 21st 1999" we 

automatically feel it must be a very important date and event in your life because you were able to remember it.  

Be specific so you can be memorable and build your credibility with your audience.  

3. GET YOUR AUDIENCE MEMBERS TO SAY IT 

Tom Hopkins, author of Master the Art of Selling, said, "If I say it, they can doubt me, but if they say it, it is true to them." 

Getting your audience members to say pieces of your message does wonders for making those messages stick with them. For 

example, during my 3 Gs to Greatness keynote, once I finish each point, I call back to them by saying, "Use your Unique 

http://www.tomhopkins.com/
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_______" and then I put my hand to my ear as if I want them to finish the sentence. The audience says, "Gifts!" Then I say, 

"Set your ______" and they say, "Guide!" When THEY SAY IT, they recall it easier and buy into it quicker. The law of 

consistency says that people will act in alignment with what they verbally declare. Therefore getting that declaration goes a 

long way in having your audience remember your message and even act on it. Plus, people buy into what they help create. 

Having your audience help create your speech almost guarantees their buy-in.  

The way to get your audience members to say it is for you to first repeat the phrases a few times within your speech. Then, 

by the end of each section, they will be able to pick up on the cadence and then content of said phrases. For example, after a 

few times of repeating "You are either on the way or in the way," all I have to do is say, "You are either on the way or?" and 

my audience automatically finishes the rest. That's an effective and persuasive partnership.  

4. REPEAT YOUR MESSAGE IN DIFFERENT WAYS 

 Although it is fine to repeat the same Foundational Phrase (and you should) as you call back to them throughout your 

speech, you can also use different phrases to drive home the same message. For example, I have a Foundational Phrase that 

"Your Dream is not for sale." However, I also repeat, "Do not let the good get in the way of the best" and this second 

phrase helps drive home the same fundamental message as the first phrase. You do not have to use the same exact words to 

drive home the same message.  

5.  SILENCE 

The reason many ideas do not stick with audience members is because these audience members are not given adequate time 

to PROCESS and REFLECT on the ideas. If they cannot reflect on how they will use these ideas in their lives, they will likely 
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forget them. Whenever you state your core messages (your Foundational Phrases) ask your audience a question to get them 

to reflect on the message and then be COMPLETELY SILENT during that reflection.  

Let's take the example I shared with your earlier. I say to my audiences, "Sometimes the enemy of the best is the good. So let 

me ask you a question, when it comes to your dream, are you too good to be great?" I see audience members jolt as if they 

were hit with a shot of reality when I ask that question. This is not the time for me to speak up. It's the time for me to hush 

up. I should give them several seconds to reflect on this question. It's critical to understand that a well-positioned question 

can help someone change his or her life almost immediately. Find strategic times throughout your program to give these 

major periods of silence (several seconds at least) and let the repetitive messages seek through.  

 

FINAL THOUGHTS ON THE 5 WAYS TO MAKE YOUR SPEECH STICK  

Each one of the above-mentioned tools helps your speech stick. However, they work best when used in conjunction with the 

other tools. For example, if you repeat your phrases throughout your speech, your audience will be able to say them. If you 

grant silence after those repetitions, your audience will be able to reflect regularly throughout the program. If you have too 

many of these phrases and points, your audience will get overwhelmed and tune out. Therefore, it is important to use all 5 of 

the tools above. When you do, you will GET THE BUZZ THAT GETS THE _________.  
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8 KEYS TO AN EFFECTIVE Q&A (QUESTIONS 

AND ANSWERS) SESSION  
 

A wonderful speech can be ruined by a lousy question and answer (Q&A) period. However, 

when done effectively, a great speech turns into an even greater experience. The key is to 

prepare for the Q&A period in a way that builds your credibility rather than breaks it. The 

following 8 keys will help you do just that.  

However, before you dive into the 8 keys, you should understand the biggest mistake most speakers make with their Q&A 

sessions. Here it is: they leave it for the end! Ugh, that's a huge mistake. If you remember one thing about the Q&A, please 

remember this:  

 

 

 

Why do you think this is potentially a very poor way to end your speech? It's because you are leaving the last thing your 

audience hears up to the whims of your questioners. What we must always remember is that people remember what they 

http://craigvalentine.typepad.com/my_weblog/2009/01/8-keys-to-an-effective-qa-questions-and-answers-session-.html
http://craigvalentine.typepad.com/my_weblog/2009/01/8-keys-to-an-effective-qa-questions-and-answers-session-.html


K e e p  Y o u r  A u d i e n c e s  o n  t h e  E d g e  o f  T h e i r  S e a t s | 23 

 

hear first and what they hear last. Yours must be the absolute final words ringing in their ears. Therefore, you can have a 

Q&A period, but just do not end with it.   

If you do have the Q&A period, following these 8 keys will build your audiences' confidence in you and your credibility with 

them.  

 

Here they are:  

Key 1: Set expectations as to how many questions you will take or how long you will entertain questions. 

For example, I usually say, ά²9Ω[[ ¢!Y9 п hw р v¦9{¢Lhb{ !b5 ¢I9b LΩ[[ ²w!t ¦t ¢I9 a9{{!D9Φέ Or I might say, 

ά²9 I!±9 р aLb¦¢9{ Chw v¦9{¢Lhb{ !b5 ¢I9b ²9Ω[[ t¦¢ ! .h² hb ¢I9 a9{{!D9 Chw ¢h5!¸Φέ  

 Along with setting expectations, you should also let your audience know that this is not the end. This is why I add άAND 

¢I9b ²9Ω[[ ²w!t ¦t ¢I9 a9{{!D9.έ Otherwise, because audiences are used to most speakers ending with the Q & A, 

they might think you are at the end, which could prompt them to start packing up their papers and shuffling around in 

anticipation of leaving. That can be disruptive. You can solve this by setting the right expectations at the beginning of the Q 

and A. 

 Key 2: Do not ask, ά5ƻ ȅƻǳ ƘŀǾŜ ŀƴȅ ǉǳŜǎǘƛƻƴǎΚέ or ά!ǊŜ ǘƘŜǊŜ ŀƴȅ ǉǳŜǎǘƛƻƴǎΚέ People might not 

respond. Instead, ask, ά²I!¢ v¦9{¢Lhb{ 5h ¸h¦ I!±9Κέ This is no longer about whether or not they have a question; 

it is about what questions they have and how many. Questions will flow out if you prompt in an open-ended way rather than 

using the yes or no question. On that note, make sure you tell your audience members at the beginning of your program that 

you will be taking questions later on in said program. This stimulates them to think of questions because they understand 
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they will have an opportunity to ask them. If you do not let them know early on, you'll be stuck with silence once you ask 

what questions they have.  

 Key 3: Rephrase the questions. This accomplishes the following three things:   

1.                  It affirms the person who asked the question and makes him or her feel understood.  

2.                  It helps the other audience members understand what was asked because many times the questioners do not   

                     have a microphone and the audience can't hear them  

3.                  It gives you time to formulate your response.  

 Key 4: Frame your responses. For example, if it is going to be a 3-part response, let them know. You might say, ά¢I9w9 

ARE 3 CRITICAL STRATEGL9{ ¸h¦ /!b ¦{9Φ CLw{¢Σ {9/hb5Χ!b5 CLb![[¸Χέ This way, even if you do speak a little 

longer than you want, it will not feel like you are rambling. It will still be a structured response.  

 Key 5: Make sure your answers are brief. Anticipate what they will ask and prepare for those answers in advance. The 

longer you take to answer, the quicker they will stop believing you.  

 Key 6: Try to call on questioners from all 4 major sections of your audience. Call on someone in the front, the 

back, to the left, and to the right. Make them all feel involved. Also, don't just call on the "friendly faces."   

 Key 7: Acknowledge the importance or validity of the question. I know some speakers say, ά5hbΩ¢ ¢9[[ t9ht[9 

THEY ASKED A GOOD QUESTION BECAUSE THEN EVERYONE ELSE Yh¦ 5L5bΩ¢ {!¸ ¢I!¢ ¢h ²L[[ D9¢ 

hCC9b595Φέ [Ŝǘ ǘƘŜƳ ōŜ ƻŦŦŜƴŘŜŘΦ LŦ ǎƻƳŜōƻŘȅ ƎŜǘǎ ƻŦŦŜƴŘŜŘ ōŜŎŀǳǎŜ ȅƻǳ ǇǊŀƛǎŜŘ ǎƻƳŜƻƴŜ ŜƭǎŜΣ ǘƘŀǘΩǎ ǘƘŜƛǊ ǇŜǊǎƻƴŀƭ 
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problem not yours. Occasionally saying, άDǊŜŀǘ ǉǳŜǎǘƛƻƴέ does much more good than harm. However, only say it if you 

mean it.  

 Key 8: Occasionally ask, ά5ƻŜǎ ǘƘŀǘ ƳŀƪŜ ǎŜƴǎŜΚέ Do not overdo it, but do use it especially if you are not sure you 

ŀŘŘǊŜǎǎŜŘ ǘƘŜ ǇŜǊǎƻƴΩǎ ǉǳŜǎǘƛƻƴ ŀŘŜǉǳŀǘŜƭȅ ƻǊ ȅƻǳ ǊŜŀŘ ǳƴŎŜǊǘŀƛƴǘȅ ƻƴ ǘƘŜ ǇŜǊǎƻƴΩǎ ŦŀŎŜ όƻǊ ƘŜŀǊ ƛǘ ƛƴ ǘƘŜ ǇŜǊǎƻƴΩǎ ǾƻƛŎŜύΦ Lt 

does not hurt to check.  

  

Final Thoughts on These 8 Keys to an Effective Q&A Session  

If you incorporate these 8 keys into your question and answer period, you will keep deepening your connection with each 

response without destroying the flow of your speech.  
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3 LITTLE-KNOWN WAYS TO GET YOUR 

AUDIENCE TO TAKE ACTION  
Average speakers give speeches that get a good response, but exceptional speakers give 

speeches that move their audiences to TAKE ACTION. Exceptional speakers help change 

lives long after they have finished speaking. That is why they get rehired time and time 

again. How do speakers become exceptional? They learn the tools necessary to prompt 

their audience members to go beyond listening and to take action. Here are 3 tools to 

help you do just that: 

  

1. Say "Most People" 

"Most people live their lives on get set. They take their marks, get ready, get set, and then never go. Unfortunately most 

people die on get set and they take their dreams, ideas, innovations, and inventions to the grave with them." Those are a 

couple of lines I have used in one of my keynotes for many years and they usually resonate deeply with my audiences. Why? 

This is because of one very important understanding we must have as speakers:  

"MOST PEOPLE DO NOT WANT TO BE MOST PEOPLE" 

The words "most people" are extremely influential because, if used correctly, they immediately create a comparison 

between something the audience does not want to be (or have) to something they do want to be (or have). For example, 

http://craigvalentine.typepad.com/my_weblog/2009/06/three-littleknown-ways-to-get-your-audience-to-take-action-.html
http://craigvalentine.typepad.com/my_weblog/2009/06/three-littleknown-ways-to-get-your-audience-to-take-action-.html
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once they get the message about "most people living on get set," they immediately want to avoid being placed in that "get 

set" category.  

One of the greatest ways to get people to take action is to use the compare and contrast method in many different ways. For 

example, for years ZIG ZIGLAR has compared being a "wandering generality" to being a "meaningful specific." Once we 

realize that most people are wandering generalities, we immediately desire to become a meaningful specific. This method 

works so well because it simultaneously moves us away from what we do not want (wandering generality) and moves us 

towards what we do want (meaningful specific). This method pushes and pulls you at the same time. Do me a favor and scan 

back up and read the very first sentence of this chapter and you will see another example of the compare and contrast at 

work.  

In your next speech, what two things can you compare and contrast? 

FYI - Here is a quick advanced tool for you. When you compare two things; split the stage floor in two. Whenever you 

talk about the unwanted thing, either stand or point to your right (the audience's left) side. That side represents the past. 

When you speak of the wanted thing (i.e. meaningful specific), stand or point to your left side of the stage (audience's right 

side) because that side represents the future on the timeline. Of course we want good things for our future. Splitting the 

stage makes this message even clearer for your audience.  

2. Put the Process, Not the Person, on a Pedestal 

Did you take the SAT? If you're not from the USA, this is the test students take in an attempt to get accepted into colleges. 

When I was growing up, the highest possible score was a 1600. Think back. Did you know anyone who got close to an 800 on 

http://www.zigziglar.com/
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the math portion or an 800 on the reading comprehension portion of the SAT? Well I scored a 730 on, well, the entire SAT! 

You read that correctly, I got a 730 the first time and an 890 the second time. Counselors said, "Craig, that is not very 

good. You might not do that well in college." Actually, I went on to win the Top Scholar Athlete for the University and 

made the All-Academic Team for all the schools on the entire East Coast (including Princeton).  

The question is why do I share my SAT score with my audiences? It is because I know that the QUICKEST WAY TO CONNECT 

WITH YOUR AUDIENCE IS TO SHARE YOUR FAILURES AND FLAWS. Think about it. When speakers share success after 

success, what do their audience members begin to think? They think, "Well of course these tools work for him, he is 

just special. I do not think these same tools will work for me." They then cast off the tools and the message.  This is 

why the very last thing you ever want your audience to think is that you are special. The very first thing you want them to 

think is that you are SIMILAR. In other words, you are similar to them. You do that by sharing your failures and flaws.  

If you want to take it further, here are two more Fs: share your frustrations and your firsts. My friend and 2001 World 

Champion of Public Speaking, Darren LaCroix, shows many of his audiences his very first time on stage as a comedian. Believe 

me, by the time they finish watching that, they all feel better about themselves and their potential. Darren does a very 

effective job of making himself similar rather than special. That's what makes his message resonate so well.   

When I share my poor SAT score, guess what my audience begins to think? First of all they take me off of any intellectual 

pedestal they might have put me on. Then they think, "Well if these tools work for HIM, they will surely work for 

me." That is exactly what I want them to think because then they will take action. As a speaker, your job is to put the 

process, not the person, on a pedestal. Show that what they are getting is a SPECIAL PROCESS from a SIMILAR PERSON that 

can lead to SPECIAL RESULTS. Your success is simply the proof of the process. Share your failures, flaws, frustrations, and 

firsts.  
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3. Use the EDGE Formula 

When you want your audience members to take action, it is important to understand that individuals are motivated by a 

variety of desired results. Some are motivated by making money. However, if you design an entire program around just 

making money, and you neglect the other results such as less stress, more time on their hands, and the ability to get more 

done, then you will only motivate a small fraction of your audience. This is why I use the EDGE Checklist with every 

presentation. When giving at least a 30 minute presentation, I make sure my audience knows that they can achieve results 

that help them do the following:   

E = ESTEEM MORE. In other words, they will get recognized, gain attention, feel more confident, radiate, become known as a 

great leader, etc.  

D = DO MORE. For example, they will be able to generate more leads in one hour than most entrepreneurs can do in one 

day.  

G = GAIN MORE. This means they will either gain more money (or save more money) or free up more time (or save more 

time)  

E = ENJOY MORE. In one of my speeches I make the following promise: "If you follow this system, not only will you get 

what you want (if you know what you want) but you will also immensely enjoy the process. I am talking about 

the process of life."  

Whenever you develop your presentation, use this EDGE Checklist and make sure you are promising results from all four 

categories. You will leave no audience member unmotivated.  
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Final Thoughts on the 3 Little-Known Ways to Get Your Audience to Take Action  

When you use these 3 little-known ways, you will find your audience members taking action on your message and e-mailing 

(or calling) you down the line to tell you about their results. That means you will touch their lives long after you have left the 

platform and that is a wonderful feeling. Use these tools. Most people don't.  
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5 WAYS TO IGNITE YOUR AUDIENCE WITH 

YOUR INTRODUCTION 
Important Note: This lesson is about the introduction you provide for your introducer 

 

HERE IS A TRADITIONAL INTRODUCTION FOR A SPEAKER 
Do yourself a favor and read the following paragraph out loud as if you are using it to 

introduce the next speaker for an event. Really get into it.  

 

Our Next Speaker is the 1999 World Champion of Public Speaking. With more than 175,000 Toastmasters in 68 

countries, and over 25,000 contestants, he came home with the first prize trophy and a significant amount of 

national and international recognition. In addition, our speaker is absolutely oblivious to the fact that we could 

care less what he has done and that we are much more interested in what we will be able to do after hearing him. 

Moreover, our speaker seems to have no idea that we are simply hoping for his autobiographical introduction to 

end so we can start clapping as if we are interested.  

 Finally, he does not realize that we are beginning to say to ourselves, "His entire introduction is about him; 

therefore I bet his entire speech is about him also. Why did I even come here today?" So, with that said, please 

help me welcome the person who would have the least effective introduction in history if it were not for the 

http://craigvalentine.typepad.com/my_weblog/2009/02/5-ways-to-ignite-your-audience-with-your-introduction.html
http://craigvalentine.typepad.com/my_weblog/2009/02/5-ways-to-ignite-your-audience-with-your-introduction.html
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thousands of other presenters who have introductions just like his; the 1999 World Champion of Public Speaking, 

Craig Valentine. 

 

WHAT'S WRONG WITH THAT INTRODUCTION? 
Do you get the point? How similar is your introduction to my old one that you read above? Is it about you or is it about what 

your audience will get out of your speech? Everything you do should be about the audience, including your introduction.  

 

Your introduction flavors your entire speech. You can use it to get the audience fired up and excited about what they are 

going to hear, or you can use it to boost yourself up in their eyes. You can use it to whet their appetite with the valuable tools 

they are sure to get from your presentation, or, again, you can use it to boost yourself up in their eyes. Here is one thing I 

know for sure; once I changed my introduction from me-focused to you-focused; I gave myself an extreme advantage before 

I even said one word. You will too.  
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5 WAYS TO FIRE UP YOUR AUDIENCE WITH YOUR INTRODUCTION 

An effective introduction is the difference between starting off in a hole or on solid ground with a head start. Here are some 

nuts and bolts tools you can use in your introduction to get off to a great start with your very next speech. Do not go into 

your next speech without them.   

  

1.                  START IT OFF ABOUT THEM. Make your very first sentence about them. Instead of starting off with "Our next 

ǎǇŜŀƪŜǊ ǘƻŘŀȅ ƛǎ ǘƘŜ мффф ²ƻǊƭŘ /ƘŀƳǇƛƻƴΧϦ start with something like the following: 

  

There is a definite process for keeping your audiences on the edge of their seats. It is not easy to come by and it 

is not easy to use. However, once you master it, you will find doors opening for you that you never even knew 

existed.  

 You might have noticed there were 5 you (or your) words used in those two sentences. Make it you-focused first. Start with 

them not with yourself.  

How many you-related words are in your introduction?  

Count them and make sure there are many more you-related words than there are I-related words. 
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2.                  MAKE A PROMISE. Let them know not only what they will get, but also what those tools will empower them to 

do and to receive. In the example above, I tell them they will get a process that empowers them to keep their audiences on 

the edge of their seats and rewards them with more open doors and opportunities. That is a pretty compelling promise. 

What compelling promise do you make with your introduction? 

  

3.                 BUILD YOUR CREDIBILITY BUT ONLY WITH YOUR RELEVANT CREDENTIALS ς For example, I have a specific 

introduction for my teambuilding workshops. This specific introduction includes a piece that mentions how I won 3 

consecutive East Coast Conference Championships and played in 2 NCAA March Madness tournaments as a college 

basketball player. Because this part of my history relates to teams, it belongs in this introduction on teambuilding.  

  

However, as proud as I am about those basketball accomplishments, do you think they belong in my introduction if the 

speech is about presentation skills? If I was sitting in the audience and I heard the introducer say, "Our presentation coach 

today was also a college basketball player," I know I would be thinking, "Well, while he was dribbling up and down 

the court, was he giving speeches? If not, why do I care about his basketball past?" Only use the relevant 

information no matter how well-rounded you are. Even if you are extremely proud of something, if it does not fit, do not 

force it. Instead, leave it out.  

Is all the information in your introduction relevant to the subject at hand? 

   

4.                 USE THE INTRODUCTION TO SET UP SOMETHING IN YOUR SPEECH - For example, when I begin speaking, I often 

call back to my introduction by saying the following: 
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 "Do you know, that even with all those accolades, people still do not like me? Do you know why they do not 

like me?"  

   

Then I go into a humorous story about why they do not like me, but it all is set up by the accolades (relevant ones) in my 

introduction. Find ways to make your introduction seamlessly feed into your speech.  

How do you currently tie your speech back into your introduction? 

  

5.                  TAKE EVERYTHING ABOUT YOU AND TURN IT INTO EVERYTHING FOR THEM. If you do this, your audience will be 

ready and excited to receive your message. For example, instead of stating "Craig Valentine is the 1999 World 

Champion of Public Speaking" I could make that actually matter to them by saying, "The process you will pick up today 

helped our speaker become the 1999 World Champion and you can use it to become a speaker in high-demand."  

  

Do you get it? Turn everything about you into everything for them. Doing this will get them fired up to hear your message. It 

tickles me now because when the introducer gets to the end of my introduction, he or she usually says, "Are you ready for 

the process?" At this point people actually begin yelling out, "Yes!" That is great energy to walk into for a speech.  

Are you turning everything about you into everything for them? 

  

Follow the 5 guideposts listed here and watch as your audience ƳŜƳōŜǊǎΩ lean forward in their seats and anxiously await 

your presentation. That is how you ignite your audience with your introduction.  
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 FINAL THOUGHTS ON IGNITING YOUR AUDIENCE WITH YOUR INTRODUCTION  
What you say after you are introduced is obviously critical as well and using a powerful story is a great way to begin your 

speech. In fact, being able to tell your story and sell your point is the essence of powerful public speaking. Therefore, if you're 

ready for some ongoing storytelling strategies as well as how to continue creating great content, a solid structure, and 

dynamic delivery, sign up for my Edge Of Their Seats Newsletter. It's free at http://www.craigvalentine.com/ 

 

 

 

 

 

 

 

 

 

 

 

http://www.craigvalentine.com/
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MASTERING THE 3 PIECES OF PUBLIC SPEAKING  
If you want to create a masterpiece, you first have to master the pieces. Just like in golf, 

professionals have to master chipping, putting, and the long game; speakers must master pieces 

of speaking as well. The three major pieces of public speaking are STRUCTURE, CONTENT, and 

DELIVERY. Mastering one means nothing if you do not master the other two. That is why it is 

critical to not just study speaking as a whole, but also to dive a MILE DEEP into each of these 3 

pieces. Below you will pick up one tool from each of the three pieces of public speaking. Then, 

just as a bonus, you will get one very substantial idea if you plan on using speaking to grow your 

income. 

 

THREE TOOLS (PLUS ONE) TO HELP YOU CREATE A MASTERPIECE 

A STRUCTURE TOOL ς To be a masterful speaker you must become a masterful TEASE. It is imperative to become skilled 

at teasing your audience so that they want to know more. Legendary Motivational Speaker Lou Heckler once said, "Don't tell 

them; take them." In other words, don't just tell them what happened in your story; take them into it by establishing a scene, 

using dialogue, etc. Here is one of my foundational phrases that I keep in mind when structuring a speech: "IF YOU CAN'T 

TEASE THEM, YOU CAN'T TAKE THEM."  

 

http://craigvalentine.typepad.com/my_weblog/2009/03/mastering-the-pieces-of-public-speaking-.html
http://www.louheckler.com/
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Here are three examples of teasing your audience to want to know more: 

¶ "If you understand this next point, you will find yourself moving towards your goals, dreams, and 

aspirations, even while you are asleep. The providence, serendipity, and grace will all be on your side 

pushing you toward the life you have imagined. The wildly successful people in life use this tool and it is 

yours for the taking." 

¶ "What do you think is the number 1 thing that stands between most people and their goals? [Wait for 

answers]. Those are all great answers and they're all wrong. [Laughter]. Actually, they are not wrong, but 

they are not the number 1 thing that stands in the way. The number 1 thing is not what you think." 

¶ "Have you ever worked with a StatusQuoaholic? You know these people, right? They are averse to change 

and they say things like, 'This is the way we've always done things around here. Why change? I wish for the 

good old days again.' What do these people do to your team? [Wait for answers and the buildup of 

frustration]. What if you had a way to turn even the biggest StatusQuoaholics into positive forces for your 

team? Well, you can, but only if you implement the following tool. " 

 

Do you see how these statements tease the audience into wanting to hear more? When you pick up a newspaper, what 

makes you decide whether or not to read an article? Chances are it is the headline. That is exactly what these tease-based 

statements do. They act as headlines and are designed solely to get your audience to want to hear the next words. When you 

become a great tease, you generate interest with ease. 
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A CONTENT TOOL ς As soon as you introduce your characters in a story, ESTABLISH THE CONFLICT right away. Get the 

Titanic to hit the iceberg early on because the conflict is the hook to your story. Most speakers have too much preamble 

before they get into their story and then they have too much unnecessary information before getting to the conflict. 

Once you establish the conflict, ESCALATE IT! Look at your conflict like the water rising on the Titanic. If the water never rose 

on the Titanic, we would have thought it was a terrible movie. Once you establish your conflict, it is critical to ask yourself, 

"How can I escalate this conflict to a point of desperation? How can I raise the water on my Titanic?" When you 

establish and then escalate your conflict, your story keeps your audience members riveted to see how it turns out. 

For example, I tell a story about wanting to follow my dream of being a full-time professional speaker. However, the Vice 

President of the company I worked for says, "I'm happy you have a dream Craig, but you can't leave the company." That is 

the conflict. Then the Vice President takes it a step further by offering me several financial incentives and salary raises to stay 

with the company. Each pay raise is also a raise in the conflict and it comes to a point where something has to give.  

As the conflict escalates, so does the connection with my audience.  

Always ask yourself two questions about the conflict: 

 

 

a. How will I establish it? 

b. How will I escalate it? 




