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重要概念


乔布斯简报秘籍（The Presentation Secrets of Steve Jobs）


乔布斯每一次的简报演出，都是一场精心设计的表演，从灯光、剧本、场景、表演人员等元素都经过用心准备。美国《商业周刊》分析了乔布斯的重要演讲，归结出10个乔布斯风格的简报技巧，只要加以善用就能让每个人拥有宛若乔布斯附身般的风采：


	围绕主题：乔布斯在2008年发表MacBook Air时，一开场就说：“今天的空气里有些不同的东西”（There is something in the Air today），是个相当巧妙又点出主题的隐喻。

	展现热情：乔布斯总是用awesome、cool的字眼来感染全场的情绪。

	列出大纲：乔布斯的演说段落分明，一张简报搭配一个主题，段落间的安排与串连也十分流畅，给予观众层次感，可以跟着演说节奏前进。

	提供有意义的数字：例如iPhone在200天总共卖了400万支，这样的说法对观众没有太大的意义，但是当乔布斯进一步解释：iPhone每天可以卖出2万支。这数字背后的意义代表着Apple是美国的市场龙头。

	打造令人难忘的一刻：乔布斯从牛皮纸袋里拿出超薄MacBook Air的那一幕，是许多人终生难忘的场景。

	可视化的呈现：很多人喜欢在简报中放满复杂的文字与图表，但乔布斯则让投影片只呈现简单的字词与图片，让大家把焦点集中在产品身上。

	简报是一场表演：通常乔布斯的简报，会穿插图片与影片，再加上产品展示与现场来宾，就像一场电影或舞台剧一样精彩。

	不要因为小错误而坏了大局：发生状况时，记得用幽默化解尴尬就好。

	推销产品的好处：别忘了科技突破的目的，是要带给消费者价值与好处。例如：MacBook Air是最轻薄的笔记本电脑，iTunes是下载音乐与电影的更佳方式，而不是容量、速度或轻薄等技术面的突破。

	不断练习：乔布斯能做出精彩的简报，并不是因为他是天才，而是因为他在每一场简报前都经过长时间练习并测试每个细节。





五分钟摘要





英文



提到做商业简报，史蒂夫·乔布斯无疑是黄金标准。他的演说造诣极高，有许多人只为了有机会抢到最好的位子去听他为苹果公司做的产品发表会，甘愿在冷飕飕的气温下彻夜排队。目前在YouTube上有超过2万则乔布斯的短片，数量远远超过其他高知名度的执行长，如维京集团的理查德德·布兰森（1,000则）、微软的史帝夫·鲍尔默（940则）、杰克·威尔许（175则）等，由此可见乔布斯受欢迎的程度。简言之，乔布斯是个很有魅力的推销员，靠着天赋和个人魅力来推销他的点子。

然而有趣的是，乔布斯不是天生就懂这一套。在背后，他会努力有条理地改善自己的简报。这点意义非凡，因为这表示任何人都能学会像乔布斯那样做简报，只要采取乔布斯所用的简报模式，再加上自己的策画和练习就行了。个人魅力不是先决条件，不过勤奋努力绝对是，而充分和按部就班的准备工作也是。要想有乔布斯的简报功力，应该采用的模式是：
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“乔布斯式的简报就像一出戏剧，一场经过精心设计和熟练彩排的表演，富有教育性、娱乐性和启发性。他胸怀改变世界的救世热忱，想要“在宇宙激起涟漪”。如果你对于自己要简报的主题具备热忱，那么就已经具备乔布斯魅力的8成了。善用那股热忱，把它转化成令人深深着迷的故事，让大家想要帮助你达成愿景。如果你无法引起大家的兴趣，你的产品就永远不会有机会成功。不要因为你的简报无法激发听众的想象力，让你的点子胎死腹中。要使用乔布斯的技巧，在感性和理性上打动每个你希望影响的对象。”

——盖洛





MAIN IDEA





中文



Steve Jobs is the definitive gold standard when it comes to giving business presentations. He is such an accomplished speaker that people have been known to spend the night waiting in line in freezing temperatures just for the opportunity to get the best seat at one of his product launches for Apple. Confirmation of his popularity is found in the fact that YouTube currently has more than 20,000 clips of Steve Jobs—far more than any other high-profile CEO, including Richard Branson (1,000), Steve Ballmer (940) or Jack Welch (175). Simply put, Jobs is a magnetic pitchman who sells his ideas with flair and charisma.

What's interesting, however, is that Steve Jobs is not a natural. Behind the scenes, he works hard at methodically improving his presentations. This is significant, because it means anyone can learn to present like Steve Jobs. All you need to do is to take the presentation template Steve Jobs uses and then add your own planning and practice efforts. Charisma is not a prerequisite, but hard work most certainly is. So too is thorough and systematic preparation. To present like Steve Jobs, the template is:
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"A Steve Jobs presentation is very much like a dramatic play—a finely crafted and well-rehearsed performance that informs, entertains, and inspires. He is motivated by a messianic zeal to change the world, to 'put a dent in the universe.' If you are passionate about your topic, you're 80 percent closer to developing the magnetism that Jobs has. Capture that passion and turn it into a story so mesmerizing that people will want to help you achieve your vision. If you cannot get people to care, your product will never stand a chance of success. 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."

—Carmine Gallo





第1部分　营造体验　
英文



主要观念

不要只是谈产品的特性和好处，谁都会这么做，而是要以你的品牌为核心，精新设计令人振奋又吸引人的故事。要实际做到如此，应该：


	在开始用简报软件之前，先在纸上规划和创造你的点子。

	回答听众心中唯一在乎的问题：“我为什么要听你说？”

	对你想达成的目标抱持热忱的态度和清楚的目的感。

	拟出“推特般的标题”——不超过140字符的要求。

	运用“事不过三”的法则制作路线图，引领听众跟随。

	一定要找出你将要对付的敌人。

	举出追求进步的模范。

	别忘了每隔10分钟左右中场休息一下。



支持概念

在开始用简报软件之前，先在纸上规划和创造你的点子

如果你要简报，千万不要先打开PowerPoint、Keynote或其他任何简报软件，这样只会得出一堆枯燥乏味的幻灯片和条列项目。与其这么做，不如拿出一张纸，写下你将如何介绍以下9项绝佳简报都具备的共同要素：


	标题——你想要让听众记住什么关键概念？乔布斯在介绍iPhone时，提出的关键概念是：“今天，苹果重新发明了电话。”

	热忱的陈述——告诉听众这件事为什么很要紧。“我之所以如此振奋，是因为这使人类未来的沟通方式迈进了一大步。”

	决定你的3大要求——你希望大家在听完之后，能够口耳相传的3项重点。

	运用模拟和譬喻——这两项工具可以用来说服听众，让他们完全接受你所说的3大重点。“计算机，对我而言，是真正了不起的装置，宛如我们心智的单车。”

	示范——看看可以带谁或什么东西一起上台。产品或服务的示范可以为简报增加戏剧效果和趣味。

	伙伴——想想还有谁可以为你所做的事情背书。

	顾客见证——可以运用哪些证明和第三者的背书，让大家对你要展示或发表的东西更放心？

	影片——可以用什么方式生动地展示产品？

	其他视觉道具——还有什么东西可以结合到简报之中、可以传给听众去触摸和感觉，或是可以让听众实际体验，让简报更令人振奋、更吸引人？



回答听众心中唯一在乎的问题：“我为什么要听你说？”

“你必须从顾客体验出发，再回推到技术面，而不是反过来。”

——乔布斯

听众希望能同时感受到娱乐性和知识性，他们尤其想知道：“我为什么要听你说？”乔布斯会细心地为大家串起前后的关连，他会这样说：“这表示……”

要有说服力，就得立即回答这个问题。不要搬弄行话，只要简洁把你想说的说出来就好。如果你想要帮助顾客节省时间或金钱，就这么告诉他们；如果你要努力让人生更有乐趣，就直接告诉他们。说明你的商品将如何改善顾客的生活。要不只一次重复那个好处，以强调你的重点，然后确定所有辅助素材（譬如文宣、网页和新闻稿）都符合你提出的概念。要着重于推销产品的好处，而不是产品本身。

对你想达成的目标抱持热忱的态度和清楚的目的感

“人生在世就是要在宇宙激起涟漪。”

——乔布斯

不论你是否也胸怀如此壮志，都会很清楚乔布斯的目标。他要开发和销售棒得不得了的东西，让自己名垂千古。当你购买了他的某一项产品，也就等于加入了这场圣战。

“你下半辈子想继续卖糖水，还是想要有机会改变世界？”

——乔布斯当年挖角百事可乐总裁约翰·史考利到苹果计算机担任执行长所说的话

你想达成的核心目标大概和乔布斯有所不同，没关系，不论你的动机是什么，都要在每次做简报时热忱地表达出来。让大家确切了解，你的心灵完全投入在你所要做的事情上。要对你的服务、产品、公司或志向，抱持真正的热忱。

如果其他方法都行不通，就要想出产品或服务可以如何改善顾客的生活，然后热切地跟顾客分享。如果你从事的正是你所喜爱的事业，这一点也不难，而如果你只是为了赚钱，那就会难一点。清楚表达你的目的感，让所有人都确实了解你的目标。

“我认为，你一定有点与众不同，才会买苹果计算机。我想，会买苹果计算机的人，都是这个世界上富有创意的灵魂，他们不会只想把事情做完就算了，而是想要改变世界。我们为这样的人制造工具，我们要服务从一开始就买我们产品的人。大家往往认为他们疯了，可是别人口中的疯子，我们却觉得是天才。我们制造工具就是为了给他们使用。”

——乔布斯

“如果你欠缺热忱，就不会有活力；如果你没有活力，就会一事无成。”

——川普

拟出“推特般的标题”——不超过140字符的要求

乔布斯善于创造非常适合用来当140字推特文的标题。他想出的标题能让媒体在他每次简报结束后不断炒作。来看看最近的几个例子：


	“MacBook Air：全世界最薄的笔电”；

	“苹果重新发明了电话”；

	“iMac，因特网的振奋力量，麦金塔的简约表现”；

	“iPod，把1,000首歌放进你口袋”；

	“iPhone 3G，售价折半、速度加倍”；

	“MacBook，业界最环保的笔电”。



乔布斯并不孤单，其他企业领导人也都创造出令人印象深刻的标题：

■“思科改变了我们生活、工作、玩乐和学习的方式。”

——思科执行长约翰·钱伯斯

■“星巴克创造了工作与家庭之外的第三地。”

——星巴克创办人霍华·舒兹

■“我们会在每个家庭里的每一张书桌上，都看到个人计算机。”

——微软共同创办人比尔·盖兹

不要想靠运气去创造令人难忘的标题，要积极主动，创造出一句你想用来当标题的宗旨，然后让整体简报（以及补充的素材）都符合这个标题。不要忘了，最棒的标题，是要为听众们擘画一个更美好的未来。

运用“事不过三”的法则制作路线图，引领听众跟随

乔布斯几乎在所有的简报中，都会为听众画出视觉路线图，而这些路线图总是3个为一组。乔布斯的简报都会恪守事不过三的法则：

“今天我们要介绍3个革命性的产品！”

——乔布斯介绍iPhone的用词

“在计算机业界只有2个产品堪称里程碑：1977年的Apple II，以及1981问世的IBM个人计算机。今天，我们要介绍第3个堪称业界里程碑的产品：麦金塔，而且它绝妙至极。”

——乔布斯，1984年

对听众的来说，“3”是个魔术数字，超过这个数字，大家会搞不清楚。告诉听众他们要注意3件事情，他们就会全神贯注，也能够想见3个重点结合起来的意义。告诉大家你要讨论3件事情，也能为即将要介绍的内容营造一种期待的心情，如果你把最棒的一项留在压轴，那更是如此。

有趣的是，研究发现，大多数复杂的科技和概念，几乎都可以用3个不同的论点或概念说明清楚，就好像以3为一组是自然而然发生的一样，虽然有时候要发挥一点创意，才能将想法和概念浓缩成3项具体重点。然而，这么做的成果会相当惊人。许多史上最伟大的演说，都是以提出3个关键概念来建构。

在“事不过三”的原则之下，乔布斯简报的模式往往如下：
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要将“事不过三”的原则结合到你的简报之中，应该：


	把你希望让听众了解的所有重点写下来。

	不断把你列举的重点做分类，直到浓缩成3项主要要求为止。

	在每一项主要要求之下，列出你希望在那个领域里提出的概念，以及各种你可以运用的修辞方式。另外也可以详细列出在每项重点中可以运用的示范方式、视觉元素和第三方背书。



一定要找出你将要对付的敌人

“蓝色巨人会独霸整个计算机产业？整个信息时代？乔治·奥韦尔是对的吗？”

——乔布斯，1984年

乔布斯每一次要介绍一项新科技时，他都会像这样去塑造：

在苹果公司推出iPhone时，乔布斯认为目前市面上的智慧移动电话都不够好，并认为这是需要彻底重新发明的领域，因此苹果公司要为消费大众挺身而出。乔布斯用这样方式来塑造苹果新产品的上市，聪明地把苹果定位成解决方案的贡献者，而不是另一家想兜售产品的厂商。这样通常也会让简报更具说服力。

乔布斯在简报中常常会问这个问题：“各位为什么需要这个东西？”然后他会这样说明：“我们在研究中发现……”透过这样的方式，乔布斯得以建立起产品应该存在的理由，而不只是要为苹果创造营收。他会激励大家变成传播福音的信徒，加入这场对抗平庸的圣战。乔布斯先指出问题的这种方式，营造了一种气氛，让人欣然接受其所提出的解决方案。

另外也有很多人也善用了这种方法，最近的例子就是美国前副总统高尔的纪录片《不愿面对的真相》。他在片中倡言，融化的冰帽、退缩的海岸线和飓风，都是人类工业活动的恶果。然后他提出解决方案，以及整体社会必须如何实行这些方案。不论你对他的说法同意与否，高尔确实成功宣扬了气候变迁的议题，也鼓励大家采取行动。

举出追求进步的模范

“微软唯一的问题就是，没品味。我可不是说有点没品味，是没半点品味。”

——乔布斯

1984年，苹果的产品在最后关头实时出现，战胜了乔布斯口中为赢得世界霸主宝座不惜一切代价的IBM。2001年，苹果的敌人变成了萎靡不振的数字音乐产业。2006年，苹果开始采用英特尔的芯片，因为现有的个人计算机速度太慢而且不好用。乔布斯非常擅长推销更优质的顾客体验，而不是计算机等电子装置。

想在做简报时仿效他的方法，应该：


	说明所属产业的状况，或是产品类别的现况；

	指出因为某种理由想维持现况的对手；

	清楚明确地陈述造成顾客痛苦的问题；

	鲜明地描述你的产品或服务可以如何解决那个问题，并胜过竞争对手。



“乔布斯是商界的印地安那·琼斯。电影中了不起的主角都会消灭坏蛋，乔布斯也一样，会找出共同的敌人，打败那个敌人，然后随着他走入夕阳余晖的身影，征服观众的心灵，让世界更美好。”

——盖洛

别忘了每隔10分钟左右中场休息一下

大量研究显示，人类注意力集中的时间只有10分钟。因此乔布斯在所有简报中，每隔10分钟就会介绍不同的要素，不会让听众有时间感到无聊。

乔布斯相当服膺这个“10分钟法则”，他在时间较长的简报中，为了变换节奏，会使出以下几项法宝：


	产品示范

	第2位甚至第3位演讲者

	影片，尤其是新上市产品的最新电视广告。



乔布斯透过每隔10分钟一次的心智中场休息，让听众保持住兴趣。要有同样的说服力，你也必须想出不同的元素，每隔10分钟就加进来。这样就能重燃听众的兴趣、让大家能够保持注意力，并且使整场简报更令人难忘。


关键思维

“要有力、有说服力、有魅力地推销你的概念，第一步就是要创造故事、情节。二流沟通者和非凡沟通者的差异，就在于能不能成功做到这一步。大多数人都无法好好设计自己的故事。有效的沟通者会有效策画，拟出有吸引力的要求和标题，让听众很容易跟着剧情发展，并且找出共同的敌人来增添戏剧性。”

盖洛

“营销其实就是一出戏，就像是在舞台上演出。”

约翰·史考利





Part 1 Create the Experience　
中文



Main Idea

Don't just talk about product features and benefits—everyone does that. Instead, craft an exciting and engaging story around your brand. To achieve this in practice:


	Plan and create your ideas in analog well before you start using your presentation software.

	Answer the one question that matters in the listener's mind—"Why should I care?"

	Have an intense drive and clear sense of purpose for what you're trying to achieve.

	Develop "Twitter-like headlines"—messages that fit into 140 characters or less.

	Use the rule of three to create a road map the listener can follow.

	Always identify an enemy you're going up against.

	Provide a hero who wants to do things a better way.

	Don't forget your intermission every ten minutes or so.



Supporting Ideas

Plan and create your ideas in analog well before you start using your presentation software.

When you have a presentation to give, the last thing you want to do is fire up PowerPoint, Keynote or any other presentation software. If you do that, all you'll end up with is a dry collection of slides each having a list of bullet points. Rather than do that, take out a piece of paper and write down how you will introduce the nine common elements of great presentations:


	Headline—what is the one big idea you want to leave with the audience? When Steve Jobs introduced the iPhone, his big idea was: "Today, Apple reinvents the phone!"

	Passion statement—tell the audience why this matters. "I'm excited about this because it's a major leap forward in the way people will communicate in the future."

	Decide on your three key messages—the three points you want people to be able to tell others after hearing you.

	Think about analogies and metaphors—the devices you can use to persuade listeners to accept each of your key three points. "A computer is, to me, a truly remarkable device. It's the equivalent of a bicycle for our minds."

	Demonstrations—look at who else or what else you can share the stage with. Product or service demonstrations add drama and interest.

	Partners—figure out who else you can get to endorse what you're doing.

	Customer evidence—what testimonials and third-party endorsements can you use to make people become more comfortable with what you're showing or launching?

	Video clips—how can you show your product in action?

	Other visual props—what else can you integrate into your presentation, hand out to audience members to touch and feel or have available in the flesh to make your presentation more enticing and appealing?



Answer the one question that matters in the listener's mind—"Why should I care?".

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

—Steve Jobs

Your listeners want to be entertained and informed simultaneously. They especially want to know: "Why should I care?" Steve Jobs is careful to connect the dots for people by saying: "What this means is……"

To be persuasive, answer that question right up front. Forget about the buzzwords and state succinctly what you're trying to do. If you're going to help customers save time or money, tell them. If you're working to make life more enjoyable, tell them that right away. Explain how what you're offering will make life better for customers. Repeat that benefit more than once to drive the point home and then make sure all of your collateral materials (like brochures, webpages and press releases) align with that same thought. Focus on selling the benefit behind the product rather than the product itself.

Have an intense drive and clear sense of purpose for what you're trying to achieve.

"We're here to put a dent in the universe."

—Steve Jobs

Whether you wish to do the same or not, you know exactly what Steve Jobs is about. He wants to make his mark on the world by developing and selling insanely great stuff. When you buy one of his products, you're signing up for the crusade.

"Do you want to spend the rest of your life selling sugared water or do you want a chance to change the world?"

—Steve Jobs to then PepsiCo President John Sculley convincing him to become CEO of Apple Computer

Your own core purpose will probably be to achieve something different from Steve Jobs, and that's just fine. Whatever drives you, express it enthusiastically every time you give a presentation. Let people know without question that your heart and soul are in whatever you're doing. Be genuinely passionate about your service, your product, your company or your cause.

If all else fails, figure out what your product or service will do to improve the life of your customers and share that with gusto. If you're doing what you love, this will come easy. If you're just in it for the money, this will be a bit more of a challenge. Express your sense of purpose in such a way that you leave nobody wondering what's going on.

"I think you always had to be a little different to buy an Apple computer. I think the people who buy them are the creative spirits in this world. They are the people who are not just out to get a job done; they're out to change the world. We make tools for those kinds of people. We are going to serve the people who have been buying our products since the beginning. A lot of times, people think they're crazy. But in that craziness, we see genius. And those are the people we're making tools for."

—Steve Jobs

"If you don't have passion, you have no energy, and if you don't have energy, you have nothing."

—Donald Trump

Develop "Twitter-like headlines"—messages that fit into 140 characters or less.

Steve Jobs excels at creating headlines that can easily fit into a 140-character Twitter post. He comes up with the headline he wants to see the media run after each of his presentations. Some of his more recent examples:


	"MacBook Air: The world's thinnest notebook."

	"Apple reinvents the phone."

	"iMac. The excitement of Internet. The simplicity of Macintosh."

	"iPod. One thousand songs in your pocket."

	"iPhone 3G. Twice as fast at half the price."

	"MacBook. The industry's greenest notebooks."



Steve Jobs is not alone. Other business leaders have also created their own headlines in memorable ways:

■"Cisco changes the way we live, work, play and learn."

—Cisco CEO John Chambers

■"Starbucks creates a third place between work and home."

—Starbucks founder Howard Schultz

■"We see a PC on every desk, in every home."

—Microsoft cofounder Bill Gates

Don't leave the creation of a memorable headline to chance. Get proactive and create the one-sentence vision statement you want to be the headline, and then make your entire presentation (and supporting materials) align with that headline. And don't forget that the very best headlines are about creating a better future for the members of your audience.

Use the rule of three to create a road map the listener can follow.

In virtually all of his presentations, Steve Jobs draws a visual road map for his audience, and these road maps always are in a group of three. Steve Jobs sticks to the rule of three in his presentations very consistently.

"Today we are introducing three revolutionary products."

—Steve Jobs introducing the iPhone

"There have been only two milestone products in our industry: the Apple II in 1977 and the IBM PC in 1981. Today we are introducing the third industry milestone product, the Macintosh. And it has turned out insanely great."

—Steve Jobs, 1984

From the audience perspective, three is the magic number. Go for more and people get confused. Tell them to watch out for three things and they are primed to be attentive. They can visualize when three points come together. Revealing that you have three items to discuss also builds a sense of anticipation for what is to come, especially if you leave your best point for last.

Interestingly, researchers have found that most complex technologies and ideas can be described in three different statements or ideas most of the time. It seems like groupings of three just naturally happen all over the place, although sometimes it takes creative thought to condense thoughts and ideas into concise groups of three. The results, however, can be spectacular. Many of history's greatest speeches are configured around presenting three key ideas.

Based on this rule of three, the presentation pattern Steve Jobs uses most frequently is something like this:

[image: no360-18E]


To integrate the rule of three into your own presentations:


	Write down all the key points you want your audience to know.

	Categorize your list repeatedly until you come up with your three major message points.

	Under each of your three key messages, make a list of the ideas you want to put across in that area and the various rhetorical devices you can choose from. You might also detail the demonstrations, visual elements and third-party endorsements you can work in for each point.



Always identify an enemy you're going up against.

"Will Big Blue dominate the entire computer industry? The entire information age? Was George Orwell right?"

—Steve Jobs, 1984

Every time Jobs introduces a new technology, he tries to frame it in this way:

When Apple introduced the iPhone, Steve Jobs suggested that all of the existing smart phone handsets were too frustrating. He suggested that this was a category that badly needed to be reinvented, and Apple was therefore stepping forward as the people's champion. By framing Apple's new product launches this way, Jobs very astutely positions Apple as a contributor to the solution rather than as yet another company trying to hawk its wares. This also often leads to a highly persuasive presentation.

Steve Jobs often asks the question during his presentations: "Why do you need this?" He then explains something like: "What we found in our research is……" By doing this, Jobs establishes a reason for the product's existence beyond generating revenue for Apple. He encourages people to become evangelists and to join the crusade against business as usual. By explaining the problem first, Jobs creates a setting where the solution on offer will be well received.

Many other people have also used this approach to good effect. A recent example is Al Gore's documentary An Inconvenient Truth. In it, he suggests that melting ice caps, receding shorelines and hurricanes are the result of human industrial activities. He then suggests solutions and how society as a whole needs to go about implementing them. Whether you agree with his facts or not, Gore does succeed in bringing climate change to life and encouraging action.

Provide a hero who wants to do things a better way.

"The only problem with Microsoft is they just have no taste. And I don't mean that in a small way. I mean that in a big way."

—Steve Jobs

In 1984, Apple's products arrived just in time to save the day against IBM, which Jobs said was hellbent on world domination. In 2001, the sorry state of the digital music industry was the enemy. In 2006, Apple started using Intel chips because the existing PCs were too slow and cumbersome. Steve Jobs is an absolute master at selling enhanced customer experiences rather than computers or other electronic devices.

To do something similar in your own presentations:


	Describe the state of your industry or product category as it currently stands.

	Identify some antagonists who want to preserve the status quo for one reason or another.

	Articulate the customer pain in clear and unequivocal language.

	Describe in glowing terms how your product or service offers a cure for that pain and puts the antagonist in their place.



"Jobs is the Indiana Jones of business. Just as a great movie character vanquishes the villain, Jobs identifies a common enemy, conquers that enemy, and wins over the hearts and minds of his audience as he walks off into the sunset, leaving the world a better place."

—Carmine Gallo

Don't forget your intermission every ten minutes or so.

Numerous studies have shown that people have an attention span of ten minutes. Therefore, in all his presentations, Steve Jobs introduces some different element every ten minutes. He does not give the listener time to get bored.

To observe this ten-minute rule, in his longer presentations Steve Jobs changes pace by introducing:


	Product demonstrations

	A second or even a third speaker

	Video clips—especially recent television commercials for the product being released



By providing a mental intermission every ten minutes, Steve Jobs retains the interest of the audience. To be equally persuasive, you also need to come up with different elements that can be interjected every ten minutes. In this way, you will revive interest, provide reasons to pay attention and make your overall presentation more memorable.


Key Thoughts

"Creating the story, the plot, is the first step to selling your ideas with power, persuasion and charisma. Succeeding at this step separates mediocre communicators 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."

Carmine Gallo

"Marketing is really theater. It's like staging a performance."

John Sculley





第2部分　传达体验　
英文



主要观念

将你的简报从枯燥的“说明会”，转化为有吸引力的视觉体验，让人陶醉其中，就像看电影一样。要实际做到如此，应该：


	让视觉元素简单、清楚，并且令人着迷。

	提供可用的情境架构，让统计数据变生动。

	在简报中运用有趣又好记的用字。

	把简报当成管弦乐团演奏，和伙伴们共享舞台。

	善用道具和实体产品的示范，让简报更精彩。

	在简报中设计一个让人惊呼“哇塞”的时刻，并且努力铺陈气氛。

	不要忘记第2次中场休息。



支持概念

让视觉元素简单、清楚，并且令人着迷

大多数简报都落入俗套，放了太多信息在PowerPoint或Keynote的投影片里头。这样会混淆大家，因为要吸收的信息太多。条列项目适合用于书面数据，但是在比较需要用视觉元素的时候，就没什么效果。

乔布斯非常善于运用视觉元素。他会把产品照片（没有任何文字），搭配上一张只精要表达一个概念的极简投影片。乔布斯从来没有在任何简报中运用过条列项目，他在2008年介绍iPhone 3G时，总共只用了11张投影片。其中9张投影片是手机的照片，或是这个新装置特定部分的特写，剩下2张投影片上只写着iPhone 3G，其他什么都没有。没有用条列项目列出功能，也没有多余的冗词赘句。就简报素材而言，这精彩展现了简单的力量和简练。

不要落入俗套去使用单调的投影片，也就是没有图像、文字过多的投影片。人往往一不小心就会这样，因为绝大多数演示者都会使用PowerPoint或Keynote等软件，列举一长串重点，常常是用一大堆条列项目，底下再列子项目，不断依此类推下去。如果真的想成为更出色的简报好手，就要让视觉元素成为简报的主角。绝大多数投影片都用照片，并尽量把文字简化。另外还应该用推特式的短句，取代冗长的句子，并且使用大家都能懂的浅白口语。

“最极致的精致，就是简单。”

——达文西

“如果你无法简单地解释，表示你还不够了解。”

——爱因斯坦

“没把握的经理人才会制造复杂。”

——杰克·威尔许　前奇异公司执行长

提供可用的情境架构，让统计数据变生动

乔布斯在简报上，非常善于形容数字，让听众了解数字的意义。来看看一些例子：


	“我们至今已经卖出了400万台iPhone。如果把400万除以200天，那就是平均每天卖掉2万台iPhone。”

	乔布斯不说“iPod的硬盘容量有5G”，而是说“把1,000首歌放进你口袋”。

	“售价折半、速度加倍。”



想做到类似效果，必须把原始数据放到听众能够了解的情境之中，可能要用一些模拟，让数字变得具体而有意义。数据应该用来补充你所简报的主题，可是必须运用得当，不要用过多数据使得听众无法招架。

“今天，我们要宣布第一支12G的手机记忆卡。它有500亿个晶体管，把每个晶体管想象成1只蚂蚁，如果让500亿只蚂蚁头尾相接排好队，可以环绕地球2圈。这对你有什么意义？这表示记忆空间足以储存时数达6小时的电影，还足以储存大量音乐让你在飞往月球的旅程中听……连回程都够！”

——SanDisk的新闻稿

在简报中运用有趣又好记的用字

“这就是MacBook Air，各位可以感觉到它有多么薄。它有全尺寸键盘和屏幕，很神奇吧？它就是长这样，不可思议吧？这是全世界最薄的笔电，有漂亮的13.3吋宽屏幕，还有超棒的全尺寸键盘。我们的工程团队可以做出来，让我大为折服。”

——乔布斯

在做简报时，乔布斯会用简单、明了、直接的用语，而他所选用的字词，因为好记、有趣又不常见于商业界，所以能引起兴趣。比方说，在被问到苹果新的OS X操作系统所使用的界面时，他回答：“我们把屏幕上的按钮做得太好看，会让你很想去舔舔看。”而他也在简报中形容iPhone 3G“灵活的不得了”。

企业领导人尤其容易犯卖弄行话的错误。如果你仔细观察乔布斯在简报中的遣词用句，会发现“神奇”、“不可思议”、“漂亮”等用语经常出现，他的用语往往口语、简单又具体。乔布斯还喜欢用能激发情绪反应的用语。

同样的喜好也反映在苹果的宗旨上：

“苹果公司用Apple II引爆了1970年代的个人计算机革命，并且用麦金塔重新发明了个人计算机。今天，苹果用获奖的计算机、OS X操作系统、iLife，以及专业应用软件，持续在创新上领导业界。苹果还以随身影音播放器iPod和网络影音商店iTunes，在数字媒体革命中领先群雄，并且已经以革命性的iPhone进入手机市场。”

要学到乔布斯在这方面的功力，可以从整理简报素材着手。用有趣、叙述性的字眼来取代行话。享受选择用字的乐趣，响亮而清楚地表达出你的热忱。尽情使用鲜明的用语，不过要确定自己说起来可以很自在。在以有趣方式表达真切、具体的概念时，要避免过度吹嘘。

把简报当成管弦乐团演奏，和伙伴们共享舞台

如果有一样东西是大家都渴望的，那就是变化性。盯着一个人站在讲台后面，动也不动地演讲90分钟，一点意思也没有。乔布斯很清楚这点，因此他会在简报中加进产品示范、影片和与谈人，让简报充满乐趣。

尤其，与谈人能为简报注入极高的可信度。乔布斯以往所邀请的与谈人都令人印象深刻，包括：


	英特尔执行长保罗·欧德宁，宣布苹果将开始销售搭载英特尔处理器的计算机；

	微软创办人比尔·盖兹，透过卫星联机参与1997的产品发表会，宣示乔布斯将回锅暂代苹果执行长，以及双方应该往前看，展开新的合作关系，而非算旧帐；

	苹果资深设计副总强纳森·艾维；

	21世纪福斯公司董事长兼执行长吉姆·加诺普罗斯，宣布苹果网络电影租片服务的问市。



的确，要像乔布斯一样热情邀请商界重量级人士参与你的简报，可能会有点难，可是还有其他方法可以达到类似效果。不妨考虑以下方法：


	找顾客亲临现场，上台分享使用你产品或服务的经验谈；

	跟媒体共享舞台，强调媒体对于你商品的报导；

	找业界专家来说说他们的印象；

	邀请研发伙伴来表达看法；

	感谢第一线同仁的努力，把功劳归给他们。



乔布斯还会在简报中微妙地笼络人心，他会感谢听众成为苹果的顾客。举例来说，他在2008年说：“我想用一点时间感谢各位。我们享有所有顾客的大力支持，我们真的、真的感激在心。所以，谢谢各位带给我们非凡的2007年。”

如果很难找到顾客或专家跟你一起上台，那就把他们谈论你产品的内容拍成影片来播放。这样做的好处是，可以把他们的评语剪辑短短几分钟的长度。在简报中加进与谈人、产品示范等实体元素，就能大大增加可信度。你可以藉此传递大量讯息给听众，这么做有效又值得。光是伙伴的现身，就足以为你简报所要达到的目的大大加分。

善用道具和实体产品的示范，让简报更精彩。

专家表示，绝佳的产品示范必须具备5大特质：


	简短，轻松地为主题增色；

	简单易懂；

	精彩，展现出令人难忘的特色；

	节奏明快有趣；

	实在，能实际解决问题。



当乔布斯把产品示范整合到简报之中时，每次都会包含这5大特质。他的产品示范向来让人印象深刻，有个很绝的例子是，他在台上现场用“Google地图”去搜寻当地的星巴克，并打电话过去。对方接起电话说：“星巴克您好，请问需要什么服务？”乔布斯说：“你好，我想订4,000杯拿铁外送。没有啦，开玩笑的，我打错电话了，再见。”听众哄堂大笑，而乔布斯成功地大肆炫耀了iPhone升级版的新功能。

在其他场合，乔布斯用Photo Booth软件修改他自己的数字照片、让观众从他身后看他用Windows版Safari浏览器上网，甚至用苹果的GarageBand软件制作播客。

产品示范在简报上效果很好，因为很多人都是视觉学习者，他们实际看见东西的学习效果，比用阅读或是光听的方式来得好。还有一些人用实际触摸的方式学习效果较佳，而示范也可以吸引这些人。示范之所以有效果，还因为你可以注入惊喜的元素，让听众大为惊奇，甚至受到感动。

有一句话可以确切形容乔布斯的示范风格，那就是他带着热忱在做示范。唯有当你决心要做好示范时，才应该在自己的简报里加入现场产品示范。热忱是做产品示范的必要条件。

在简报中设计一个让人惊呼“哇塞”的时刻，并且努力铺陈气氛。

“大家会忘记你说过什么、做过什么，可是绝不会忘记你带给他们的感受。”

——马雅·安哲罗，美国知名非裔女作家

在2008年元月的简报上，乔布斯若无其事走到舞台一角，拿起一个牛皮纸袋。然后，他打开牛皮纸袋，抽出他要介绍的全球最薄笔电。现场观众爆出热烈掌声，而到了隔天，乔布斯从纸袋中抽出笔电的照片，攻占了各大报章杂志和许多网站的版面。那是被掌声打断的精彩一刻，足以引起任何观众惊呼“哇塞！”。

乔布斯非常善于在简报中精心策画这种时刻，事实上，他经常处心积虑要激起观众的热烈反应。每一场乔布斯的简报都经过精心设计和策画，目的就在于营造这种让人津津乐道的“哇塞”时刻。当你回顾乔布斯的简报，就会发现一切内容都经过事先设计，为那个时刻铺陈气氛。他真的是个中高手。

其实这也不是乔布斯最近才开始玩的新把戏。在1984年的苹果公司股东大会，要发表原版的麦金塔计算机时，乔布斯走到舞台中间，从帆布袋中拿出麦金塔，然后说：“好了，我们最近已经讨论太多关于麦金塔的事情，可是今天，史上头一遭，我要让麦金塔自己为自己说话。”语毕，麦金塔开始用数字语音说起话来：“哈啰，我是麦金塔，能从袋子里出来感觉真棒。我不习惯对着一大群人说话，我只想跟大家分享我第一次见到IBM大型主机时想到的一句话：千万不要相信一台你举不起来的计算机。大家都听得出来，我现在会说话，不过我想坐下来好好听别人说。因此，很荣幸为大家介绍一个有如我父亲的人：史蒂夫·乔布斯。”

全场报以热烈掌声，乔布斯营造出他要的精彩一刻。这次产品示范引起高度的注意，在YouTube上有超过50万人次点阅。

乔布斯整场简报都在铺陈气氛，成功营造出这些精彩时刻。如果你想效法他，就要好好想想，你希望听众离场之后可以牢牢记住哪一件事情，然后以此作为一切内容的核心。为这个核心酝酿气氛，再加进一点惊奇和戏剧效果，营造出让人回味无穷的难忘片刻。乔布斯通常会把要宣布最重要内容留到最后，要为简报注入戏剧效果，这也是很值得仿效的模式。

不要忘记第2次中场休息

再次强调，别忘了听众的注意力顶多只能维持10分钟。每隔10分钟，就要明显变化一次简报的节奏。如果你之前在说话，那就开始做产品示范、请与谈人上台，或是放一段影片。每隔10分钟做一点改变，就能维持观众的兴趣与注意力。如果一直像念经一样讲个不停，大家就会开始发呆。


关键思维

“乔布斯不是在做简报，是在提供一种体验。想象你去纽约百老汇观赏得奖的舞台剧，你会希望看到多种角色、精心巧制的舞台道具、令人折服的布景，还有让你觉得值回票价的炫丽片刻。乔布斯的简报就包含了上述所有元素，让他在自己和听众之间，建立了强烈的情感连结。”

盖洛

“简化表示要删去不必要的东西，让必要的东西可以表现出来。”

汉斯·霍夫曼已故德国抽象表现派画家

“领导人的职责就是要简化，要能在2分钟之内解释你要达成的目标。”

杰若恩·范德伟尔皇家荷兰壳牌公司执行长

“永远别忘记，顾客就是你的业务团队。”

理查德德·泰特玩具与游戏公司Cranium创办人

“不要落入历史窠臼，要跨出去创造惊奇。”

罗伯特·诺宜斯英特尔共同创办人





Part 2 Deliver the Experience　
中文



Main Idea

Transform your presentation from a dry "show and tell" into a visually appealing experience that people enjoy—more like a movie. To achieve this in practice:


	Make your visuals simple, clear and completely engaging.

	Bring statistics to life by providing a contextual framework people can use.

	Embed interesting and memorable words into your presentation.

	Treat your presentation like an orchestral performance and share the stage with partners.

	Use props and actual product demonstrations for maximum sizzle.

	Have one definitive "Holy mackerel!" moment in your presentation and build to it.

	Don't forget your second intermission.



Supporting Ideas

Make your visuals simple, clear and completely engaging.

Most presenters fall into the trap of putting too much information on their PowerPoint or Keynote slides. This confuses people because there is too much information to take in. Bullets are fine for written materials, but they are very ineffective when a more visual component is called for.

Steve Jobs uses visuals superbly. He mixes photos of the product (with no text whatsoever) and strikingly simple slides that encapsulate one idea per slide. Jobs has never used bullet points in any of his presentations. When he introduced the iPhone 3G in 2008, Steve Jobs used eleven slides in total. Nine of those slides were photos of the phone or close-ups of specific parts of the new device. Two of those slides stated "iPhone 3G." Nothing else. No bullet point list of features. No excessive verbiage. It was a masterpiece demonstration of the power and elegance of simplicity when it comes to presentation materials.

Don't fall into the trap of using dull slides—those that contain no images and too many words. This is a very easy thing to do, because the majority of presenters use PowerPoint or Keynote for long lists, often grouped into bullet points, subpoints and so forth. If you genuinely want to become a better presenter, let visuals dominate your presentation. Make the majority of your slides photographs and simplify anything you have in text. You should also replace long sentences with Twitter-style sentences. And use plain English everyone can understand.

"Simplicity is the ultimate sophistication."

—Leonardo da Vinci

"If you can't explain it simply, you don't understand it well enough."

—Albert Einstein

"Insecure managers create complexity."

—Jack Welch, former CEO, General Electric

Bring statistics to life by providing a contextual framework people can use.

In his presentations, Steve Jobs is very good at dressing up numbers so they become meaningful to listeners. Some examples of this are:


	"We have sold four million iPhones to date. If you divide four million by two hundred days, that's twenty thousand iPhones every day on average."

	Instead of saying "The iPod has 5GB of hard disk storage," Jobs said "1,000 songs in your pocket."

	"Twice as fast at half the price."



To do something comparable, you have to take raw numbers and put them into some context your listeners will understand. This may involve using analogies to make the numbers seem specific and relevant. Data should be used to support the theme of whatever you're presenting, but you have to be judicious not to overwhelm listeners with too many figures.

"Today, we're announcing the first 12GB memory card for cell phones. It has fifty billion transistors. Think of each transistor as an ant: if you were to put fifty billion end to end, they would circle the globe twice. What does this mean to you? Enough memory to store six hours of movies. Enough memory to listen to music while traveling to the moon……and back!"

—SanDisk press release

Embed interesting and memorable words into your presentation.

"This is the MacBook Air. You can get a feel for how thin it is. It has a full-size keyboard and display. Isn't it amazing? This is what it looks like. Isn't it incredible? It's the world's thinnest notebook. It has a gorgeous 13.3-inch wide-screen display and a phenomenal full-sized keyboard. I'm stunned our engineering team could pull this off."

—Steve Jobs

When giving presentations, Steve Jobs uses simple, clear and direct language. He chooses words that are interesting because they're memorable, fun and uncommon in business. For example, when asked about the interface of Apple's new OS X operating system, Jobs replied: "We made the buttons on the screen look so good, you'll want to lick them." He has also described the iPhone 3G as being "amazingly zippy" in his presentations.

It's easy for business leaders in particular to lapse into the use of jargon. If you look closely at the words Steve Jobs uses in a presentation, terms like "amazing," "incredible" and "gorgeous" feature prominently. His words tend to be conversational, simple and concrete. Jobs also prefers words that evoke an emotional response.

This same tendency is reflected in Apple's mission statement, which reads:

"Apple ignited the personal computer revolution in the 1970s with the Apple II and reinvented the personal computer with the Macintosh. Today, Apple continues to lead the industry in innovation with its award-winning computers, OS X operating system, and iLife and professional applications. Apple is also spearheading the digital media revolution with its iPod portable music and video players and iTunes online store, and has entered the mobile phone market with its revolutionary iPhone."

To take a leaf from Steve Jobs in this area, work at uncluttering your presentation materials. Replace buzzwords with interesting and descriptive words instead. Have fun with your choice of words and let your enthusiasm come through loud and clear. By all means use superlatives, but just make sure you feel good about what you're saying. Avoid hype as you express genuine and solid ideas in interesting ways.

Treat your presentation like an orchestral performance and share the stage with partners.

If there is one thing people crave, it's variety. Watching someone standing motionless behind a lectern while delivering a 90-minute oration is not exactly riveting. Steve Jobs knows this, so he keeps things interesting by incorporating product demonstrations, video clips and guest speakers into his presentations.

Guest speakers, in particular, can inject a huge dollop of credibility into a presentation. The list of guest speakers Jobs has used in the past is impressive and includes:


	Intel CEO Paul Otellini—to announce the fact that Apple would start selling computers with Intel processors.

	Microsoft founder Bill Gates, who appeared live via satellite in a 1997 presentation to mark Jobs's return as interim CEO of Apple and the need for new working relationships that look forwards rather than backwards.

	Jonathan Ive, Apple's senior vice president of design.

	Chairman and CEO of Twentieth Century Fox Jim Gianopulos—to announce the launch of Apple's online movie-rental service.



Admittedly, it might be hard to get the heavy hitters of business to attend your own presentations with the same amount of enthusiasm, but there are other approaches you can take to do something comparable. You might consider these possibilities:


	Get real live customers to come onstage and talk about their experiences using your product or service.

	Share the stage with the media. Highlight what publications have said about what you offer.

	Get industry experts to add their impressions.

	Invite your development partners to comment.

	Acknowledge your front-line employees and give them credit.



Jobs is also careful to be highly inclusive during his presentations. He thanks people for being Apple's customers. For example, in 2008, Steve Jobs said: "I just want to take a moment to say thank you. We have had tremendous support from all our customers, and we really, really appreciate it. So, thank you for an extraordinary 2007."

If it's difficult for you to get actual customers or experts on stage with you, videotape them talking about your products and play that instead. The advantage of this is that you can edit their comments so they are just a few minutes in length. By introducing guest speakers, product demonstrations and other physical elements into your presentations, you can substantially boost your credibility. You can send lots of signals to listeners that are helpful and worthwhile. Just the presence of your partners alone can be a real boost to what you're trying to achieve with your presentation.

Use props and actual product demonstrations for maximum sizzle.

According to the experts, outstanding product demonstrations have five key qualities:


	They are short—welcome add-ons to the main event.

	They are simple and easy to follow.

	They are sweet—they show features that are impressive.

	They are fast paced and interesting.

	They're substantial—solutions to real-world problems.



When Steve Jobs incorporates a product demonstration into his presentations, he hits all five of these qualities every time. His product demonstrations are always highly memorable. A perfect example was when, live on stage, he used Google Maps to find a local Starbucks and called them. They answered and said: "Good morning, Starbucks. How can I help you?" "Yes," said Jobs. "I'd like to order four thousand lattes to go, please. No, just kidding. Wrong number. Goodbye." The audience erupted in a huge laugh, but Jobs had succeeded in showing off some of the new features of the upgraded iPhone with flair and panache.

At other times, Steve Jobs has taken digital photos of himself and then manipulated them using Photo Booth software, had people look over his shoulder while he surfs the Web using Safari for Windows and even puts together a podcast using Apple's GarageBand software.

Demonstrations work in presentations because many people are visual learners—they learn more through seeing something in action than they do reading about it or merely hearing about it. There are other people who learn more by touching, and demonstrations appeal to them as well. Demonstrations also work because you can inject some elements of surprise that will amaze and ideally delight listeners.

The one thing you can definitively say about a Steve Jobs style demonstration is that he does it with passion. Inject some real live demonstrations into your own presentations only if you're committed to making them work. This is an area where passion is essential.

Have one definitive "Holy mackerel!" moment in your presentation and build to it.

"People will forget what you said, people will forget what you did, but people will never forget how you made them feel."

—Maya Angelou

In his January 2008 presentation, Steve Jobs casually walked to the side of the stage and picked up a manila envelope. He then opened the envelope and pulled out what he would introduce as the world's thinnest notebook. The audience erupted into applause and the next day, photos of Jobs pulling a computer from out of an envelope ran in major newspapers and magazines, and were featured on lots of Websites. It was a showstopper moment—enough to elicit a "Holy mackerel!" from any observer.

Steve Jobs is a master at crafting these types of moments throughout his presentations. In fact, he works and plans meticulously to elicit these emotional responses on a regular basis. Every Steve Jobs presentation is designed and scripted from the get-go to have one "Holy mackerel!" moment that will leave everyone talking. As you look back on his presentations, you can see how everything that was included in the preamble was building towards that moment. He is excellent at this.

This is not a new trick Steve Jobs has started using lately either. When he announced the release of the original Macintosh in 1984 at an Apple shareholder's meeting, Jobs walked to center stage, pulled a Mac out of a canvas bag and said: "Now, we've done a lot of talking about Macintosh recently, but today for the first time ever, I'd like to let Macintosh speak for itself." Right on cue, Macintosh spoke in its digitized voice: "Hello, I am Macintosh. It sure is great to get out of that bag. Unaccustomed as I am to public speaking, I'd like to share with you a maxim I thought of the first time I met an IBM mainframe. Never trust a computer you can't lift. Obviously, I can talk right now, but I'd like to sit back and listen. So, it is with considerable pride that I introduce a man who has been like a father to me: Steve Jobs."

The room erupted into applause, and Steve Jobs had his showstopper moment. The interest in this has been so intense that this demonstration has been viewed on YouTube more than half a million times.

Steve Jobs pulls these moments off by building to them throughout his entire presentation. If you want to do the same, figure out what the one thing is that you want your listeners to remember when they leave the room and center everything on it. Build up to it and then add an element of surprise and drama. Create a memorable moment that people will reflect back on again and again. Steve Jobs often saves his biggest announcement for last. This is a good model to follow as well in your own efforts to inject drama into your presentations.

Don't forget your second intermission.

Again, don't forget that ten minutes is the longest you can hope to hold people's attention. Every ten minutes, have a distinct change of pace in your presentation. If you're talking, start a product demo. Get a guest speaker to come in. Show a video clip. Change what's happening every ten minutes and you will retain the interest and attention of your audience. Drone on and they will tune out.


Key Thoughts

"Steve Jobs does not deliver a presentation. He offers an experience. Imagine visiting New York City to watch an award-winning play on Broadway. You would expect to see multiple characters, elaborate stage props, stunning visual backgrounds, and one glorious moment when you knew the money you spent on the ticket was well worth it. A Steve Jobs presentation contains each of these elements, helping Jobs create a strong emotional connection between himself and his audience."

Carmine Gallo

"The ability to simplify means to eliminate the unnecessary so that the necessary may speak."

Hans Hoffman German painter

"The task of leaders is to simplify. You should be able to explain where you have to go in two minutes."

Jeroen Van der Veer

"Never forget that your customers are your sales force."

CEO, Royal Dutch Shell

Richard Tait Founder, Cranium

"Don't be encumbered by history. Go out and create something wonderful."

Robert Noyce Cofounder, Intel





第3部分　修饰和演练　
英文



主要观念

注意你所有的非言语线索并不断练习，直到简报听起来自然又口语化为止。要实际做到如此，应该：


	千万别忘了，表达方式和表达的内容一样重要，甚至更重要。

	演练再演练，直到让人看来轻松自如为止。

	穿着要能传达你想营造的印象。

	要熟练到可以对着听众说话，而不是盯着投影片念稿。

	放轻松——即使出了状况也一样。

	结尾一定要有力——给听众来段像“还有一件事！”一样经典的加码秀。



支持概念

千万别忘了，表达方式和表达的内容一样重要，甚至更重要

乔布斯每次发表演说，都展现了无可挑剔的台风，只要一上台简报，他就会生龙活虎起来，所表现出的活力既鲜明又惊人。他的台风来自于他很擅长的3种技巧：


	善于跟听众保持眼神接触——即使是在做产品示范等事情的时候也是一样。他很清楚投影片上有什么内容，所以在简报时根本不必停下来看。因此，他可以全心和每位听众产生连结。

	永远展现出开放的姿态——也就是说，在他自己和听众之间不会有任何阻隔。他不会躲在讲台后面，照本宣科念着事先准备的小抄，而会走到舞台前面，让听众可以看到他、听到他。

	擅长运用有效的手势——他会用手势来强调重点，并避免让人觉得不自然、刻板或不自在。乔布斯比一般演讲者更常用手势，因为这是他个人风格的一部分。



在做商业简报时，表达内容的方式非常重要，这是让人觉得饶富兴味或乏味无聊的关键。乔布斯想出的表达方式，很符合他和苹果公司的个性，你也必须仿效他的方法，以加强自己的简报效果。

这并不是说你必须完全模仿乔布斯和他的独特风格，这些方式适合他，可是未必适合所有人，你反而应该做自己。大家永远都很尊重演示者展现出的真诚，要尽量努力加强眼神接触、保持开放的姿态，并且运用手势，因为这些元素都很重要，可是还是要忠于自己。用数字相机录下自己做简报的样子，看看你的肢体语言传达出什么样的讯息，然后改进成自己想做到的样子。不断修正自己的表达方式，可以让简报效果倍增。

演练再演练，直到让人看来轻松自如为止

在听乔布斯简报的时候，你会觉得一切都很自然，让人以为他是临场发挥的。绝对不是那么回事，乔布斯在做任何简报之前，都会花很长的时间不断演练。

他会在重要简报之前的好几星期，就开始埋首准备。事实上，常常可以见到苹果的团队，为了整场演说中区区5分钟的内容，耗上数百小时的时间演练和修正简报中的片段。

“对一般观众来说，这些简报好像只不过是一个穿着黑衬衫、牛仔裤的家伙，在讲一些新的科技产品。可是这些简报其实非常缜密地结合了销售要求、产品示范以及企业宣传，另外再加上一点宗教复兴布道会的味道。这些简报代表了数个星期的努力、精密的整合，以及数十个幕后人员所承受的高度压力。”

——麦克·伊凡裘力斯，前苹果员工

想要做出像乔布斯一样出色的简报，那就在几个星期之前就开始准备简报。在正式上台前的当天或2天前，还要做两三次正式彩排。要专心一致，全心投入去追求卓越，不容半点闪失。练习再练习，直到让人听起来有如行云流水般为止。只要付出跟乔布斯一样的努力，就可以做出跟他一样出色的简报。

穿着要能传达你想营造的印象

黑色高领上衣、褪色的牛仔裤，再加上一双白球鞋，是乔布斯的招牌造型，他每次发表演说时都这么穿。你不能这样穿，因为你不是乔布斯，所以如果想要看起来有那个样子，切记以下的经验法则：


	一定要穿得比在场其他人都正式一点——因为领导者就该有这个样子。如果你是要募资，就要穿得像银行家；如果你是要推销，穿着就应该要符合专业形象；如果你是要赢得人心，那么穿着就要能让大家对你所说的深信不疑。要用穿着赢得成功。

	服装要符合组织文化——就像苹果的品牌是建立在打破现状、与众不同的观念一样。在这种状况下，牛仔裤是合宜的。在许多其他场合里，比方说驾驶飞机或做开心手术时，牛仔裤可能就不会给人太好的印象。

	假如你决定要穿得像是个叛逆小子——起码也要穿上高级的休闲服饰，让大家知道你砸了大钱置装。



“你很难想象一家市值20亿美元、员工超过4,300人的公司，会输给6个穿牛仔裤的家伙。”

——乔布斯当年要辞职自组NeXT时，对苹果提告所做的回应

“只要你一从基层往上迈进一步，你的成效就取决于你有没有能力透过语言和文字触动其他人。”

——彼得·杜拉克

要熟练到可以对着听众说话，而不是盯着投影片念稿

比较差的演示者都是按照投影片照本宣科，让听众觉得无聊至极。至于乔布斯等聪明的演示者，则会用轻松的交谈来吸引听众，至于投影片只是用来说明所说的内容而已。要做到如此，可以尝试以下方法：


	把你想要说的内容，逐字逐句写成讲稿，然后制作你在各项重点上会要用到的投影片。把你的讲稿分段，每张投影片一个段落。

	在那个段落里的每一句话当中，画出一两个关键词。练习只瞄各个句子里的关键词来演说。

	现在删掉其他所有内容，练习只用那些关键词当提示来做简报。

	把你希望让观众在各张投影片掌握住的重要概念背起来。

	现在练习不看笔记做简报，只用投影片来唤起记忆。



乔布斯长时间练习和修正的，基本上就是这几件事情。他还是会有小抄，只不过会小心藏着，让观众从来不曾发现他用小抄来帮自己掌握正确顺序，如果你愿意的话也可以这么做。如果你按照这5个步骤去做，很快就会发现自己不必靠太多小抄就能流畅地做简报，也会让人觉得你表现的轻松自在但又很熟练，就像是乔布斯给听众的感觉一样。

放轻松——即使出了状况也一样

有一次乔布斯要示范新款的数字相机，结果相机完全不配合。他对着现场观众微笑，把相机丢给坐在前排的苹果公司员工，然后说：“我得找个专家来修理它，这对我来说太高科技了。不过它能用的时候是台很棒的相机。”说着乔布斯就顺畅地转移到下一个话题。大家都很喜欢这段小插曲，因为这让人觉得乔布斯更亲切、更真实。

如果你要做很多场简报，迟早会遇到状况，投影机灯泡会烧坏、按键会失灵、展示品会故障。遇到这样的状况，要放轻松点。如果你已经做了充分准备，那就微笑一下，说几句合宜的话，然后继续往下进行。如果你能有技巧地做到这样，有些人甚至会以为这样的插曲是你故意安排，要为简报增加趣味用的。

重点是，一定会发生意外状况。即使经过好几天、好几星期的修正，装置还是难免会故障。乔布斯也遇过无数次状况，可是他从未失去冷静。他只是笑笑，然后继续说下去，你也应当如此。

“要把简报当成是在『寓教于乐』，听众想要得到知识和娱乐。放轻松，效果会自然出来。如果你的简报出了状况，就承认错误，笑笑带过，继续讲下去。”

——盖洛

“我没有秘诀，做生意没有什么规则可循。我只不过是很努力，而且就像我一直以来那样，相信自己办得到。不过最重要的是，我会尽量放轻松。”

——理察·布兰森

结尾一定要有力——给听众来段像“还有一件事！”一样经典的加码秀

乔布斯向来以对听众卖关子闻名，他经常把最重要、最精彩的放在压轴。他会在简报即将结束时，像是突然想到似的，轻描淡写地说他在结束之前，“还有一件事情”要补充。那个惊喜元素效果非常棒，因为这让乔布斯能够为简报做个有力的结尾。不过他得小心，这招不能使用过度，因为如果每次都用这招就会失效。可是如果你能在自己的简报中，成功运用类似“还有一件事”的方法，效果会很惊人。

2005年6月12日，乔布斯受邀到史丹佛大学的毕业典礼演说。乔布斯当时胰脏癌才刚康复，而他患的这种胰脏癌相当罕见，不过是可以治愈的。他在毕业典礼的演说在网络上爆红，成为YouTube上点阅率最高的影片之一。

“今天，我要向各位说3个我人生的故事。就这样，没啥了不起，就3个故事。第1个故事，是要讲因果关联。”

接着，乔布斯叙述他如何为了创办苹果计算机，在里德学院念了6个月之后休学，不过后来还是有完美的结局。他修了一堂英文书法的课，而10年后运用所学，把书法字型整合进麦金塔，那就是“因果关联”。他发现自己对简约和设计充满热忱，从此一头栽进去没有回头。

“我的第2个故事，是要讲爱与失落。”

乔布斯接着说到他爱上计算机，并且在10年内和朋友“沃兹”打造了一家市值20亿美元的公司。他也提到了跟苹果董事会闹翻，被迫离该公司的事情。他要告诉学生的讯息很直接：“我深信，唯一让我坚持下去的，就是我热爱我所从事的事情。你们也要找到自己热中的事情。”

“我的第3个故事，是要讲死亡。”

乔布斯谈到，在发现他的癌症其实是可以治愈的之前，医生说他只剩3到6个月的生命。

“没人想死，就连想上天堂的人，都不会想为了上天堂而死。各位的时间是有限的，所以不要浪费时间，为别人而活。不要被教条绑住，那只是活在别人的想法里。不要让他人意见的杂音，掩盖住你自己内心的声音。最重要的是，要有勇气跟着你的内心和直觉走。它们早已知道你真正的梦想是什么……求知若饥，虚心若愚。”

“乔布斯的演说，揭示了他成功扮演企业领导人和沟通者的秘诀：做你所爱、把挫败当做转机，并且要全心全力热切追求卓越。不论是设计新计算机、推出新玩意、经营苹果、管理皮克斯，或者是做简报，乔布斯都相信自己的天职。他毕生都跟着自己的内心走。顺着你自己的内心，让你的听众为你着迷。”

——盖洛



Part 3 Refine and Rehearse　
中文



Main Idea

Pay attention to all your nonverbal clues and then practice until you can make your presentation sound natural and conversational. To achieve this in practice:


	Never forget that how you say something is just as important as what you say, if not more so.

	Rehearse and then rehearse some more until you can make it look effortless.

	Dress to convey the impression you're trying to make.

	Become polished enough that you speak to the audience and not to your slides.

	Have fun—even when things go wrong.

	Always end with a bang—have an encore that is legendary like "One more thing!"



Supporting Ideas

Never forget that how you say something is just as important as what you say, if not more so.

Steve Jobs has an undeniable stage presence whenever he gives a keynote address. It's almost as if he comes alive when he is giving a presentation. The energy he projects is palpable and impressive. His stage presence comes from three skills he has mastered:


	Steve Jobs maintains great eye contact with his audience—even when doing a demonstration or something else. Jobs knows what's on his slides so he doesn't have to pause and read them as he goes along. Therefore, he works at connecting with everyone in the audience.

	Steve Jobs always has an open posture—meaning he places nothing between himself and the audience. He doesn't hide behind a lectern reading prepared notes. He gets out front and center where he can be seen and heard.

	Steve Jobs has mastered the use of effective hand gestures—he uses them to highlight important points and to avoid looking stiff, formal or uncomfortable. Jobs uses more gestures than the average speaker because this is part of his personal style.



When it comes to making business presentations, the way you deliver your material is important. It can mean the difference between being riveting and downright boring. Steve Jobs has come up with a delivery style that matches his personality and that of Apple, and you'll have to do something similar to enhance the effectiveness of your own presentations.

That's not to say that you have to copy Jobs and his mannerisms at all. This works for him, but it won't work for everyone. Instead, you have to be yourself. People always respect authenticity in a presenter. By all means work on improving your eye contact, maintaining an open posture and using gestures, because these elements are important, but be true to yourself. Get a digital camera and record yourself giving a presentation. Watch what signals your body language is sending and then make the enhancements you want. You can multiply your effectiveness by polishing your personal delivery style.

Rehearse and then rehearse some more until you can make it look effortless.

When you watch a Steve Jobs presentation, it all comes together so well that you assume he's just playing it by ear. Nothing could be further from the truth. Steve Jobs rehearses for hours and hours before any keynote presentation he gives.

Jobs starts working on a major presentation weeks before giving it. In fact, it's not at all unusual for teams from Apple to spend hundreds of hours rehearsing and polishing segments of presentations that might last for only five minutes of the overall keynote talk.

"To the casual observer, these presentations appear to be just a guy in a black shirt and blue jeans talking about some new technology products. But they are in fact an incredibly complex and sophisticated blend of sales pitch, product demonstration and corporate cheerleading, with a dash of religious revival thrown in for good measure. They represent weeks of work, precise orchestration, and intense pressure for scores of people who collectively make up the 'man behind the curtain.'"

—Mike Evangelist, former Apple employee

If you want to give as good a presentation as Steve Jobs, start working on your presentation weeks in advance. Have two or three complete dress rehearsals the day or two before you go. Be single-minded and completely dedicated to the pursuit of excellence and refuse to accept anything less. Practice and then practice some more until you sound spontaneous. You can give as good a presentation as Steve Jobs if you pay the same price he does.

Dress to convey the impression you're trying to make.

Steve Jobs owns the black mock turtleneck, faded blue jeans and white sneakers look. That's what he always wears whenever he gives a keynote speech. You won't be able to get away with that because you're not Steve Jobs, so when it comes to looking the part, the rules of thumb to keep in mind are:


	Always dress a little bit better than everyone else in the room—because that's what leaders do. If you're looking for funding, you should dress like a banker. If you're looking for sales, you should dress professionally. And if you're trying to win converts, you should dress in a way that will positively influence people to believe what you're saying. Dress for success.

	Have clothes that align with your organizational culture—in just the same way as Apple's brand is built on the idea of disrupting the status quo and being different. In that context, blue jeans are appropriate. In many other settings—piloting an airplane or performing open-heart surgery for example—blue jeans would probably not send a very good signal.

	If you do decide to dress like a rebel—at least wear expensive casual items. Let everyone know you spend good money on your clothes.



"It's hard to think that a$2 billion company with 4,300 plus people couldn't compete with six people in blue jeans."

—Steve Jobs responding to an Apple lawsuit when he resigned to form NeXT

"As soon as you move one step up from the bottom, your effectiveness depends on your ability to reach others through the spoken and written word."

—Peter Drucker

Become polished enough that you speak to the audience and not to your slides.

Poor presenters read from their slides and bore their audiences to tears. Smart presenters like Steve Jobs engage the audience in a casual conversation and the slides are there just to illustrate what's being talked about. To get to this point yourself, try this:


	Write out a full word-for-word script of what you want to say. Then develop the slides you want to use for each point. Break your script into one paragraph per slide.

	For each sentence in that paragraph, underline a key word or two. Practice giving your speech just glancing at those key words in their respective sentences.

	Now delete everything else and practice giving your presentation using only those key words as reminders.

	Commit to memory the one key idea you want the audience to take away from each slide.

	Now practice giving your entire presentation without notes, using just your slides to jog your memory.



In essence, this is what Steve Jobs does through those hours of practice and polishing. He still has some notes hidden discreetly where the audience never see them to help him get the sequence right, and you can do the same if you want. If you follow this five-step process, you'll soon find that you can give a smooth presentation without the need for too many notes. You'll also come across as casual yet polished—which is exactly the way Steve Jobs comes across to his audience.

Have fun—even when things go wrong.

Once when Steve Jobs was trying to demonstrate a new digital camera, it absolutely refused to work. Jobs smiled to the audience, tossed the camera to an Apple employee in the front row and said, "I need an expert to fix it. It's too technical for me. It's pretty awesome when it works." And with that, Jobs smoothly moved on to his next item. Everyone loved the glitch because it made Jobs seem more approachable and more real.

If you give lots of presentations, sooner or later things will go wrong. Your data projector will blow a bulb. Your clicker will stop working. A demo will malfunction. When that happens, have some fun. If you've prepared thoroughly, smile, make a few appropriate comments and keep moving on. If you do this with flair, some people will even suspect that the glitch was on purpose to add some color to what you're saying.

The whole point is that accidents will happen. Devices will malfunction, even after days and weeks of perfection. Steve Jobs has had tons of things go wrong, but he never loses his cool. He just smiles and moves on, and you should do the same.

"Treat presentations as 'infotainment.' Your audience wants to be educated and entertained. Have fun. It'll show. If your presentation hits a glitch, acknowledge it, smile and move on."

—Carmine Gallo

"I have no secret. There are no rules to follow in business. I just work hard and, as I have always done, believe I can do it. Most of all, though, I try to have fun."

—Richard Branson

Always end with a bang—have an encore that is legendary like "One more thing!"

Steve Jobs is famous for keeping his audience guessing. Frequently, he will save the biggest and best item for last. He will almost finish his presentation, and then almost as an afterthought, mention there is "just one more thing" he wants to cover before he finishes. That element of surprise is incredible because it allows him to finish his presentations with a bang. Now he's got to be careful not to overdo using this technique because it loses its effectiveness if used all the time. But if you can pull something similar to "just one more thing" off in your own presentations, the results can be impressive.

On June 12, 2005, Steve Jobs was invited to give the commencement address at Stanford University. Jobs was then recovering from a bout of pancreatic cancer that turned out to be a rare but curable form of the disease. His commencement address has ended up becoming an Internet sensation as one of the most viewed items on YouTube.

"Today, I want to tell you three stories from my life. That's it. No big deal. Just three stories. The first story is about connecting the dots."

Jobs then told how he dropped out of Reed College after six months to start Apple, but ultimately it all worked out okay. He took a course in calligraphy and ten years later used what he learned to incorporate calligraphy fonts into the Macintosh, thereby "connecting the dots." He discovered his passion for simplicity and design and has never looked back since then.

"My second story is about love and loss."

Jobs next talked about falling in love with computers and building a $2 billion company in ten years with his friend "Woz." He also mentioned falling out with Apple's board of directors and being forced from the company. His message to the students was direct: "I'm convinced that the only thing that kept me going was that I loved what I did. You've got to find what you love."

"My third story is about death."

Jobs talked about the doctors telling him he had three to six months to live before they found out his cancer was in fact curable.

"No one wants to die. Even people who want to go to heaven don't want to die to get there. Your time is limited, so don't waste it living someone else's life. Don't be trapped by dogma—which is living with the results of other people's thinking. Don't let the noise of others' opinions drown out your own inner voice. And most important, have the courage to follow your heart and intuition. They somehow already know what you truly want to become……Stay hungry, stay foolish."

"Jobs's speech reveals the secret to his success as a business leader and communicator: do what you love, view setbacks as opportunities, and dedicate yourself to the passionate pursuit of excellence. Whether it's designing a new computer, introducing new gadgets, running Apple, overseeing Pixar, or giving a presentation, Jobs believes in his life's work. Jobs has followed his heart his whole life. Follow yours to captivate your audience."

—Carmine Gallo


12月逛书市


经典加典故，造就精彩语言



书　名：绞架幽默（Gallows Humor）



作　者：傅建中（闻亦道）



出版社：商业周刊



Gallows Humor绞架幽默


日前，伊拉克已被推翻的强人总统Saddam Hussein（海珊）说，他自知难逃一死，将来遭处决时，宁愿被枪毙，而不愿受绞刑。前者是face the firing squad，后者是send to the gallows或death by hanging。Gallows是执行绞刑的绞架，可以想象gallows humor不是什么好的幽默，字典给它的定义是humorous treatment of a frightening or very serious situation.（对一种可怕或极其严重情况加以幽默的处理）。Gallows humor尽管还是humor，但都和死亡或灾难有关。当旅馆业者或工作人员死了，你用checked out词形容，就是gallows humor，住旅馆退房结账的说法是check out，如今借来指与旅馆业有关的人故世，可谓一语双关，倒也贴切；只是死亡是大事，用check out一词来表现幽默，堪称地道的gallows humor。同理，一位会计师（accountant）死了，你就说His number was up.（轮到他的号码了），那也是gallows humor。

法国大革命时，无数人被送上断头台，包括法国路易十六王、后在内。这砍头的刑具叫guillotine，据说是法国革命议会的成员Dr. Joseph Guillotin发明的。其实未必尽然，只是这位医生把此一行刑的execution device（刑具）发挥到极致，这刑具从此就以他的姓氏为名，一般人以为是他的一大发明。gallows和guillotine都是致人于死的利器，但只有gallows humor，没有guillotine humor之说。

幽默还有一种wry humor，这是指反讽意味的幽默，即ironical humor。Kennedy（肯尼迪）是有wry humor的美国总统，竞选时他请采访白宫的记者Hugh Sidey吃午饭，吃过饭后，Kennedy说：I don't have money on me, can you pay？（我身上没钱，你付好吗？）还不忘提醒Sidey说：Leave a tip.（付小费）。想想看，以Kennedy的富有，身上真的没有钱吗？他要记者请客，可说表现了他十足的wry humor。

美国人是个讲求幽默感的民族，如说某人have a sense of humor（有幽默感），等于赞美。若禁得起开玩笑，就是can take a joke in goodhumor。一般认为中国人较缺乏幽默，太过一本正经，或经常板起面孔，让西方人有吃不消的感觉。对于所谓gallows humor，中国人恐怕无法领略和消受的。Sense of humor有时以crack a joke（说笑话）的方式表现，但必须恰到好处，否则过犹不及，就弄巧成拙了。

最深刻的一句话——“要把英文学好，并达到一定境界，光靠增加字汇和会话能力是不够的，必须大量阅读，如能涉猎经典之作像《圣经》和莎士比亚的戏剧，最好不过。”


同场加映


强人的英文是strong man，这是和tyrant、despot（暴君）、dictator（独裁者）的同义语。二战时的意大利法西斯领袖莫索里尼（Benito Mussolini，1883—1945）在义文的头衔是Il Duce，等于英文的commander或chief，因此Duce后来也成为tyrant的同义字，注意duce的发音是doo cha。


Salad Days少不更事的日子


Salad中文音译为色拉，但大家都知道salad的材料以lettuce（生菜）为主，配以黄瓜、西红柿等，新鲜的生菜颜色翠绿，看起来很嫩，遂使salad days成为青涩、缺少经验岁月的代名词。

其实正本清源，salad days出自莎士比亚的《Anthony and Cleopatra》剧本，在第一幕结尾时，Cleopatra对她年轻时和西泽大帝（Julius Caesar）的暧昧情事感到遗憾，因而说了下面一句话：My salad days, when I was green in judgment, cold in blood, to say as I said then！（梁实秋的译文是：我年轻的时候，不懂事，没有真情，所以说出那样的话！）Salad days就是这样来的。

我写过〈Lost in Translation〉一文，评马英九就职演说的英译，指出把“我亲人埋骨所在”译为resting place of my family并不很妥当，应在resting place之前加上final一字，布什总统在国殇日（Memorial Day）的广播演说中，提到美国军人埋骨所在即是用final resting place。布什说：The tomb（指无名英雄墓，The Tomb of the Unknowns）is the final resting place of three brave soldiers who lost their lives in combat.。至于resting place一词也是源远流长的，旧约《圣经》诗篇（Psalms）132章14节说：This is my resting place forever. Here I will dwell.（这是我安息之所，我要住在这里）。

从salad days到resting place都非我们所了解的字面意义，而是有典故的，这表示要把英文学好，并达到一定境界，光靠增加字汇和会话能力是不够的，必须大量阅读，如能涉猎经典之作像《圣经》和莎士比亚的戏剧，最好不过。


同场加映


美国被认为是民族的大熔炉（a melting pot of nations），可是过去十多年来不同的族群强调要保有他们的heritage，乃至语言，以致社会和教育倡导所谓multiculturalism（多文化主义）和diversity（纷然杂陈），引起有识之士的隐忧。著名的史学家史莱辛格（Arthur M. Schlesinger，Jr.，1917—2007）就曾写过一本书，表示他对多文化社会的保留看法（Reflections on a Multicultural Society），书名《The Disuniting of America》是美国的畅销书。他在书中提出最发人深省的问题是：What is it that holds a nation together？这个问题同样适用于台湾。

A Backhanded Compliment表面恭维实则挖苦


编辑推荐学习重点—


	本书展现作者政治观察之外的精彩作品，集结《商业周刊》“英文无所不谈”专栏的精华，内容涵盖食衣住行、宗教典故、社会百态、生活日常用语、国际事务或人物等范畴，还有他解析政治生态与人生感怀的佳作。

	每篇主题都能兼具知识性与趣味性，是本旁征博引、知识性高，又贴近生活的专书。本书内容涵盖英文、文化、学习与趣味，不仅是本学英文的书，而且是本学漂亮英文兼美国掌故的书。



英文中赞美的说法有praise、compliment、panegyric等不同字眼；另有eulogy一字，也是颂扬之意，只是常用于人死后致悼词时，这类推崇死者生前功绩的颂词是eulogy。譬如美国前总统福特在2006年12月过世时，他任内的国务卿季辛吉在丧礼上发表悼词，赞扬福特外交方面的成就，即可说Former Secretary of State Henry Kissinger delivered a eulogy praising President Ford's accomplishments in foreign policy.

Praise是赞美最常用的字，有时也用sing the praise of someone（对某人唱赞歌）。Commend也是赞美，如I commend the young man's courage and high intelligence.（我赞扬这年轻人的勇气和高度智慧。）

英文有句话说：Compliments are inexpensive.，意思是赞美不须花费什么，所以该赞美就赞美，不要吝于赞美。西方人送礼，常会夹一张小卡片，写着With the compliments of的字样，即“敬赠”之意，在of之后，加上送礼人的名字。With the compliments of Y.C. Wang，就是“王永庆敬赠”。

至于a backhanded compliment，表面看来是赞美，骨子里则在贬损或挖苦，等于是an insult disguised as a compliment，下面的句子都是backhanded compliments的例子：The diet has indeed worked, but you still have a long way to go.（节食确实有效，只是你还有很长的路要走。）这句话是减肥虽已见效，还得多多努力，这不等于说对方还是太胖了，当然不是恭维。That dress does wonders for your figure.（那件衣服对你的身材有奇效。）这种说法颇有指着秃驴骂和尚的意味，显然在说对方的身材不好，得靠衣服来遮盖。听的人自是心中不舒服，尽管表面却像是在赞美她。A backhanded compliment也可以a left-handed compliment代替，两者的意思一样。

Complement和compliment仅一字母之差，意思却大不相同。Complement是相辅相成之意，如：His archeological study complements my research project in paleontology.（他考古学的研究和我古生物学的研究项目是相辅相成的。）Complement的形容词是complementary，如：Our fields of study are complementary and not mutually exclusive.（我们的研究领域是互补性的，而非相互排斥。）如果complementary变成complimentary，那就是免费了。Breakfast is complimentary at certain American hotels, especially continental breakfast.（美国旅馆有些免费供应早餐，特别是欧陆式的早餐。）所谓continental breakfast系与American breakfast（美式早餐）相对而言，指没有炒蛋和肉类等热食的早餐。

Backhand正面的字义是反手抽击，打网球或乒乓球时，backhand stroke常令对手措手不及，是制胜的方法之一，击出漂亮的backhand stroke的球员deserve compliments（应予赞扬）。所以在英文对话里，如果受到对方的compliments得好好体会一下，看看有无backhanded compliments成分在内，假如明明是backhanded compliments，而欣然受之，那就自己吃了暗亏，还让别人卖乖。想在语言方面上站得住脚，非得下功夫不可。


同场加映


“挖苦”有时亦可以sarcastic表示，一般把sarcastic译为讽刺，如说：He is being sarcastic.和sarcastic含意相同的另一字是sardonic.，还有satirical也是讽刺，名词的satire指讽刺剧或讽刺短文，但这3个字都含存挖苦之意。
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Don’t just talk about product features and benefits—everyone does
that. Instead, craft an exciting and engaging story around your brand.

Transform your presentation from a dry “show and tell” into a visu-
ally appealing experience that people enjoy—more like a movie.

Pay attention to all your nonverbal clues and then practice until
you can make your presentation sound natural and conversational.

An insanely great presentation






