

WHAT MAKES A GOOD PRESENTATION?

We have many good stories to tell, but when it comes to making a presentation to elected officials, funders or the media, sometimes it’s hard to remember those compelling anecdotes that touch the heart. This brief guide will help you determine the types of stories that will resonate with a variety of audiences.

Common elements of a good story:

It adds information or insight to a story already in the news.  (Example – A story about a 70-year-old man who still has to work because his company went bankrupt and retirement funds were lost.)

It illustrates a trend.  (Example – When a study appears in the news that highlights how many older adults are choosing not to retire, you can tell a personal story about why you – or a friend – has chosen to continue to work. Target’s  “greeters” are a good example of how older adults can find fulfilling part-time work that isn’t taxing.)

It demonstrates your message and supports your communications objectives.  (Example – If you want to expand funding for transportation services for older adults, talk about an isolated senior who is relatively healthy but stays home because he/she has no access to transportation.)

It is concise.  Skip the details and keep to the essentials. WHO was involved, WHAT happened, HOW your clinic made a difference, WHAT was the result. KEEP the language simple.

It shows what is special or unique about your organization or group. You believe you are doing something special, but a lot of programs are worthwhile. What makes your organization worth paying attention to?

It cuts against some expectation.  The element of surprise or something that is counter-intuitive often makes a good story. (Example – Stories that talk about seniors with active romantic and social lives might fit this category, as the “younger” generation sometimes thinks romance stops at age 60.)

It can be understood by an unfamiliar audience.  Your story should be compelling, relevant and free from jargon and acronyms. Again, keep it simple.

It doesn’t raise more problems than it solves.  Think about a story’s full implications, and avoid over-promising.  

For more information, please call Bobbi Fischer:

510.868.3355 

www.fischercommunications.com
PRESENTATION WORKSHEET

Subject of interview: 

(for instance, How does your organization make a difference in the lives of older adults?)
Logistics:


Location:________________________________________


Interview:



Conversation with media representative

YES 
NO


Conversation with__________________________________

Your main purpose (agenda) for the story: 

(for instance, use public awareness to encourage elected officials to support funding for services for older adults.)
What’s the general story:

(Look at Compelling Stories ideas.  Be sure to cover WHO was involved, WHAT happened,  WHAT was the result, HOW your organization or cause does or could make a difference.)
Prioritize three specific points you want to make:


1.

2.

3.
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