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解说的艺术

——如何让你的创意、产品和服务更容易被人接受


The Art of Explanation



Making Your Ideas, Products, and Services Easier to Understand


提示：为使读者更好地理解本书内容，中文部分特增添了作者简介、译者简介、主题广告牌、延伸阅读部分作为原书内容扩展补充。
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李•勒菲弗（Lee Lefever）


沟通顾问公司 Common Craft 创办人之一，也是英特尔、谷歌、Dropbox、福特等顶尖品牌的顾问，协助这些品牌强化他们的解说技巧。该公司制作的“Explanations In Plain English”系列影片曾获 2011 年纽约国际视觉艺术学院传播优异奖，被世界各地的个人和企业采用。
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叶心岚


台大农经系毕业。曾任财经网站、电视新闻台及报社国际新闻暨财经新闻编译，并为国内外网站及媒体编译新闻与撰写专栏。目前专职翻译工作。译有《REMIX，将别人的作品重混成赚钱生意》、《天啊！我们让他的头发着火了》等书。



主题广告牌



精辟解说创造惊人的机会


人
 们不会购买他们不了解的东西，因为他们看不到价值。通过精辟解说，让听众了解为何要选择你的产品或服务，才有机会让听众更理解你的点子，进一步采取你期望的行动。

解说是使某样事物被认识、明白和理解的艺术和程序。

虽然我们周遭的世界充满资料和信息，但事实本身可能仍然难以理解与应用。这就是我们需要解说的原因。通过解说可以让事实变得可以理解和利用。

作者李•勒菲弗是著名的沟通专家，擅长以图像、短片来帮助人们了解复杂的事物。他对于解说的强大力量深信不疑。他认为，当解说能帮助人们从崭新观点来看待眼前的事物时，就是一番成功的解说。

我们必须将解说视为一种解决问题的策略，一个可以理解、练习与改善的技巧。如果能够加强解说技巧，就有能力说服更多人朝我们希望的方向前进。不论是对我们的职涯发展，还是尝试达成的工作进度，必然带来很大的助益。

要建立有效的精辟解说，你必须采取3个步骤：
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流程1 制订计划 
英



简单明白的成功演示，会用一种容易理解的方式包装构想，让更多人能跟上正在讨论的话题。换句话说，成功的解说总是能回答你的“为什么”。它们协助人们更认识、更了解眼前的事物，同时引导听众根据解说传达的讯息采取行动。
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想了解解说的含义，不妨先列举解说不是什么。

■ 解说不只是叙述——不是某件事物枯燥或乏味的记录。叙述提供的是细节，解说则是要激发行动。

■ 解说不是下定义——不是纯粹提供某件事物精确的字面意义。定义有时有用，但不一定能提供必要帮助。

■ 解说不是一个步骤、一个步骤的指令清单——指令太过专制，所以无效。解说会协助人们了解事物为何重要。

■ 解说不是阐述细节——解说不是信息垃圾场，让你倾倒所有你关于某主题、概念、想法、理论等所知道的一切。

■ 解说不是正式报告——像你为某一事件或经历写的流水账。

■ 解说不是例证——为了厘清想法而举的例子。

不可否认，解说可能包括叙述、定义、例证等等，但这些只是解说的要素，而不是解说本身。解说是使某样事物被认识、明白和理解的艺术和程序。
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想要提出一场精辟解说，你需要移情——愿意站在听者的立场，以听者的观点看待事物。 精辟解说不会受限于严格的框架，而是由你喜欢的沟通方式，以及听者喜欢的学习方式自然延伸而来。解说会让生硬的事实变得有用、有料，而且令人难忘。

精辟解说的优点不胜枚举，而且让人受用无穷：

■ 解说会引起人们关注——它会促使人们想要知道更多关于该主题的事物。精彩的解说会激发听者的兴趣，同时也会引起注意，使人们以崭新角度观察早已存在的事物。

■ 解说能降低理解难度——它们会通过更容易理解的方式，让非领域专家也能一起探索全新主题。精辟解说会帮助人们做出更充分的决策，因为他们会有更清晰的观点。

■ 解说是包装想法的有效方法——它们可以将一堆枯燥的事实与数据，转变成更容易了解的内容，并且与你所做的事更紧密相关。精辟解说让人难忘且着迷。

■ 解说可以增强信心——不要假设人们都了解你要谈论的主题，而是要提供完备的背景知识。当你进行解说时，要为每个人奠定加入讨论和贡献意见的基础。解说使人们更相信他们了解正在讨论的事项，因此能扩大讨论范围。

■ 解说可以协助演示者和听众双方更彻底了解某个想法——发散思考和进行一场精辟解说，都存在持续不断的学习。

为什么解说如此可贵，还有另一个充分理由。多数领域存在一种所谓的“知识诅咒”现象，情形大概如下：
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成为领域专家所花的时间越长，你的思考方式就越被同化：

■ 外行人几乎无法理解的专业术语。

■ 方便你跟同领域专家谈论特定主题的简称，但其他人对此毫不熟悉。

■ 对于具备专业知识的人属于基本知识，但对于略懂皮毛的人，却是完全陌生的想法、信息和方法。

你甚至不会注意到自己正陷入“知识诅咒”。事实上，能以更精确的方式表达新想法，便能省下时间和金钱。你跟产业内部人士的关系变得更密切，其他人就更难追上你的思维。

“知识诅咒”也会导致企业界常见的第2种现象：
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为了消除“知识诅咒”和解说的难题，你必须规划如何找出存在的信息缺口，并设法解决。最好的方法就是利用上图标示的解说量尺，依照下述方法想象：

■ 想象A到Z的连续区间代表某个主题的已知部分。在连续区间的A-B-C端，人们对该主题的认识非常少。在另一边的X-Y-Z端，每个人都是专家，深刻了解其中要诀且知识丰富。

■ 现在，想象你正在开发一款即将上市的新产品。你和你的开发团队开始研究新产品时，你们做好准备，因而逐渐往量尺的右边移动。这是理所当然的事——为了彻底了解产品技术，你得付出必要的代价。

■ 当你们的产品推出后，早期采用者通常会对你们付出的努力展现强烈的赏识。这些早期采用者很可能具备足够背景知识，能够欣赏和珍视你们开发的成果。你可能犯下的错误是，假定每个人都和早期采用者懂得一样多。

■ 然而，潜在市场的真正成员是那些根本不了解你做了什么的人。他们知道得不多，自然不会被感动。

精辟解说的精髓便是将潜在市场，从知识连续区的A-B-C端，移往X-Y-Z端。你的解说架构必须吸引连续区间末端的大规模潜在市场，而不只是吸引对你的产业有相当认识的那些人。将此铭记在心后，规划解说就是要暂时停下脚步，思考以下问题的答案：

■ 我们目前处于某个特定想法的知识连续区的哪个位置？

■ 目前处在同一连续区的潜在受众为数最多的是在哪个位置？

■ 即使他们不知道我们在做什么，我们对他们的理解程度有怎么样的假设？

■ 我们目前的解说是为了那些对这个领域已有大量背景知识的人所做的吗？

■ 或是在发散性解说时，应该假设观众了解不多，还是没有任何知识背景呢？

■ 我们该如何包装解说，让人们从右手边移动到最有可能珍视我们产品的位置？

■ 我们该如何满足落在量尺上每个位置的人？简而言之，规划精辟解说的关键，在于弄清楚你要如何回答每个人都会提出或想到的一个问题：“我们为何要在乎这件事？”



大师观点

“如果你没办法简单说明，代表你了解得不够透彻。”

——爱因斯坦

“我们全都将解说视为理所当然。因为沟通时自然需要解说，所以我们可能从来没想过，解说是我们可以改进的一项技能，并且可以用来达成我们的目标。”

——李•勒菲弗

“想法很精彩，表达却很差劲，不但展现不出精彩之处，反而要付出巨大代价。我们的想法、产品和服务通常都很不错，但少了有效的解说方式，我们就推展不出去。”

——李•勒菲弗





Process1 Plan 
中



Pure and simple successful presentations package ideas in ways which lower the cost of understanding so more people can get in on what's being discussed. Put another way, successful presentations answer the question "Why?" They help people know and understand better the idea at hand and they lead the listener to act on the information they convey.
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To understand what an explanation is, it's helpful to first list what an explanation is not.

■ An explanation is not merely a description — a dry or sterile account of something. Descriptions provide details, explanations inspire action.

■ An explanation is not a definition — it doesn't merely give the precise and literal meaning of something. That's helpful at times but not necessarily useful.

■ An explanation is not a step-by-step list of instructions — which is too directive to be useful. Explanations help people understand why things are important.

■ An explanation is not an elaboration — it's not an information dump where you bring out everything you know about a topic, concept, idea, theory, etc.

■ An explanation is not a formal report — like an account you might write of an event or experience.

■ An explanation Is not an illustration — an example which is given to clarify an idea.

Admittedly, an explanation may incorporate descriptions, definitions, illustrations and more but those are elements rather than the explanation itself. Explanation is the art and process of making something known, plain and understandable.
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To create a great explanation, you need empathy — a willingness to put yourself in the shoes of the listener and look at things from their perspective. Great explanations are not structured in a rigorous cookie-cutter way but will be natural extensions of the way you like to communicate and the way your listeners like to learn. Explanations make raw facts useful, informative and memorable.

The advantages of delivering great explanations are numerous and highly beneficial:

■ Explanations make people care — they help people want to learn more about the topic being explained. A good explanation will pique the listener's interest. They can also grab attention and make people see what is already in front of them in a new way.

■ Explanations lower the cost of understanding — they invite non-specialists in a field to explore new topics by making it easier to understand what's involved. A good explanation will help people make better informed decisions because they will have a better perspective.

■ Explanations are an effective way to package ideas — they can transform a dry collection of facts and figures into something more understandable and relevant to what you're doing. Great explanations are memorable and engaging.

■ Explanations increase confidence — you move away from assuming people already know what you're talking about and provide a good knowledge base. When you deliver an explanation, you lay a foundation for everyone to participate and contribute. Explanations widen discussion by making people more confident they understand what is being talked about.

■ Explanations help both the presenter and the listener understand an idea more completely — there is learning going on in both the development and the delivery of a good explanation.

There's one other good reason why explanations are so valuable. In most fields, there is a phenomenon known as the "curse of knowledge" which goes something like this:
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The more time you spend becoming an expert in your field, the more you assimilate into your thinking:

■ Specialist terminology which is almost incomprehensible to an outsider.

■ Shorthand terms which make it easier for you to talk about your topic to specialists in your field but which are unknown to everyone else.

■ Ideas, information and approaches which are basic to someone with specialist knowledge but which are completely foreign to someone with only a surface-level understanding of that field.

You won't even notice you're coming under the Curse of Knowledge. In fact, by getting up to speed, you'll be saving time and money because you'll be able to express new ideas more concisely. The more aligned you become with your industry insiders, the harder it becomes for everyone else to stay up with your thinking.

The Curse of Knowledge also contributes to the second phenomena which is common in the business world:
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To offset both the Curse of Knowledge and the Explanation Problem, you have to plan how you will identify and then address the underlying information gap. The best way to visualize this is to use the explanation scale shown above in this way:

■ Imagine an A-to-Z continuum which represents how much is known about a topic. At the A-B-C end of the spectrum, people know very little about the topic. At the other X-Y-Z end, everyone is a specialist with deep know-how and knowledge pools.

■ Now imagine you're developing a new product to bring to market. When you and your development team first started working on that new product, you did your homework and therefore you've gradually moved to the right-hand side of the scale. That's fair enough — you paid the price required to know your technology inside out.

■ When you first release your product, the early adopters will usually have a strong appreciation for what you've done. More than likely, these early adopters will be people who have enough background to appreciate and value what you've developed. You may make the mistake of assuming everyone knows as much as those early adopters.

■ The real bulk of the potential market, however, will be people who do not really understand what you've done at all. They don't know enough to be impressed.

The essence of developing a great explanation is to move the potential market from the A-B-C end to the X-Y-Z end of the knowledge continuum. You have to structure your explanation so it will appeal to the much larger potential market at the lower end of the continuum rather than appealing just to those who know your industry well. With this scale in mind, planning an explanation is a matter of pausing and figuring out the answers to questions like:

■ Where are we on the knowledge continuum with regards to this specific idea?

■ Where is our biggest potential audience at the current time on that same continuum?

■ What assumptions are we making about their level of understanding without even realizing we're doing it?

■ Are our current explanations geared for people who have loads of background knowledge in this field?

■ Should we be developing explanations which assume little or no knowledge instead?

■ How can we package our explanations in such a way that we move people to the right-hand side of the scale where they are more likely to value what we have to offer?

■ How can we accommodate for people who are at every point on the scale? In a nutshell, the key to planning a great presentation is to figure out how you will go about answering the one question everyone will ask or think: "Why should we care about this?"



Key Thoughts

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

— Albert Einstein

"We all take explanation for granted. Because it is a natural part of how we communicate, the thought may never occur to us that explanation is a skill we can improve and put to work in achieving our goals. "

— Lee LeFever

"A great idea, poorly expressed, ceases to appear great, and the cost is tremendous. We all have ideas, products and services that are often of high quality on their own merit. Without a way to explain something effectively, we limit its ability to spread."

— Lee LeFever





流程2加以包装 
英



将演示想象成一种方法，通过这个方法，你可以将想法和解决方式包装成容易理解的形式。运用解说要素建立观众的信心，让他们相信自己事实上正从量尺上“理解不多”的位置往“理解更多”的位置移动。

包装你的解说也就是表达想法的过程，而且要考量你的目标听众位在知识连续区的哪个位置。无可否认，每位听众和每个想法都各不相同，因此包装方式也各有独特需求，但一场精辟解说总是涵盖以下6个要素：

要素 1 取得认同

任何解说的最佳起点就是提出每个人都认同的声明。如果你提出的大方向让每个人都点头称是，你一开始就为听者建立信心，就能让他们相信自己可以跟上你要说的话。

例如，一些好的开场白包括：

■ 我们都同意汽油价格在稳定上涨，不是吗？

■ 我想不会有人不认同网络在未来几年内将改变世界。各位同意这个想法吗？

■ 视频逐渐变成人们喜爱的网络沟通方式。YouTube网站的惊人成长证实了这个趋势。各位同意吗？

借由让人欣然同意的声明作为开场，你建立了解说的基准或基础。每个人都能领会你要前进的大致方向，以及你的起点。听众因此感到更有信心，可以理解你的解说。好的开场白也为达成共识奠定基础。你让人们点头称是，那么接下来的挑战就变成了要让他们连连点头。

要素 2 交代来龙去脉

接着，你要先提供整片森林的若干信息，才能描述个别树木。事情的来龙去脉让人们可以从大局着眼了解它的重要性。如果你对事情的来龙去脉交代得够充分，你的想法就会从一个听上去不错的理论，变成对听者非常重要的事物。



大师观点

“事情的来龙去脉很重要。我们的想法或许有用、可执行且内容扎实，但若少了来龙去脉就会受到局限。如果想法缺乏根据，或和其他想法毫无关联性，想法就会孤立无援；这种孤立会限制它的可能性。”

——李•勒菲弗



记住，你尝试建立的解说架构，是要吸引位于知识连续区尾端的人。因此，交代来龙去脉的最佳方式通常是：

■ 一开始先说明森林——你想谈论的远大构想。

■ 引出一个受人喜爱的个人或团体，聚焦在他们遇到的某个问题上。此时你将注意力集中在森林里的特定一棵树。

例如，解说“谷歌文件”功能的头两个步骤可能是：

“你知道，对多数人来说，家是我们保存一切必需用品的场所。这个道理不仅适用于我们的财产，还包括我们的档案文件。越来越多的文件依赖计算机而存在。对忙碌的人来说，工作时用一台计算机，在家中使用另一台计算机的情况也愈来愈稀松平常。你也是这样吗？

“但如此一来就会产生一个问题。如果你在工作时建立一份文件，你要如何在家中使用该份文件，同时又维护资料的隐秘性？我想告诉你一个方法，可以通过家中计算机或办公室计算机存取同一份文件，且不必发送电子邮件给你自己，或使用造成大家麻烦的附件。更好的是，这个方法不用花你半毛钱。你有兴趣知道吗？”



大师观点

“解说想法时，我们常常忘记交代事情来龙去脉的力量。花时间交代来龙去脉，代表先谈论森林，然后才是树木。只要处理得宜，交代来龙去脉可以让专家和初学者，一同用全新的视角看待你的想法。”

——李•勒菲弗



要素 3 讲故事

事实和细节提供你解说的实质内容，但如果你真的想传达个中深意，你还需要加上动人的故事。故事会交代来龙去脉，让你的解说对听众产生吸引力。

一个难忘的故事将为你的解说注入人性要素。故事将使你的想法人性化，尤其是当听者以个人角度认知故事角色时。当你将故事融入解说时，就是邀请人们用更自然的观点看待你的想法。每个人都喜欢听精彩的故事。解说时采用的最佳故事，通常依循非常简单的形式，像是：
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当你试着描述详细过程时，如果故事与听众认知的主流文化有所冲突，或是面临紧迫的时间限制，故事就无法发挥效用。然而，在绝大多数情况下，动人的故事将能为你的解说注入非常重要的生命力。

要素 4 建立联结

20世纪70年代，两个年轻人组成的制片团队，向好莱坞电影公司推销他们想要拍摄的电影构想。他们用“太空大白鲨”简单5个字描述这个构想。电影大佬们理解他们的想法，并同意将其拍成电影，成为后来赢得奥斯卡金像奖的《异形》。这部电影从1979年上映以来，全球票房已经超过1亿美元。

这个故事完美说明了当你在解说时，建立联结的力量有多大。如果你能将新想法联结到众所周知的旧想法，就能让人们快速了解你所说的内容。将新想法联结回旧想法，是打造可行解说的绝佳方法。

建立联结可能有几种形式：

■ 旧与新——“电子邮件有点像是利用计算机收信，而不是通过邮局和信箱。”

■ 以既有知识为基础——“云就像煮水时，水蒸气会从水壶里冒出来的放大版。”

■ 类比——“智能手机就像放在口袋里的小计算机，能够随时随地提供有用信息。”



大师观点

“关键在于强调人们已经知道的想法，再以此作为发展的基础。如果我们能通过联结加强听众的信心，让他们相信事情很容易理解，我们就能邀请他们采取更多步骤。这就像是：‘你知道X吧？而Y就跟它一样，因此……’”

——李•勒菲弗



要素 5 详尽描述

如果你谈话的对象已经对你的主题有相当的认识，你要说的应该是“如何进行”而不是“为什么”。如果他们已经理解整个大方向，他们想要的可能是更详细的战略信息，而不是概括信息。
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考虑到这点，如果你的描述是向处理方式或指示的区块移动，你该觉得安慰。到了这个阶段，通常会要求解说具体项目和细节。

精辟解说不是按照数字上色的着色画，也不会依循精确的格式。重要的反而是解说的意图。详尽描述可能才是解说中有效和正常的部分。只要你确实先交代了事情的来龙去脉、建立良好的个人联结，以及使用几则简短的故事。确定听者不只了解如何去做必要之事，而且还知道为什么照着你的解说去做是有道理的。

要素 6 呼吁行动

在多数情况下，结束解说和做出总结的最佳方法，就是发出某种形式的行动宣言。针对你已经解说的问题，描述优先解决方案，然后邀请听众采取行动往前迈进。例如，你或许可以邀请他们：

■ 更进一步了解。

■ 联络某个人。

■ 填写表格。

■ 报名课程。

■ 试用产品或服务。

■ 购买产品或服务。

■ 浏览网站。

■ 做其他事。



大师观点

“打造精辟解说的秘诀不在于采用正确配方，而是学会辨识人们无法理解某个想法，并提出解决问题的脚本。”

——李•勒菲弗



此外，还有3项原则可以协助加强解说的质量：

原则 1 简化

“知识诅咒”的一项衍生结果是，一旦你彻底了解某个主题，要向外行人简述这个主题将变得更困难。如果你想简化内容，以便提出解说，就应该遵守下列规则：

■ 尽可能使用最基本的语言——抛开任何专业术语。

■ 不要假设听众知道什么——而是让他们表达，并厘清他们位于信息连续区的哪个位置。从他们确实所处的位置开始着手，而不是从你认为他们可能或应该在的位置。

■ 一开始总是先拉远来看——描述你想得到的最广泛的角度。提出远大的展望。

■ 聚焦在远大构想——不要落入细节和你察觉到的例外状况。

■ 谈到全新话题时，乐意放开严格的正确性来换取理解。

■ 让你的想法和听众熟悉的事物保持联结——使用大量类比。

原则 2 利用限制获得解放

发散性解说时，有限制是好事。限制可以避免让你面对过多选项而无所适从。限制也会帮助你建立信心，相信自己能够做出正确的选择。因此，在你开始发散想法解说之前，先暂停一下，思考你需要面对的限制。这些限制可能包括：

■ 时间表——在特定日期之前，你必须完成解说，做好演示的准备。

■ 时间长度——你被允许使用多长时间来解说你的想法。

■ 地点——你要在哪里解说你的想法。

■ 形式——你要如何提出解说。

■ 构想的数量——在可用时间内，你能解说多少想法。

■ 语言——你能否使用目标听众了解的术语。



大师观点

“加以限制才能获得解放听起来似乎很矛盾，但我认为这是真实的。唯有考虑特定情境下的限制，才能找出理想的组合条件，达成我们想要的成果。通常就是通过对时间长度、语言、听众和形式的限制，我们才能发现新的想法和机会，让我们的解说格外出色。”

——李•勒菲弗



原则 3 制订书面计划

发散性解说时，记录你的解说是合乎逻辑且必要的步骤。在你把想法述诸文字之前，你会很容易三心二意，掩盖遗漏的要素。如果你渴望发散思维与提出有效的解说，就必须要习惯在纸上掌握你的思维脉络。

虽然每个人有自己的做事方式，但依照以下顺序制作书面解说是不错的方法：
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1．远大构想——在具体确认你想要达到的目标之前，什么事都不要做。找出你想要解决的难题、你想要传达的远大构想，或者是你想要达成的其他目标。想清楚为什么你要面对这一切麻烦。

2．研究——找出你想以更容易理解的方式重新包装的事实。看看过去人们如何说明这些想法，思考有没有更好的解说方式。想想你的解说要怎样才能更深入。

3．编写脚本——把你的伟大解决方案里涵盖的每个元素写下来。首先，你可以列出可供选取的可能项目，和听起来很有前途的语句。先提出概括性内容，再进入更具体的部分，记住第一优先要务是让听者了解你在说什么。持续努力──这个过程通常要几易其稿，才能得到理想版本。一旦备妥基本元素，你就能加以润饰和微调。完成这件事的方法没有任何对错之分，只要持续努力，直到你写出听起来还不错的内容为止。



Process2 Package 
中



Visualize a presentation as being the way you package ideas and solutions into a form which makes them more understandable. You use the elements of your explanation to build confidence in the recipient that they are in fact moving on the scale from "understanding less" to "understanding more."

Packaging your explanation is simply the process of presenting ideas which take into account where your target audience is on the knowledge continuum. Admittedly, every audience and every idea is different and has unique requirements in the way it needs to be packaged but every great explanation will always have these six important elements.

Element 1 Agreement

The best way to start any explanation is by making a statement which everyone will agree with. If you make a big-picture statement which gets all the heads nodding, you are starting to build confidence in the listener they will be able to follow along with what you have to say.

For example, some good opening statements are:

■ We can all agree that gas prices are steadily rising, can't we?

■ I don't think there would be anyone here who doesn't think the Internet will change the world in the years ahead. Would you agree with that idea?

■ Video is in the process of becoming the preferred way for people to communicate on the Web. The phenomenal growth of YouTube is testament to that trend. Would you agree?

By starting with an agreeable statement, you create a baseline or a foundation for your explanation. Everyone gets a sense of the general direction you're heading and where you're starting from. The audience feels more confident they will be able to understand your explanation.

A good opening statement will also lay the foundation for agreement. You get people nodding their heads. The challenge then becomes to keep them doing that.

Element 2 Context

Next you want to provide some information about the forest before you start describing individual trees. Context gives the big picture perspective why this matters. If you do context well, the idea will move from being something which is nice in theory to something that is very important to the listener.



Key Thoughts

"Context matters. Our ideas may be useful, actionable, and informative, but without context, they are limited. If they exist without a foundation or connection to other ideas, they are isolated, and that isolation limits their potential."

— Lee Lefever



Bearing in mind you're trying to structure your explanation so it appeals to people at the lower end of the knowledge continuum, the best way to establish context is usually to do this:

■ You start out by explaining the forest — the big picture idea you want to talk about.

■ You introduce a likeable person or party and zoom in on a problem they've struck. You're now focusing on one specific tree within that forest.

For example, the first two steps for explaining Google Docs might go like this:

"You know, for most people, home is where we all keep the things we need. That applies not only to our possessions but also to our documents. Increasingly, documents live on our computers and it's not at all unusual for a busy person to have one computer they use at work and another they use at home. Are you like that?

Here's the problem though. If you create a document at work, how can you access it at home and still keep your information confidential? I'd like to tell you how you can access the same document with your home computer or your office computer without being forced to e-mail it to yourself or use those pesky attachments which cause everyone problems. And even better, this isn't going to cost you a dime. Are you interested?"



Key Thoughts

"Too often, we forget the power of building context when we explain ideas. Taking the time to build context means, talking first about the forest and then the trees. Done well, context makes it possible to invite experts and beginners alike to see ideas from a new perspective."

— Lee LeFever



Element 3 Story

Facts and details will give your explanation substance but if you genuinely want to deliver meaning, you also need to incorporate an engaging story. Stories will provide context and make what you're explaining attractive to your audience.

A memorable story will inject a human element into your explanation. It will humanize your ideas, especially if the listener identifies with the characters in the story at a personal level. When you embed a story inside your explanation, you invite people to see your idea or ideas from a more natural perspective. Everyone loves hearing a great story.

The best stories for explanations generally follow a very simple format which goes like this:
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Stories won't work when you're trying to describe a detailed process, if they clash with the prevailing culture of the listener or if you're facing severe time limitations. In almost all other settings, however, engaging stories will inject some much-needed life into what you're explaining.

Element 4 Connections

In the 1970s, a young two-man film making team was pitching their idea for a movie they wanted to make to the Hollywood studios. They described it in three simple words: "Jaws in space." The moguls got it and eventually they gave the green light to what would turn out to be the Oscar winning movie Aliens. This movie has made more than $100 million worldwide since its release in 1979.

That story illustrates perfectly the power of connections when crafting an explanation. If you can connect your new idea back to an older but well-known idea, you can get people understanding what you're explaining quickly. Connecting a new idea back to an old idea is a great way to structure a viable explanation.

Connections can take several forms:

■ Old versus new — "E-mail is sort of like getting a letter from someone using a computer rather than postal service and a letterbox."

■ Building on existing knowledge — "Clouds are very much like large versions of what happens when you boil a kettle and steam comes out."

■ Analogies — "Smart phones are like small computers that fit in your pocket They can provide useful information on the go."



Key Thoughts

"The key is focusing on ideas people already comprehend and building on them. If we can give the audience confidence that understanding is easy through connection, we can offer them an invitation to take more steps. It's about saying "You know X, right? Well Y is like it, and here's why..."

— Lee LeFever



Element 5 Descriptions

If you're talking to someone who is already reasonably well versed in your topic, you're more likely to be talking about the "how?" of your idea rather than the "why?" If they already understand the big picture perspective, they will probably want more detailed tactical information rather than generalizations.
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With that in mind, you should feel comfortable if your description moves into the territory of recipes or instructions. By this stage of the explanation, specifics and details will usually be required.

Great explanations are not paint-by-numbers. They don't follow a precise format. Instead, it's their intent that counts. A detailed description can be a valid and normal part of the explanation. Just make sure you've provided context, made good personal connections and used some short stories first. Make sure the listener not only understands how to do what needs to be done but also why it makes sense to do what you are explaining.

Element 6 Call to Action

In most situations, the best way to end your explanation and bring everything together is to issue some kind of call to action. You describe what is the preferred solution to the problem you've been explaining and invite the recipient to do something which will move them forward.

For example, you might invite them to:

■ Learn more.

■ Contact someone.

■ Complete a form.

■ Sign up for a class.

■ Try a product or service.

■ Buy a product or service.

■ Visit a Web site.

■ Do something else.



Key Thoughts

"The secret to crafting a great explanation is not necessarily using the right formula, it is learning to recognize when people can't grasp an idea and developing a script that solves the problem."

— Lee LeFever



There are also three other principles which will help enhance the quality of your explanations:

Principle 1 Simplify

A direct offshoot of the curse of knowledge is once you know a subject inside and out, it becomes harder to simplify it for outsiders. If you're trying to simplify what you're saying in order to build an explanation, the guidelines you should follow are:

■ Use the most basic language possible — and get rid of any industry jargon.

■ Never make assumptions about what the listener knows — but let them speak and clarify where they're at on the information continuum. Work from where they actually are rather than from where you think they could or should be.

■ Always start by zooming out — by describing the broadest possible perspective you can think of. Give the big picture view.

■ Stay focused on big ideas — don't go into all the details and exceptions you're aware of.

■ Be willing to trade strict accuracy for understanding when talking to complete novices.

■ Keep connecting your ideas to concepts the listener is familiar with — use lots of analogies.

Principle 2 Use constraints to liberate

When developing an explanation, constraints are good. They stop you from feeling overwhelmed by the vast array of choices which are available. Constraints will also help you feel confident and that you've made the right choices. Therefore, before you start developing an explanation, pause and think about the constraints you need to work within. These may include:

■ Timeline — the need to have your explanation finished and ready to present by a specific date.

■ Duration — how long you will have available to explain your idea.

■ Location – where you will be presenting your idea.

■ Format — how you will be delivering your explanation.

■ Idea volume — how many ideas you can explain in the time you have available.

■ Language — whether or not you can use technical language your target audience will understand.



Key Thoughts

"It seems paradoxical that constraints liberate, but I believe it's true. Only by considering a specific situation's limitations can we identify the right combination of factors that work to achieve the outcomes we want. Often, it is through restrictions such as duration, language, audience, and format that we can discover new ideas and opportunities to make our explanations remarkable."

— Lee LeFever



Principle 3 Develop a written plan

Writing your explanation down is a logical and necessary step in its development. Until you commit your ideas to paper, it's too easy to be unfocused and to gloss over missing elements. You have to get used to capturing your thinking on paper if you aspire to develop and then deliver an effective explanation.

While it's true everyone works differently, a good approach to developing a written version of an explanation is to follow this sequence:
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1. Big idea — don't do anything until you specify what you're trying to achieve here. Identify the problem you want to solve, the big idea you want to put across or whatever else you want to achieve. Figure out why you're going to all this trouble.

2. Research — find out what the facts are that you're trying to repackage in a more understandable way. Look at how those ideas have been explained in the past and figure out if there is a better way. Get to know how your explanation needs to work in depth.

3. Script writing — put down how you will cover each of the elements in the template of a great solution. In your first pass, you might make a list of possibilities to choose from and some statements which sound promising. Work from the general to the more specific keeping in mind what you want the listener to understand what you're getting at first and foremost. Keep working at it — this process always takes several drafts to get right. You can then polish and fine-tune once you've got the basic elements in place. There's no "right" or "wrong" way to do this so keep going until you get something that sounds right.



流程3 提出解说 
英



解说不是用来摆在架上积攒灰尘——它只有在使用和分享时才会展现真实的价值。若要使你的解说真正有效和高效，你必须恰到好处地混合媒体、演示和传播方式。关键在于将你的解说贴合目标受众的需求，就像手套一样合手。达到这个目标后，你的解说就会一飞冲天。
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若要发挥解说的最大效果，你必须审慎评估，要采取什么方式向目标听众提出解说。目前可供选择的演示方法很多，你必须确保你所采用的演示模式最符合你想达成的目的。

提出解说就是选择适当方式，混合运用媒体、演示形式和传播方式。

关键 1 媒体

■ 文字——你可以写一篇涵盖解说内容的文章。这种模式最适合需要细节的目标对象，但是对于不想阅读太多的人就毫无作用。

■ 图像／信息图表——让信息变得容易消化很不错，但制作图像并不容易。

■ 声音——随时随地可以收听很不错，但制作不易，而且不能随意略过。

■ 视频——像YouTube网站的视频。颇引人注目但是制作成本高，而且观众需要有适当设备才能观赏。

■ 现场演示——具有高度吸引力，但观众人数有限，而且非常依赖演示者。

关键 2 演示

■ 文件——运用广泛，但数量可能多到令人无法受到吸引。

■ 报告／幻灯片／投影片——人们都很熟悉，但如果使用不当可能枯燥乏味。

■ 网站——不错的方法，但目标对象必须有网络和可浏览的设备才能观看。

■ 网络研讨会——最适合做远距离演示，但很难达到专业水平。

■ 视频包——非常不错的方法，具有令人难忘的潜力，但制作成本高。

■ 演示应用程序——适用于平板电脑和智能手机，但制作也很困难。

关键 3 传播

当你亲自提出解说时，一旦演示结束，你的解说也告一段落。如果你录下解说，就能一遍又一遍地分享给更多潜在听众。同样地，如果你用PPT或Keynote包装解说，之后其他人也能浏览——大幅扩大你的接触范围。

对于任何解说来说，不论是你使用的媒体、你选择的演示形式，以及后续解说的传播方法，都存在着大量的选项。没有一体适用的选项，可以满足3项因素的不同变化。幸好，当你提出解说时，会有一些限制来帮助你做出选择。

要制定和提出精辟解说，你必须历经的思考程序大致如下：

1．设定你的目标——思考你发展解说的原因，以及你希望达成的目的。

2．注意知识区间——确定听众所在位置，以及你在解说时必须处理的范围。

3．了解你必须面对的限制——根据目标听众、组织生产能力，以及可用的特定传播管道。决定你的最佳发表模式。

4．制定你的解说——整合以上所有提及的要素：
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通过4个思考步骤后，唯一剩下的工作就是发表你的解说，期望付出的努力得到回报。

制作及发表卓越解说时，切记以下重点：

1．一开始就要正确表达你的意图——提供人们事情的来龙去脉，让他们知道其中意义。你使用的标题，是你让听众做好准备和设定期望的第一次机会。如果你的解说标题是“你的医保新选择——3分钟清晰呈现”，将会比平铺直述的“公司员工应该了解的医保计划”更引人注目。

2．解决问题——制作一场解决人们忧虑的解说。每个人对于跟不上最新变化都会感到焦虑。创建一场可以使听众建立信心的解说。如果你能始终把这件事做好，人们就会想要更多。

3．保持简短——研究显示，4分钟或以内的影片通常最受欢迎。为了维持解说的简明扼要，你必须集中在少数想法。这是不错的做法。告诉自己只有3分钟时间，让听众从不感兴趣到产生兴趣，因此得加紧脚步。

4．设计解说减少噪音——意思是视觉上不要太杂乱。利用干净的设计，让听众觉得你的信息容易亲近，而且很简单。

5．使用视觉辅助工具——因为许多人基本上依赖视觉学习。解释文字时整合简单的图表，将使你的解说更生动。适当的视觉图像能使解说更引人注目而且难忘。图像可以驱动大脑的两侧（理性与感性）同时运作，使你的听众被你吸引。而这正是你想要的。

6．拥抱和赞扬你的不完美——因为这代表你也是人。不完美也会显得你更重视实质内容和理解，而非虚有其表。对于你的听众而言，这是令人耳目一新的坦率表现。

7．放慢速度——始终保持和缓速度，将吸引更多人关注。如果你以英语提出解说，并且英语对许多听众来说是第二语言时，要特别留意这点。

8．保持时效性——在解说中使用的元素，必须在未来几年仍然可用。如果你在解说中引用当前事件，一旦舆论焦点转移，你的解说就会让人觉得过时。把焦点放在远大构想和耐得住时间考验的议题，而不是当前事件，会使得你的解说更经久耐用。

9．容易取得——让你的解说可以通过各种不同形式取得。考虑有些人可能在采用你的优先媒介时可能遇到困难，你必须让所有人都能取得你的解说。

10．放轻松——适度的幽默和不拘小节，确实可以让解说脱颖而出。许多企业的解说枯燥得令人难以置信，如果你能够注入一些出乎意料的有趣因素，人们会露出笑容，并且记住你的解说。



大师观点

“解说不能单独生存。解说必须巧妙宣传和分享，才能发挥潜力。为了创造改变和解决问题，它们必须走出幕后，以满足听众需求的形式出现。即使是最惊人的解说，一旦呈现方法拙劣，也会很快失去价值。”

——李•勒菲弗



在今日的世界，由于种种原因，解说的艺术已经成为被人遗忘的沟通形式。这不算坏事，因为这开启了你向前迈进的机会。即使只是停下脚步，重新思考如何改善你的解说方式，都可能拓展你的工作机会和选项，把你的事业往前推进。



大师观点

“我想生活在一个解说得更清楚的世界，为了达到这个目的，我需要你的帮忙。随着世界越变越复杂，解说的需求也随之增加，为那些以解说为第一要务的人创造了惊人的机会。重视解说的人越多，我们越能展现解说的强大威力，以及解说如何帮忙解决真正的难题。

“我希望各领域的专业人员都能了解解说的形式和功能，让他们不仅会使用解说，还会要求解说。我希望公司的产品经理在开会时会站起来说：‘这需要解说。’我希望高中老师会把教科书上的内容加以包装，为班上同学提出解说。我希望你成为这样的人——一个解说专家。”

——李•勒菲弗



不可否认的是，各个经济领域的每个产业，都需要有人能让复杂的世界变得容易理解。如果你能加强解说的技巧，就可能成为你所属产业或专业的非官方大使。请确保你已经为此新机会做好万全准备。



大师观点

“下次如果有人问你在做什么，请将它视为一个从崭新角度解说你的工作、计划或产品的机会。他们可能问：‘你在做什么？’回答时将问题转为‘为什么我要关心你在做什么？’当你提出解说时，借由思考自己的生活和工作，你可以开始发散思维，酝酿比过去更有威力的故事和联结。你不必等待完美的议题出现——你的第一场详尽解说可能就在眼前。如果你抓住机会，你可能会发现它会发展出自己的生命。

“想象你因为升迁或新工作接受面试，而你能以完全超出预期的冲击方式解说你的经历；想象你能教导同侪以更好的方式解说他们的计划；想象你的父母不仅了解你在做什么，为什么你的工作很重要，还能向他们的朋友正确解说。这些可不是无关紧要的用途。”

——李•勒菲弗

“精辟的解说通常不是来自严谨的研究和测试；而是个人独特的沟通方式。两个人在解说单一想法时，可能采用截然不同的方法，但仍然达到相同的理解程度。当解说能帮助人们从崭新观点看待某个想法时，就是成功的解说。

“解说是一种知觉行动，对于创造力的依赖多过于特定配方或步骤程序。解说是一组一组的想法，协助个人以崭新角度观察已经存在眼前的事物。一旦解说成为沟通的一部分，你就会开始发现所有可能的使用方法。解说代表一个惊奇的机会，让你的想法更容易被理解。选择精通解说的技能，你的生活就可能变得更好。”

——李•勒菲弗

“最后，你的解说应该精彩绝伦——不只因为解决了解说的问题，还因为你以引人注目的方式把它呈现出来。”

——李•勒菲弗





Process 3 Present 
中



Explanations are not intended to sit on the shelf gathering dust – their real value comes when they're being used and shared. To make your explanation truly effective and productive, you will have to get the blend of media, presentation and distribution just right. The key is to mold your explanation into forms that fit your intended audience's needs like a glove. Achieve that and your explanation will soar.

[image: 496_23E]


To get the most out of your explanation, you have to be deliberate about the way you present it to your intended audience. There are today a large number of presentation options to sort through and you should ensure the presentation mode you use is the best possible fit with what you're trying to achieve.

Presenting is a matter of choosing the right mix of media, presentation formats and distribution mechanisms.

Key 1 Media

■ Text — you can write an article which contains your explanation. This is great for those who want details but it won't stand out to those who don't read much.

■ Images / infographics — great for making information easy to digest but images can be hard to create.

■ Audio — great for listening on the go but challenging to produce and doesn't allow for skimming.

■ Video — like those on YouTube. Appealing but expensive to produce and the viewer needs to have the right equipment for viewing.

■ Live demonstration — highly engaging but limited audience size and very much presenter dependent.

Key 2 Presentation

■ Documents — which are widely used but can be so overwhelming people don't engage.

■ Presentations / Slideshows / PowerPoints — familiar but can be boring if used ineffectively.

■ Websites — which are good but the viewer must have Internet connection and equipment to view.

■ Webinars — great for long-distance presentations but hard to run to a professional level.

■ Video packages — which are great and potentially memorable but expensive to make.

■ Presentation apps — which work well for tablets and smart phones but which are hard to make as well.

Key 3 Distribution

If you're delivering your explanation in-person, then once the presentation ends your explanation is over. If you record it, you can then share it with a much larger potential audience over and over. And similarly, if you embed and package your explanation in PowerPoint or Keynote, then you have something which can be viewed by others at a later time — significantly expanding your reach.

The fact is for any explanation, there are a vast number of options for the media you use, the presentation mode you choose and the subsequent distribution of your explanation. There is no universal one-size-fits-all option when it comes to varying these three factors. Fortunately, when it comes to presenting your explanation, constraints come to your rescue.

To develop and then deliver a great explanation, the thought process you need to go through usually goes something like this:

1. Establish your goals — figure out why you're developing your explanation and what you hope to achieve.

2. Look to the knowledge spectrum — determine where your audience is and what kind of reach you need to build in to your explanation.

3. Understand the constraints within which you have to work — based on your target audience, your organizational production capabilities and the specific distribution channels you have available. Decide on your optimum delivery format.

4. Develop your explanation — incorporating all of the suggested elements:
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Once you go through those four steps, all that's left to do is to deliver your explanation and hopefully to reap the benefits for doing so.

In developing and then delivering exceptional explanations, the key points to remember are:

1. State your intentions right at the outset — give people a context and let them know what's in it for them. The title you use will be your first opportunity to prepare the audience for what lies ahead and to set expectations. You'll get far more people to watch if you title your explanation as "Your New Health Care Options — Explained In 3 Minutes" than if you use a bland title like: "What You Need to Know as an Employee About the Company's Health Care Plan."

2. Solve a problem — create an explanation that addresses an issue people are worried about. Everyone is anxious about falling behind when it comes to staying up to date with changes. Create explanations which build confidence. If you do that consistently well, people will always demand more of the same.

3. Keep it short — studies have shown videos of 4 minutes or less tend to be most popular. To keep your explanation brief, it will need to be tightly focused on just a handful of ideas. That's good. Tell yourself you have 3 minutes to move the viewer from disinterest to interest so get to work.

4. Design your explanation so it reduces noise — meaning don't have a lot of visual clutter. Create something that is clean so the recipient feels the information presented is accessible and simple.

5. Use visuals — because many people are primarily visual learners. Integrate simple graphics to illustrate the text and you will make your explanation come to life. The right visual image can make an explanation remarkable and memorable. Visuals put both sides of the brain (logical and emotional) to work at once so your audience can become captivated. That's what you want.

6. Embrace and celebrate your imperfections — because that will signal you're a real person. Imperfections will also show you're more concerned with substance and understanding than you are with air-brushed perfection. That will be refreshingly candid for the person who sees your explanation.

7. Slow down — talk with a consistent low-intensity pace and more people will relate. Be especially diligent about this if your explanation is in English and this is a second language for many of your recipients.

8. Be timeless — use elements in your explanation which will still be relevant in the years ahead. If you use current events in your explanation, it will feel outdated once the public conversation moves on to new topics. Build a long shelf life into your explanations by focusing on big ideas and enduring themes rather than current events.

9. Be accessible — make your explanation available in a variety of formats. Consider the needs of those who might face challenges in experiencing your first-choice medium and make your explanation available to all.

10. Have fun — gentle humor and informality make explanations really stand out. Many business explanations are incredibly dry so if you inject some unexpected and fun elements, people will smile and remember.



Key Thoughts

"Explanations cannot survive in isolation. They must be skillfully promoted and shared to achieve their potential. To create change and solve problems, they must move from behind the curtain in a form that fits with the audience's needs. Even the most amazing explanation loses value quickly if presented poorly."

— Lee LeFever



For one reason or another, in today's world, the art of explanation has become something of a forgotten form of communication. That's okay because that opens up an opportunity for you to move ahead. Even just stopping and thinking about how you can become better at explanations might expand your career opportunities and options and move your career forward.



Key Thoughts

"I want to live in a world with better explanations and to get there, I need your help. As the world grows more complex, the demand for explanations will increase, creating incredible opportunities for people who make explanation a priority. The more people who focus on explanation, the more we can show what a powerful force it is, and how it can help solve real problems.

I want professionals of all types to understand the form and function of explanation so they can not only use it, but demand it. I want a product manager in a company to stand up in her meeting and say, "This needs an explanation." I want a high school teacher to take the facts from a textbook and package them with the intention of creating an explanation for his class. I want you to be that person— an explanation specialist."

— Lee LeFever



The undeniable fact is every industry the length and breadth of the economy is calling out for someone who can make the complex world more understandable. If you can increase your explanation skills, the potential exists for you to become the unofficial ambassador for your industry or your profession, Make sure you're ready and prepared to rise to the occasion.



Key Thoughts

"The next time someone asks you about what you do, see it as an opportunity to explain your job, project, or product from a new perspective. They may ask, "What do you do?" Instead, answer the question, "Why should I care about what you do?" By thinking about your own life and work in terms of explanation, you can start to develop and evolve stories and connections that are more powerful than any answers you've given before. You don't have to wait around for the perfect explanation problem — your first explicit explanation may be right in front of you. If you seize the opportunity, you may find that it takes on a life of its own.

Imagine being interviewed for a promotion or new job and being able to explain your experience in a completely unexpected and impactful way. Imagine being able to teach your peers a better way to explain their projects. Imagine your parents not only understanding what you do and why it matters, but explaining it accurately to their friends. These are not trivial uses of explanation."

— Lee LeFever

"Great explanations often do not come from rigorous research and testing; they come from someone's unique approach to communication. Two people could have profoundly different ways of explaining a single idea and still achieve equal levels of understanding. It succeeds when it helps people see ideas from a new perspective.

It is a conscious act that depends on creativity more than a specific formula or set of steps. Explanations are packages of ideas that help people see what is already in front of them in a new way. Once explanation becomes a part of your communications toolbox, you'll start to see all the ways you can use it. Explanation represents an amazing opportunity to make your ideas more understandable. If you choose to pursue it, it could change your life for the better."

— Lee LeFever

"In the end, your explanations should be remarkable— not only because they solve explanation problems, but also because you've presented them in a way that makes people notice them."

— Lee LeFever





延伸阅读


让演示充满迷人的魅力

善用热忱，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。不要因为你的演示无法激发听众的想象力，而让你的点子胎死腹中。

演示不只是要满足听众，而是要激起听众的热情。能够呈现一场强而有力、打动人心的演示，并且触发听众采取行动，是商业领域中最强效的天然兴奋剂之一。要做好销售的工作，学会怎么说动人的故事，启动客户决定购买的开关，显然是关键的起点。在演示中运用故事改变双方对等的关系，建立紧密联结，更能进一步促成后续的成交与长期的合作。

乔布斯的10个演示技巧

乔布斯的演示，就像是场经过精心策划、熟练彩排的表演。想要拥有他那样的魅力，可以参照作者根据营造体验、传达体验、修饰与演练3个模式，所归纳的乔布斯风格演示技巧。

1.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。”这是个相当巧妙又点出主题的隐喻。

2.展现热情：乔布斯总是用awesome、cool的字眼来感染全场的情绪。

3.列出大纲：乔布斯的演说段落分明，一张PPT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。

4.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。

5.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。

6.视觉化的呈现：很多人喜欢在PPT演示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。

7.演示是一场表演：通常乔布斯的演示，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。

8.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。

9.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是最轻薄的笔记型计算机，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。

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

用故事突破心防5步骤
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一个全新且更好的销售方式是利用故事的影响力及吸引力，来突破顾客的心理防线。故事是传递销售讯息的最佳载具。要创造有效的销售故事，可依循下列5个步骤。

1.重点：你首先要问，你想利用故事表达什么重点。厘清你究竟想告诉对方什么。

2.背景：然后设定你的故事背景。你要明确指出故事发生在哪里、有哪些人物，以及引发一连串事件的导火线。把故事的来龙去脉交代清楚很重要。

3.问题症结：接着你描述突发的困难和挑战。困难使故事更生动，因为它们制造紧张和悬疑感。故事里的主角面临两难或决断的时刻，会让故事更加感人，因为这是你展现柔弱的好机会。

4.转折点：用来描述一个关键的决策、导火线或一些行动，就在那个当下故事的主角扭转了故事的走向。

5.获得解决：故事的结局就是问题获得解决——你回到故事的重点，畅谈事情最后的演变。

转变必然是让人难忘的故事核心。人类天生害怕未知，因此，我们都倾向于抵制改变。当我们不得不做出改变的时候，我们会很惊讶但也很高兴一切变得更好。

摘自：

《乔布斯简报秘笈》（大师轻松读系列）

《右脑销售术》（大师轻松读系列）
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