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主题看板



电梯简报术


所
 谓的“电梯简报”，是从英文的 Elevator Speech / Elevator Pitch 翻译过来的，指的是假设哪天你在电梯里巧遇一位重要人物，例如潜在的投资人、值得请教的前辈，或是非常想拜访的客户，你该如何善用这短短几分钟的时间，将内心酝酿已久的想法浓缩成精华，以简洁有力的方式让对方接收到重点信息。通常是针对一项产品、服务、个人、团体、组织或是专案的概略介绍，例如募资、营销沟通、品牌或是公关目的等等。当然，电梯简报也不只局限于电梯，可泛指各种在公众场合不期而遇的机缘。

知名联合博客INSIDE的作者之一 Lawrence Lin，曾于2010年9月发表一篇关于电梯简报术的文章。文中直指电梯简报所面对的种种挑战：“你没有电脑、没有投影机，通常你只能靠一张嘴”、“你的时间非常有限，可能是10秒、30秒，最多应该也不会超过2分钟”、“你一开始就必须吸引到对方的注意，你还要能察言观色”。由此可见，想做一场有效的电梯简报，并不如想象中那么简单。

本书作者专门针对电梯简报术，提出十分深入且具体的建议。举例来说，作者强调“你必须能让你的对象马上了解你是谁、你在做什么”、“你必须准备多个版本，如此一来你可以根据现实条件选择不同的说法”，并提醒“熟能生巧，多加练习是不二法门”，这样简报听起来才会显得自然，而不只是在背稿子。更重要的是，你要先搞清楚电梯简报的目的：并不是要直接达成最后的协议或交易，而是要引起听众的兴趣，让自己接下来有机会可以提供更多细节。

事实上，有效的电梯简报必须提供有意义、有根据的资讯，但也要提出令人信服的论点。如果你只是提供一堆资讯，那么简报将毫无成效，因为人们不明白你的目的；但如果你太过积极，对方很容易就会抗拒。所以必须恰到好处，并强调“为什么我是你的明智选择？”“为什么你应该选择我的公司？”以及“为什么必须现在行动？”，才能得到你要的结果。

无论你想要在这3分钟不到的时间内，简短介绍你的创业点子、你正在经营的事业，还是单纯进行个人自我介绍，“电梯简报术”都是极为重要的商业实务技巧，足以让你把握住关键时刻的契机，而进一步发挥你可能从来没有想象到的庞大效益。商场上，你随时都需要做好准备，因为你不知道何时幸运之神会对你招手，敞开机会的大门。成功，往往只差这临门一脚！



5分钟摘要



电梯简报术 
英



所谓“电梯简报”指的是在一段很短的时间内，向别人介绍你的产品、服务、理念，或是好的构想。顾名思义，电梯简报指的是要在搭乘一趟电梯的时间内完成，也就是说你说服对方的时间只有3分钟甚至更少。电梯简报的目的是要引起对方的兴趣，让他们想要在不久之后再度与你会面，从你那边了解到更多的细节。

所谓的“电梯简报”未必是在搭电梯的时间内完成，而是指在短短几分钟内传达出简洁有力的讯息，让简报的对象留下深刻印象，愿意进一步与你约时间详细会谈。简报的目的在于引起对方兴趣，因此首先要找出目标听众的需求，并切实做好准备工作，透过不断练习，才能促成交易。



大师观点



“‘一起搭电梯’是一种比喻的说法，意思是指你在毫无预期的情况下，恰巧碰到你想要推销某个点子、企划案或新方案的人士。我所说的‘电梯’指的不是实际上搭电梯的那段时间，而是指在很短的时间内，用清楚、简短的方式传达具有说服力的讯息。”

——泰瑞•柔丁







MAIN IDEA



Small Message, Big Impact 
中



An elevator speech is a brief presentation that introduces your product, service, philosophy or idea in figuratively the time span of an elevator ride - three minutes or less. Its purpose is to pique the listener's interest and motivate them to want to hear your more detailed presentation in the near future.

An elevator speech can literally deliver a small message which has a big impact. When you're forced to deliver a brief presentation this way, you can set off a ripple effect. Sometimes delivering an elevator speech can lead to a huge opening you can fill later on - the "Elevator Speech Effect". You still have to follow up and make the right things happen but a great elevator speech can open doors and make great things happen.



Key Thoughts



"The elevator ride is a metaphor for unexpected access to someone you want to sell on some idea, project, or initiative. It is not the actual length of time it takes to ride in an elevator, but rather the spirit of the clear, brief, and persuasive messaging delivered in a short period of time that I'm talking about."

-- Terri Sjodin







第1部分　做好准备 
英



电梯简报要成功，你必须准备好2件事：
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清楚知道自己想要达成什么目标

电梯简报的目标，永远都不会是达成最后的协议或买卖。如果以美式橄榄球的术语来说，你只是想要把球送到前方而已。你想要让听众兴趣大增，让自己接下来有机会可以提供更多细节。

一般来说，简报可以分为3种：

1．资讯型简报——公正地提供资讯，鼓励听众听完之后，可以再进一步深入了解。

2．仪式型简报——一群人所共同拥有的价值观，决定谈话的内容与模式。

3．说服型简报——这类简报提供资讯的目的，是要让听众做某件事或采取某个特定行动。

电梯简报是“资讯型简报”与“说服型简报”的混合体。进行电梯简报的时候，你就是在试着说服对方，让他们能够采取某种行动，让你最后能够顺利卖出你所推销的东西。电梯简报的目的不是最终的成交，只是让你有机会能够说出自己的理念。

记住这一点之后，你就可以了解：

■好的电梯简报不是扔出一堆资讯——不要忘了，你只有3分钟甚至更少的时间。

■电梯简报也不是火力全开的推销——你的听众需要3分钟以上的时间，才能了解完整的销售内容。

■电梯简报的属性是非正式的，而不是正式的会面——进行电梯简报的时候，最好采取对话的方式。

再提醒你一次，电梯简报的目标不是得分，你只是想要传球，让自己在未来有更多推销的机会。你要用精简而且令人印象深刻的方式来进行简报。如此一来，你才能跟众多的背景杂音抗衡，让对方听见你的声音。

你只有2到3分钟的时间可以进行电梯简报，因此比较实际的目标，是让你在稍后某一天的某个时间，可以与对方再度会面。你必须引起对方的注意，让他们还想再多听一些。你的目的是提供资讯并说服对方。最重要的是，你要开启下一次的会面机会。

你的准备工作之一，就是找出你应该采取哪一种说话的方式。你一共有4种选择：

1．完全即席演出——你在心中先想好大纲，然后即席演出。这种简报方式可以让你与对方有良好的互动，但很容易漏掉重点。

2．经过准备但没有讲稿——你事先准备好几个重点，但说的时候，要采用对话式的方法。

3．读稿式报告——你逐字逐句写下你要说的事，然后一字不漏地说给对方听。这种方式会很不自然，缺乏人际互动跟人情味。

4．背好讲稿——你把写好的稿子背起来。只要你事先好好练习，这种方式将可以带来良好的成效，因为你可以把注意力放在听众身上。

进行电梯简报的时候，以上方法都可以使用，你只需要事先想好哪一种方式的效果最好、最适合眼前的情况。你要确认重要的建材都已到位，等时机一到，你就可以马上动手盖房子。
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了解电梯简报的主要架构并应用

一次有效的电梯简报，必须同时达到“提供资讯”与“说服”两种效果。你必须提供牢不可破的资讯，但同时也必须提出令人信服的论点。如果你只是提供一大堆的资讯，那么这次简报将毫无成效，因为人们不明白你究竟想要说什么。同样的，如果你太过积极，对方很容易就会抗拒。你必须恰到好处，才能得到你要的结果。进行电梯简报的时候，你不只是在提供资讯，也是在说服听众。

20世纪30年代时，普渡大学的爱伦•门罗教授曾提出“门罗动机程序”，描述要让人们去做某件事最好的办法是什么。“门罗动机程序”一共有5大步骤：
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了解这5大步骤之后，一场兼具“提供资讯”与“说服效果”的电梯简报，应该要像以下的图表。这样的电梯简报会有一个抓住听众注意力的开场白，接着你再介绍3大重点，然后不着痕迹地结束这次简报，直接邀请对方采取行动——不要忘了，以上这一切都必须在3分钟以内完成。
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大师观点



“这些年来，我发现如果要跟某个人建立友善的互动，并且提供吸引对方注意力的资讯，大约需要3分钟。此外，只要你敢开口，通常人们都会愿意给你3分钟的时间说明。”

——泰瑞•柔丁





开场白必须能够抓住听众的注意力，告诉他们为什么你在那里，让对方了解在接下来的几分钟，你要告诉他们什么。“抓住注意力”是“门罗动机程序”里的第一步。

接下来你必须说服听众，让对方相信你。你得告诉他们这次简报的重点，并且提供相关的例子。这个部分是“门罗动机程序”中的第2到4步：“提出需求”、“满足需求”、“提供愿景”。

组织电梯简报的架构时，一个有效的办法是事先准备好几个谈话重点，然后依据现场的情况选出3个。透过这个办法，你可以针对不同的听众“定向”简报，让简报立刻能够符合听众的需求。

大部分的电梯简报都包括以下3个话题：

■为什么对方应该选择你？

■为什么要选择你的公司？

■为什么他们现在应该立即行动？

或者，你也可以用以下的方式进行讨论：

■过去发生了什么事。

■目前的情况如何。

■未来需要怎么做。

接下来你的简报必须提出结论。提出结论的时候，你要简要说明你刚才说了什么，并且告诉听众如果有更多时间的话，你会乐于提供哪些进一步的细节，然后不着痕迹地结束这次简报。好的结论应该能够挑起听众的兴趣，完成“提供愿景”这个步骤。

最后你要结束这次简报，或是呼吁听众他们应该采取什么特定的行动。这是“门罗动机程序”里的第5步。在这个步骤里，你必须说出你的简报目的，也就是你希望对方怎么做。你通常会在这个时候提出邀约，让你在不久的未来能够进行更深入的简报。



大师观点



“过去20多年间，我一直在观察简报方式的改变。一个明显的现象是竞争很激烈，大家都在争取听众的时间，希望能够多吸引他们的注意力。因此如何在短时间内就引起听众的兴趣，就变成很重要的一项能力。在过去几年中，我开始举办专门的工作坊，教导学员在3分钟之内进行有效的电梯简报。我见到原本都是临时才想办法挤出几句话的学员，学会了如何在遇到不熟悉的人士时，用全新的热诚，传达有说服力的讯息。他们轻松自在地用流畅的方式传递讯息，而且最后也真的达成了目标。你可能会想要赢得新客户，或者想要得到一份理想的工作；又或是你想成为公司里顶尖的销售人员，也可能你希望能够遇到贵人，帮助自己达到想要的目标。不论你的目标是什么，我都诚挚希望电梯简报可以帮助你完成梦想，而且在过程中还能得到很多乐趣。”

——泰瑞•柔丁







Part1　Preparation 
中



To give great elevator speeches, you have to prepare in two ways:
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Clarify and specify your intentions

The objective of an elevator speech is never to actually close the deal or make the sale. Rather, to use football terminology, you want to advance the ball. You want to fire up the listener's interest level so you can then follow up with them in more detail.

As a general rule, there are basically three different ways to classify a speech:

1. Informative presentations - where unbiased facts are presented so as to promote further learning and exploration on the individual's part.

2. Ceremonial presentations - where the values cherished by a group of people gathered together dictate what is said and done.

3. Persuasive presentations - where you're presenting information to get the listener to do something or take some specified action.

Elevator speeches are a blend of the persuasive and the informative presentation styles. When you give an elevator speech, you're trying to persuade the listener to do something which will lead towards selling what you have to offer. The elevator speech is not designed to close the sale, just to earn you the right to be heard.

With this in mind, it will be clear:

■A good elevator speech is not a data dump. Remember, you've only got three minutes or less.

■Nor is an elevator speech a full-blown sales pitch. That will require much more than three minutes of your listener's time.

■Elevator speeches are informal rather than formal meetings. A conversational approach will generally work best in these circumstances.

Again, your goal with an elevator speech is not to score a touchdown. Rather, you're trying to advance the ball and earn the right to say more at some time in the future. And you're trying to do this in an elegant and memorable way so you cut through all the background noise that's out there.

A realistic goal for a two-to three-minute elevator speech is to secure a follow-up appointment at a later date and time. You want to capture their attention and get them to ask for more. You want to inform, persuade and create an opening more than anything else.

Part of preparation is to figure out which speaking format you will choose. The four options available to you are:

1. An impromptu talk - which gets delivered off the top of your head using a mental outline. This format allows for great interaction but it's easy to miss important points.

2. An extemporaneous talk - where key points are planned in advance but then the material gets delivered in a more conversational tone.

3. A manuscript - where material is written down word-for-word and then read verbatim to an audience. This is a rather stilted delivery mode because it will lack personal warmth and vitality.

4. A memorized presentation - where your written manuscript has been committed to memory. If this is well rehearsed, it can work well because this allows you to concentrate on the audience.

All of these formats can work when delivering an elevator speech. You just need to figure out in advance which speaking format will be best for the situation at hand so you can make certain the key building blocks are there and ready to go whenever you find yourself in position to go.
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Understand and apply the outline

An effective elevator speech needs to be both informative and persuasive. You have to pair rock-solid information with compelling arguments. If you are too informative, nothing much will happen because people will get confused. Similarly, if you're too aggressive, they will push back. You need to hit just the right balance to generate results. The goal of any elevator speech should be to inform and persuade.

In the 1930s, Alan Monroe, a professor at Purdue University, introduced a structure which has been termed "Munroe's Motivated Sequence." This pattern describes the best way to get people to do something.
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When this sequence in mind, the road map for an informative and persuasive elevator speech will have the pattern shown at right. It will start with an attention grabbing introduction, allow you to present three key ideas and then move to a natural conclusion linked with a direct invitation to take action - all achieved in three minutes or less.
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Key Thoughts



"Over the years, I've found that it takes approximately three minutes to establish rapport with someone and build an intriguing message. Plus, a person will usually give you that amount of time if you ask for it."

--Terri Sjodin





The introduction should capture the listener's attention, state why you are there and give a sense of where your talk will head in the next few minutes. Attention is Munroe's step 1.

The body of the presentation will then set forth the persuasive case you're trying to make and establish your credibility. You do this by delivering the key points you want to make and any illustrations. This is where you cover steps 2-4from Munroe's Motivated Sequence - Need, Satisfaction and Visualization.

An effective way to structure the body of your elevator speech is to have a series of talking points prepared in advance. You can then choose the three which would seem to be most applicable to the circumstances at hand. That way your elevator speech can be customized to suit your audience at a moment's notice.

The majority of effective elevator speeches use the three talking points:

■Why should the listener choose you?

■Why choose your company?

■Why should they act right now?

Or another great approach is to discuss:

■What happened in the past.

■What's happening at the present time.

■What needs to happen in the future.

The next building block is the conclusion. Here you summarize what you've said, allude to additional points you'd be happy to discuss in detail given more time and then transition smoothly into the close. A good conclusion will intrigue the listener and complete the Visualization step.

The final building block is the close or specific call to action. This is step 5in the Munroe sequence and it's where you state your intent - what you want to happen. Most often, this will be where you ask for an appointment time so you can give them your more in-depth presentation in the near future.



Key Thoughts



"For more than two decades, I have watched the evolution of presentations. Clearly, competition for a listener's time and attention span is fierce, and the need to craft engaging talks in a short period of time has become essential. Through the years, I began to offer specialized workshops in which I coached individuals on building and delivering effective three-minute elevator speeches. I have seen people who usually wing it learn to craft persuasive messages that enable them to hit the streets with renewed enthusiasm and a clear mission, and then they execute those messages with ease and flow, and they reach their goal. Whatever your goal, be it landing a major account, getting your dream job, becoming the top sales professional at your company, or meeting the right person to help you get to where you want to go, I hope an elevator speech can help you complete your quest and have a lot more fun on the journey."

--Terri Sjodin







第2部分　出众讲者的条件 
英



你的目标不该定在让自己成为一位好的“讲者”，因为所谓的“好”或“不好”是非常主观的。某位讲者A认为很好，但B可能只觉得普普通通。你不该立志成为一位“好讲者”，而是应该努力让你的电梯简报做到令人印象深刻，有效发挥影响力。要达到这个目标，关键是做到以下3件事：
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大师观点



“一个真正能够有效、让人印象深刻、影响听众，并且说服听众的讲者与简报者，必须做到这3件事。这样的人会提供可靠、令人信服的演讲内容，并且抓住听众注意力。他们所说的内容和故事，会让他们所传递的讯息生动起来。他们用自己真正的声音说话，因此人们会相信他们。”

——泰瑞•柔丁





C“内容”：提供可靠、令人信服的演讲内容

在多数情况下，以下6大主题可以让你的电梯简报发挥功效：

1．时间——你可以用什么方式节省对方的时间？每个人都想省时，想一想你究竟可以用什么方法提供这项好处。

2．金钱——你可以用什么方式节省对方的金钱？人们对于有可能增加荷包盈余的任何构想，都很专心聆听。

3．压力——你可以用什么方式去除对方的压力来源？如果你可以为他们去除压力来源，他们就会专心听你要说的话。

4．担保——你如何能够保证偿付能力及提供担保？你必须让他们看到，跟你合伙或投资你的产品是一个安全的选择。

5．乐趣——你可以用什么方式帮助他们享受乐趣？跟千篇一律、不知名的面孔打交道是很无聊的一件事，今天世界上的每一个人，都想让做生意变成一件有趣的事。

6．便利——你可以怎么样让事情变得更简单？最新、最先进的科技是很好没错，但人们想要的是用起来很简单的东西。

如果你想让简报具有强大的说服力，首先你必须就这6大主题，找出你的产品、服务或点子可以提供客户什么优势。就算客户没有问，他们永远都会想知道：“这个东西对我来说有什么好处？”请找出答案来告诉他们。

一旦你找出对方想要什么，你将会发现从他们的角度而言，“这个东西对我来说有什么好处”包含了3个方面：
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准备简报内容的时候，请尽量让你的话题围绕在这几个方面。

以下是几种可能的答案：

为什么我要找你？

■在专业领域里有多少年的资历。

■良好的教育背景或专门训练。

■专注于细节。

■拥有许多成功的案例。

■业界第一。

为什么我要找你的公司？

■长久以来在市场上屹立不摇。

■地点理想／扎根地方。

■优越的技术／专利系统。

■坚持卓越。

■致力于环境保护。

为什么是现在？

■限时特惠。

■季节性需求。

■需要朝着新方向全新出发。

■掌握更多优势。

只要你仔细思考这3个方面，找出可能的答案，你将会有讲也讲不完的话题，说上3分钟绝对没有问题。接下来你必须做的事，就是从每个面向的清单里选择1项。你的答案必须能够通过“所以呢？”的考验，而且必须真的是你最能说服人的重点。

在这个阶段的最后，你将有3项准备充分的话题，而这些话题将成为你简报的主体。遇到背景不同的听众时，你会需要变动简报内容，但变动并不是一件坏事。请让你的简报内容令人感到可信又可靠，是专门为个别客户所设计，并让简报能够妥善运用在特定的情境，且符合特定的需求。

进行商业简报的时候，你必须提供资讯，做出结论，然后提供明确的特定目标，呼吁听众采取行动。一个有力的结论可以让你有始有终，从头到尾都抓住听众的注意力。不要忘了，你唯一的目的就是促使对方另外与你约时间，听取你更长、更深入的简报。

C “创意”：运用创意让你的简报生动起来

一旦建立了良好的基础，此时你应该为3分钟电梯简报加入一些创意。你必须让简报生动活泼起来，才能让简报“晓之以理，动之以情”。

要让简报生动起来有很多方法，你可以考虑从以下几种方式着手：

●你可以说一个诙谐的成语，或是一句会令人印象深刻的话，让对方在听完简报后，还会记得你说了什么。

你可以告诉对方一个有趣的数据，也可以引述一项强而有力的证明，或是提议做某件事，例如你可以说：“你最近的销售量之所以大减，可能是因为你目前所聘用的广告公司缺乏创意。”你也可以拿类似的事物来比喻，例如：“一个有效的公关部门对于电脑公司来说，就像是喷射机的燃油一样。”

●利用修辞手法。

讲者可以透过修辞来引发听众的情感反应。奥巴马在2008年以参议员身份角逐美国总统的时候，在某场演讲中一直不断重复他的竞选口号：“Yes, we can! “这种手法叫做”英语首语重复修辞法“。此外，你也可以采取押韵的手法，或是使用隐喻或反问句。

●用独具巧思的方法开场。

这有无限种可能，请好好运用你的想象力。曾经有一位销售员的开场白是：“请问大脚怪、尼斯湖水怪，还有喜马拉雅山区雪怪，它们有什么共通之处？答案是它们全都是都市传说。但还有另一个都市传说影响着在场的每一个人，那就是所有家庭电器用品的规格都是一样的。我接下来会告诉大家为什么这是错的。”如果你可以把自己的名字、公司的名字、产品或是任何相关的元素，用一种特别的方式与你的简报连结在一起，你就有可能想出一个深具创意的开场白，牢牢抓住你的听众。

●在电梯简报里加入令人耳目一新的元素。

你可以在简报里加入令人耳目一新的元素，直接告诉听众与你的专业有关的故事，述说你如何让另一位客户转危为安。你可以用戏剧性的手法说明，告诉他们你的服务部门明显胜过竞争对手。

●结束的时候要有创意。

举例来说，你可以在结束简报的时候来抽名片。准备好一瓶香槟，愿意把名片放进鱼缸里的人，都有机会可以获得香槟。请听众在名片上面写上在什么时间联络他们会比较方便，并且承诺未来要是有什么大进展，你们也会用类似的方式庆祝。或者，你也可以借由名片兜回你的主题。总而言之，请用精彩的方式结束你的简报。

唯一要注意的一点是，你的创意必须跟电梯简报的主题与内容有关，不要做过头了。不要用了很有创意的方式，但只是为了有趣而已。运用创意的时候要有技巧，让听众能够把你的创意与你要说的东西连结在一起。让他们觉得那些创意跟你的简报有关，而不只是一些会令人分心的东西而已。

D “传达”：用诚恳的语调进行你的简报

一流的电梯简报第3个要点是进行简报的方式。你是否能够让听众产生共鸣，并因此得到你想要的结果，就要看你的简报方式。拥有可让人信赖的产品服务很重要，而创意则可以让简报活泼起来。但除此之外，你还需要引起听众的共鸣，也就是你必须感动他们。

换句话说，简报的内容固然重要，你说话的方式也同样重要。你说话的方式越诚恳，加入越多个人过去的经验，观众就越能与你产生共鸣。如果你能拥有自己的信念，而且用真心诚意的态度说话，你的话就越能传到听众心里。如果你能够展现出你是个什么样的人，你所说的话就会变得更有趣。

这个部分没有所有人都通用的法则，因为适合一个人的方法，可能无法用在另一个人的身上。你可以参考以下方法，找到自己的声音：

1．让你的简报动起来——让自己随性一点，享受简报的乐趣。在简报里加上你个人的经验，把顺心与不顺心的事跟大家分享。

2．加入适当字词——花心思增加你的词汇，试着用新的词语，找出更多新鲜有趣的说法解说你要传达的重点。

3．适时在舞台上走动——不要像个雕像一样，僵硬地站在同一个地方。

4．学习如何有效使用视觉辅助工具——不要弄得太复杂，要让听众一下子就能了解。大部分的电梯简报都是临时发生的，所以你通常没有办法用视觉辅助工具来协助说明，但如果有机会的话，就多多利用吧。

5．穿着合宜——适当打扮显示你很尊重客户的时间。如果你看起来时髦又专业，你自己也会感觉比较有自信，说起话、做起事来也会不一样，可以让听众记住你这个人。

想到要公开演讲或是在一群人面前说话，会紧张是非常自然的。唯一的解决之道就是练习、练习，然后再多练习一点。你演讲的次数越多，你就会越熟练。不要忘了提醒自己，电梯简报不需要做到百分之百完美。对方本来就不知道你打算说些什么，他们手上不会拿着剧本，逐字确认你有没有讲对，所以放轻松吧。



大师观点



“全力以赴，拿出你真诚的声音，相信‘电梯简报效用’的威力。带着你仔细准备好的讯息，随时准备出发，让自己能够赢得机会，让别人好好听你要说什么。”

——泰瑞•柔丁







Part2　Benchmarks 
中



You shouldn't aim to be a "great" speaker because that term is highly subjective. What's "great" to one person is OK to another. Instead of aiming to be "great", you should aim to be memorable, impactful and effective with your elevator speech. The key to doing that is to meet all three of these benchmarks:
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Key Thoughts



"Truly memorable, impactful, persuasive, and effective speakers and presenters hit all three benchmarks. They create a solid, persuasive, and engaging case with thought-provoking, creative, and intriguing material and stories to bring the message to life. They speak in their own voice and are, therefore, believable."

-- Terri Sjodin





C Build a solid, persuasive case

The six generic case arguments which work in the vast majority of elevator speeches are:

1. Time - How are you going to save them time? Everyone wants to do this. Consider how exactly you can save them time.

2. Money - How are you going to save them money? They will be highly attentive to anything which has the potential to add to their bottom line.

3. Stress - How will you eliminate a source of stress? If you can eliminate a source of stress for them, they will pay close attention.

4. Security -How will you provide solvency& security? You need to show them partnering with you or investing in your products is a safe decision.

5. Fun - How are you going to help them have fun? Dealing with faceless drones is boring, everyone today wants doing business to be enjoyable.

6. Ease of use - How will you make things easy? Latest and greatest technology is all well and good but people want things which are easy to use.

To build a strong and persuasive business case, start by identifying which of these six possibilities you're really offering with your product, service or idea. This will address the listener's unspoken question which is always: "What in it for me?"

Once you've identified what the listener stands to get out of it, you'll find there are three dimensions to that question from their perspective:
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Build your talking points around the objective of covering each of those dimensions as best you can.

Some possibilities:

Why you?

■Years of experience in your field.

■Great educational background or specialist training.

■Tenacity and attention to detail.

■Great track record of success.

■Leadership in your industry.

Why your company?

■Longevity in the market place.

■Great location or local servicing.

■Superior technology or proprietary systems.

■Demonstrable commitment to excellence.

■Exemplary commitment to the environment.

Why right now?

■Special limited time promotional offer.

■Seasonal needs.

■Need for a fresh start in a new direction.

■Greater benefits to be secured.

Once you've gone through and come up with all the possibilities in each of these three areas, you'll have way too much material to cover in three minutes. What you then do is choose one argument from each list. Make sure the point you choose passes the "So what?" test and is truly your strongest point.

At the end of that exercise, you'll be left with three well-crafted talking points which can make up the body of your elevator speech. These talking points will change and morph depending on the makeup of your audience and that's fine. Craft a solid and persuasive business case which is customized for and therefore highly applicable to your specific circumstances and requirements.

Building your business case requires that you inform, attach your conclusion and then issue a concise and specific call to action. Many times a solid conclusion can tie back to the way you grabbed the listener's attention in the first place and complete the circle. Remember, your one and only goal is to seek an appointment for a longer, more in-depth presentation.

C Build a solid, persuasive case

Once you've established a solid foundation by building your business case, it's time to infuse your three-minute elevator speech with some creativity. You have to liven things up so you can win the listener's heart and mind.

There are loads of ways to pull this off. Some helpful starting points might be:

●Look for a witty phrase or sound bite that will linger long after you're finished.

You can quote an interesting statistic, have a powerful testimonial or set forward a proposition to do this. Something along the lines of: "Your recent sales slump may be the result of a lack of creativity on the part of your current advertising agency." Sometimes an analogy works well: "An effective public relations department is to a computer sales company as fuel is to a jet."

●Use rhetorical speech devices.

Another technique speakers use to evoke an emotional response is to use rhetoric. Then-Senator Barack Obama gave a speech in his 2008presidential campaign where he repeated "Yes, we can!" over and over. That's an example of anaphora. Or you might use alliteration: "A bright and bold broker maybe just what your business needs to boost its bottom line." Or you can use a metaphor or rhetorical question.

●Come up with a clever way to open your presentation.

The possibilities are limited only by your imagination. One salesman used this approach: "Big Foot, the Loch Ness Monster, and the Abominable Snowman. What do these characters have in common? They are all urban legends but there's another legend that impacts everyone in this room. It's the myth that all home appliances are built to the same specifications and I'm going to show why that's not the case." If you can tie your name, your company's name, your product or some other element of your presentation into something with a unique angle, you might be able to come up with a creative opening which reaches out and grabs the listener's heart and mind.

●Inject creativity into the body of your elevator speech.

Have a refreshing dose of professional candor perhaps. Tell how you saved the day for a customer. Illustrate in a dramatic fashion or how your service department is demonstrably better than the competition.

●Get creative with your close.

Perhaps you can end your presentation with a business card drawing. Have a bottle of champagne you're willing to give away to everyone who puts their business card into a fishbowl. Have people write down on their card the best time to follow up with them and promise to celebrate some great achievements in like fashion in the future. Or attach something to your business card which ties back to your theme. Finish with a flourish.

The only caution in this area is your creative ideas must tie back to the theme and content of your elevator speech. Don't do over-the-top creative things just for the fun of it. Use creativity astutely and make sure your audience can relate to what's being said and find it relevant rather than distracting.

D Deliver in an authentic voice

Delivery is the third benchmark of a superb elevator speech. This is the moment of truth where you connect with your audience and hopefully generate the positive response you're after. Having a solid business case is important and creativity can add some zing but you have to connect to move people.

In other words, it's not just what you say but how you say it that counts. The more you speak from your heart and inject personal experiences, the deeper the connection you'll form with the audience. If you can speak in a voice which is authentic and consistent with your beliefs, your message will resonate with the listener. Allowing your personality to shine through will make what you're saying seem far more interesting.

There are no universal guidelines in this area because what works for one person may not work for someone else. Some ideas which may help you to find your voice:

1. Rev your talk up - give yourself permission to let down your hair and have some fun in your presentation. Include things which illustrate both the highs and lows of what you're doing.

2. Add the right words - make a deliberate effort to expand your vocabulary and try out some new words. Try and find more vivid and colorful ways to articulate your key points.

3. Move around the stage with meaning - don't stand frozen to the spot like a statue but move around with natural actions during your presentation. Gesticulate enough to make it interesting but not so much it becomes distracting.

4. Learn how to use visual aids effectively - keep them simple and easy to understand. Most elevator speech scenarios will be spontaneous so you won't always have the luxury of visual aids but if you can use them, do so.

5. Dress appropriately - dressing up shows respect for your customer's time. If you look sharp and professional, you'll feel better, carry yourself differently and project yourself more memorably.

It's perfectly normal to feel nervous about the idea of speaking in public or to a large group. The only solution is to practice, practice and then practice some more. The more speaking you do, the better you'll get at it. Remind yourself your elevator speech doesn't have to be 100percent perfect to work. Heck, the listener doesn't even know what you're supposed to say anyway. It's not like they have a script they're checking you against so relax.



Key Thoughts



"Do your best, speak in your own authentic voice, and trust in the power of the Elevator Speech Effect. Get ready to take your carefully crafted message out into the real world and earn the opportunity to be heard."

--Terri Sjodin







第3部分　让听众听你说话 
英



要让观众听你说话，以便进行电梯简报，你必须做到以下事项：
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想好电梯简报的草稿之后，接下来就是要走出去，找到简报的机会。找到了对的听众，将会得到意想不到的成果，连锁反应可能相当惊人。但是要享受连锁效益，你必须先让火车动起来，或是套一句西非的谚语来说：“在祷告的同时，你也必须自己做点什么。”

1　找出你的目标听众

要让电梯简报能够发挥功效，你要做的第一件事，就是找出理想中的简报对象。列出一张名单，然后努力找到相关人士，以便联络上名单中的人。一定有办法把脚踏进门内的。

此外，你也应该找出，谁能够把你介绍给你真正想要对话的人。想好你要怎么跟这些人说，他们才会愿意替你介绍。如果你很有心，自然会找出办法。

2　做好你的功课

努力让重要人士愿意听你说话的同时，一定要带着热情，彻底做好功课。你所找出来的资讯，将可让你的电梯简报做到“量身打造”，找出特定的方法来触动你的听众。

举例来说，某个人负责地方上很大一家汽车代理商的广告事宜，有一次，某广告公司的老板想要认识这个人，结果这位老板想出一个绝妙的点子，让对方与他见面。他在12小时之内，每半小时就送1种汽车零件到对方手上。零件送达的时候，还会附上几句话，例如送车灯过去的时候，他附的讯息是：“我们会为你们指点‘明路’”。送挡板过去的时候是：“我们会在后面保护着你们。”送方向盘的时候，广告公司保证：“我们会引导你到正确的方向”。最后一天结束时，这家广告公司一共送过去24个汽车零组件，以及24则独特而且让人印象深刻的讯息。最后这家广告公司成功地与对方会面。

不过不要忘了，你可能用了许多创意让对方愿意见你，但取得碰面机会之后，你仍然必须带给对方扎实而且有力的简报。电梯简报只不过是让你有个开始的机会，不是完整的销售过程。你要做的功课之一，就是计画好整体的销售流程。

3　放手去做，享受乐趣

你可以透过赞助某些企业活动，替自己争取电梯简报的机会。你可以自行赞助，也可以跟别人一起赞助。各种特别的场合都可以让你遇到新朋友，他们可能目前还不知道，自己需要你的产品与服务。你有各式各样的选项：你可以办派对，可以租下贸易展的摊位，也可以赞助高尔夫球锦标赛球洞等等。

你也可以成为某些团体的一员，把那里当作是一个平台来进行电梯简报。只要是让你有办法与他人接触，有机会让别人听见你的声音，都可以尽量去尝试。你可能会发现，这一类的机会其实就在你的眼前，只是你以前从来都没有好好利用。

4　多准备几份简报

进行电梯简报之前，最好事先精心准备好几个不同的简报，这样你就可以依据现场状况，挑选你所需的电梯简报。

多准备几份简报也代表着在需要时，你可以把好几份简报串在一起，变成一个比较长的简报。里根当美国总统时就是这么做：他在口袋里放了几张提词的小卡片，每1张都写着不同主题的3分钟电梯简报资讯。只要有机会，他就会从中选择2到3张，然后利用它们来发言，最后再悄悄把卡片塞回口袋里。这个方法在里根身上发挥了很大的功效——人们称他为“伟大的沟通者”。

在现今的年代，你可以把几份电梯简报（音频或视频）上传到公司的网站，告诉客户公司目前的最新近况，或者是任何你想到的内容，用简报来引发客户的兴趣，与他们订定后续的会面。潜在客户在网络上看到之后，他们可以随意停止或快进，也可以重复播放，再听一次重要的地方。你所传递的讯息应该要非常吸引人、深具说服力，而且步调要快，毕竟电梯简报只有3分钟长。这样的简报非常适合今日企业的步调。

建议你可以准备一些空白的电梯简报卡，试着事先准备3到4份不同的电梯简报，每份简报的切入点要稍有不同。模仿里根的例子，把那些卡片放在你的口袋里。无论何时，只要一有机会，就马上拿出来使用。事前的准备可以让你在有不同需要的时候，调整你的简报内容。

5　先学会走再跑

就算你只准备了一份一般主题的简单电梯简报，你在与潜在客户进行简报之前，一定要从头到尾先练习过。一开始的时候，先从内容已练到滚瓜烂熟的简单简报开始着手。渐渐地，你就可以发展出比较复杂的版本，但别忘了“千里之行，始于足下”。

准备好自己的电梯简报之后，不妨先对着朋友练习，让他们来评估你的表现。请朋友帮你计时，这样你就知道，要完成这份电梯简报需要多少时间。努力让自己变成更好的讲者时，请好好参考朋友的意见，并利用那些意见来修正你的电梯简报，让简报变得更完美。

此外，以下方法也可以帮助你改善及润饰你的电梯简报：

■组成一个“小团体”，召集同样有心精进简报技巧的朋友。你们可以轮流进行电梯简报，让自己对着他们做简报，然后也听其他人的简报，彼此提供建议，看看怎么样可以做得更好。

■在公司里安排正式的练习工作坊，让自己可以对着更多听众练习，并评估他们的反应。

■每次做完电梯简报之后，都要花几分钟的时间进行自我评估，想一想自己有哪些需要改进的地方。下次再做简报的时候，就针对那些地方加以改进。

■要让自己习惯可以马上进行电梯简报，这样等真实世界的机会出现时，你早已准备好可以立刻开始。



大师观点



“不要期望事情变简单，而是要期许自己变得更好。不要希望世界上的问题能够少一点，而是要期许自己能拥有更多技能。不要期盼人生的挑战不要那么多，而是要希望自己能拥有更多的智慧。”

——哲学家吉姆•罗恩





6　努力不懈

你可能会想要“到时候再说”，临场发挥，而不想要事先花这么多的功夫准备电梯简报。每当你出现这种情绪时，记得提醒自己，不管是哪一个行业，任何成功都不会来自于偶然。各行各业的佼佼者之所以能够爬上顶端，是因为他们拥有纪律，不断地鞭策自己。想要拔得头筹的话，就必须付出心力准备电梯简报，让自己变得更好。

你永远不知道机会什么时候会现身，让你能够精简地告诉别人你的工作内容。别忘了，电梯简报要做的不是在3分钟之内完成销售，你只是要传球而已。你的目的是要引起听众的兴趣，让对方愿意听取更多的资讯。只要你能让对方与你约定下一次的会面，那你的电梯简报就成功了。如果对方说：“谢谢不用了”，那也没有关系。你可以继续下去，向下一位潜在客户做简报。

这就是我们一直在讨论的“电梯简报效用”。在某些时候、某些情况下，一个简短有力的讯息可以对结果产生巨大的影响。你永远不会知道一次成功的电梯简报会带来什么样的惊喜，因此你不但“可以”，也“应该”随时准备好进行电梯简报。



大师观点



“募款人、售货员、家庭主妇、企业家、艺术家及学者都需要学会电梯简报，原因就在于电梯简报有用！一次使人信服而且经过细心准备的电梯简报，可以让理论上听起来是好主意的东西，有机会发挥具体的成效。今时今日，小型简报已经到达了一个全新的层次，长度方面已经增加到大约2到3分钟。简报必须足以说服人，而不只是提供资讯而已。此外，在今日这个竞争的世界，电梯简报在短短几分钟内，就可以让优秀的人才胜出，淘汰掉普通的竞争者。”

“电梯简报只要3分钟，就可以影响一位重要人士，或一次让好几位听众产生兴趣，让你得到未来的会面机会。因此电梯简报可以让你的时间，发挥极大的效益。”

——泰瑞•柔丁







Part3　Earn the Right 
中



To earn the right to be heard and deliver your elevator speech, the things you must do are:
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Once you get your elevator speech drafted, it's then time to get out and create opportunities to deliver it. You never know what wheels you can start turning just by delivering your elevator speech to one person in the right setting. That ripple effect can be quite awe inspiring but to enjoy it, you've got to set the train in motion. Or, as a West African proverb states: "When you pray, move your feet."

1　Identity your target

Job#1 in making good use of your elevator speech is to start by identifying who you'd love to have the opportunity to deliver it to. Make a list. Then get to work trying to connect with someone who can provide a referral to someone on that list. There's got to be a way to get your foot in the door.

You should also identify who can provide a referral or an introduction to the people you really want to speak with. Put together a little script you can use to get these people to provide the introduction for you. If you're tenacious, you'll find a way.

2　Do your homework

As you work towards earning the right to be heard by someone in a position of influence, do your homework thoroughly and with passion. What you find out will allow you to customize your elevator speech so you can customize your approach and hit their hot buttons.

For example, when the owner of an advertising agency was trying to capture the attention of the man who ran the advertising account for a large regional car dealership, he came up with a great idea to try and earn the right to be heard. He shipped a variety of individual car parts to the decision maker every half-hour over a twelve hour period. Each part was accompanied by a specific message. The headlight, for instance, had the message: "We'll give you bright ideas." The fender promised: "We'll protect your rear end." The steering wheel pledged: "We'll help steer you in the right direction." By the end of the day, twenty-four car parts had been sent with twenty-four unique and memorable messages and an appointment was set up.

Just keep in mind for all the creativity you might use in earning the right to be heard, you still need to back that up with a rock-solid and powerful presentation once you get the opportunity to deliver it. Your elevator speech is designed to get you an opportunity to make the sale, not to be your complete sales process. Part of doing your homework is to plan out your overall sales process.

3　Be scrappy and have fun

One way to create an opening for an elevator speech is to sponsor some industry event, either by yourself or in collaboration with others. All kinds of special events can serve as a vehicle for you to meet people who don't even realize they need your product or service at the present time. The options here are limitless - you can host parties, buy a booth at a trade show, sponsor a hole at a golf tournament, etc.

You can also join groups with the intention of using them as a platform to deliver your elevator speech. Anywhere where you can connect with people and have the opportunity to be heard can work. You'll likely find there are opportunities right in front of you right now that you've never taken advantage of.

4　Supersize your speech

When it comes to elevator speeches, it makes good sense to craft and develop a variety of speeches in advance. That way you can pick and choose which elevator speech to use according to the circumstances you find yourself in.

Doing this also means you can string together several elevator speeches to build a longer presentation on demand. This is the way Ronald Reagan used to operate as President of the United States. He carried a number of index cards in his pockets, each of which was a three-minute elevator speech on a specific topic. Whenever a speaking opportunity arose, he would choose two or three of these and use them for his speech and then slip them subtly back into his pocket again at the end. This worked exceptionally well for him - he was known as "The Great Communicator."

In this day and age, you can upload a few of your elevator speeches to your company's Web site and use them to generate follow-up appointments, to inform customers about what's going on and to do pretty much anything imaginable. When made available in this way, your prospective customer can stop and fast forward at will, replay to pick up on key points or whatever. The message is engaging, persuasive and fast-paced because it is, after all, only three minutes long. That's perfect for today's pace of business.

It's a good idea to have some blank elevator speech index cards made up. Try and develop in advance three or four different elevator speeches, each with a different slant. Follow the Ronald Reagan model and keep these in your pocket to be used anytime the opportunity presents itself. Doing this will also allow you to repurpose your materials on demand.

5　Walk before you run

Even if you develop just one simple generic elevator speech, make sure you walk through it before you try and run with it in front of a prospective customer. Start with a straightforward elevator speech you know inside and out.

Over time, you can then develop progressively more complex versions which build on that initial effort. Once you have your elevator speech developed, start presenting it to your friends. Let them evaluate your performance. Have them time you so you know how long it takes to deliver your elevator speech. Think about and integrate their suggestions for improvements and refinements as you try to get better and better.

The other things you can do to keep improving and polishing your elevator speech are:

■Develop a small inner circle of confidants who are trying to do something comparable. Take turns delivering your elevator speech or speeches to them and then listening to their elevator speeches. Make suggestions for improvement.

■Schedule some kind of formal practice workshop in your organization where you present to a wider audience and gauge their response.

■Whenever you deliver an elevator speech, take a few minutes afterwards to self-evaluate and think about where improvements are required. Work on making those enhancements happen next time around.

■Get into the habit of switching to your elevator speech at a moment's notice so when a real world opportunity arises, you're primed and ready to go.



Key Thoughts



"Don't wish it was easier; wish you were better. Don't wish for less problems; wish for more skills. Don't wish for less challenges; wish for more wisdom."

-- Jim Rohn, philosopher





6　Keep at it

You may be tempted to try and wing it rather than go to all the effort of preparing an elevator speech in advance. When those moments come, just remember the real high achievers in any field don't get there by accident. Those who are at the top of their fields reach that pinnacle through sheer discipline and practice. Preparing and perfecting an elevator speech is part of the price you must pay to excel.

You just never know when the opportunity to give a brief speech about what you do will arise. Remember, you're not trying to do a complete sales job in those three minutes. All you're attempting to do is advance the ball. You're trying to intrigue the listener so he or she gives you permission to tell them more. If you secure an appointment, your elevator speech has worked. If they say "No thanks," that's okay too because you can then move on to someone else.

That's the "Elevator Speech Effect." In some circumstances and conditions, a short, sharp message can have a huge impact on the outcome. A small action on your part can lead to massive business in the future. You just never know what a well delivered elevator speech can lead to and therefore, you can and should be ready to deliver one at the drop of a hat.



Key Thoughts



"Fund-raisers, sales associates, housewives, entrepreneurs, artists, and academics all make use of the elevator speech for good reason: it works! A compelling and carefully crafted elevator speech has the power to bridge the gap between nice ideas in theory and concrete results. Today's mini-presentation has reached an entirely new level. Its duration has increased to approximately two to three minutes. It is persuasive, not just informative, and at times in this competitive world, it is used to weed out the average performers from the exceptional performers in a matter of minutes."

"With the power to impact one person or inspire more than one person at a time and to pave the way toward future appointments, the three-minute elevator speech can be a terrific use of your time."

-- Terri Sjodin







第4部分　电梯简报范例 
英
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●抓住听众的注意力

大家早安。请想象一下，您的老板刚刚过来找您，要您写一篇文章刊在公司的通讯刊物上。您只有48小时的时间，而您想不出来要写什么。您就是挤不出半个字，这时该怎么办？我是史乔治，我可能有办法解决您的难题。

●告诉他们接下来的内容是什么

您可能没有听过我所从事的行业。我是一位自由作家，我必须在很短的期限内写出指定的文章。在接下来的3分钟里，我将要告诉各位，我如何能够省掉您的麻烦，并且让您节省时间和金钱。

●为什么我是你的最佳选择

您需要写东西的时候，我可以当您的秘密武器。我会聆听您的想法，并化为文字内容。这是我的强项，这方面我有20年的经验。如果我们共同合作，最后的文章成品，语气听起来就像是您自己写的一样。

●证明／例子

我在日报的最前线工作了20年，我的写作是专家级的，您可以相信我。

●所以呢？

也就是说，我可以省掉您的麻烦。不管您要写什么题目，我都可以协助您。我可以让您交出令人惊艳的文章，让众人对您刮目相看。

●为什么你应该选择我的公司？

我可以节省您的时间还有一切的麻烦。因为我是自由工作者，所以您随时可以把案子交给我，您就可以去做其他更急迫的事。我可以增加您的生产力。

●证明／例子

我是怎么办到的？请让我告诉您，要是没有两把刷子，是无法在新闻室待20几年的。我的客户都知道我可以在48到72小时之内，就把他们要的文字交出来。

●所以呢？

您不需要自己费尽心思，花上好几个小时写一篇文章。您只需要花几分钟的时间，告诉我您需要什么，然后我就会自己去找相关资料，而您可以去做更重要的事。

●为什么是现在？

今日的经济情势充满了挑战，许多企业对于员工人数都精心掌控。而我是独立工作者，我可以帮您省钱，您可以有需要时再来找我。

●证明／例子

我的经营模式是填补贵公司空缺的那一块。我提供合理的价格，而且我跟许多产业的公司都合作过。您可以省掉很多麻烦，不需要聘用与训练专职的技术文件撰写人员。

●所以呢？

也就是说，您可以借此增加盈余，贵公司不需要聘用全职的技术文件撰写人员随时待命。您可以把省下来的钱用在公司的其他地方，以创造更大的收益。不必增加经常性费用，也不用长期聘用人员。

所以下次您面对不可能的期限，或觉得完全挤不出灵感的时候，您可以打个电话给我。您不用一个人躲在墙角思索，也不必自己想破头。我能够帮您想好，那篇文章从头到尾要写些什么，我知道我有办法让您放心，还可以节省您的时间。说不定找我帮忙而让您省下的心力，可以让您完成更多笔的交易。

●我希望能够带给你什么

我希望能够成为您专属的写手，日后只要您有需要，无论何时何地都可以找我，我会很愿意成为您公司的秘密武器。

●邀请对方与你约定时间会面（或是其他的下一步）

等一下今天的活动结束后请来找我，我们可以约个时间讨论您的任何需求。您来找我时，我也会免费送您一篇文章《白皮书对于今日营销有益的十大原因》。感谢各位今天给我这个机会跟大家碰面。



大师观点



“不要忘了，没有人是完美的。我看过很棒的讲者‘火力全开’的时候，但也看过他们摔跤的样子。我们都有表现良好与表现失常的时候，但都没有关系，你不用做到完美！我们能做到的，就是百分之百的努力，不断的练习，试着让自己‘火力全开’的日子多过失常的时候。我写过效果非常好的电梯简报，也写过很失败的。相信自己，相信自己的能力。你可以的，给自己一个机会，给自己的梦想一个机会，带着美梦前进吧。小小的讯息可能会带来大大的影响！问问自己：‘为什么那个人不是我？’你可以是那个成功的人！”

——泰瑞•柔丁







Part4　Elevator Speech Sample 
中
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●Grab the listener's attention

Good morning. Imagine your boss has just come to your desk and asked you to write an article which will be published in the company's newsletter. You've got 48hours to deliver and writer's block has set in. You can't think of a way forward. What do you do? My name is George S and I might be the solution to your challenge.

●Tell them where you're going

You may not be aware people like me exist. I'm a freelance writer who specializes in writing projects with tight deadlines. During the next three minutes, I'd like to tell you how I can give you peace of mind as well as saving you time and money.

●Why me?

I can be your secret weapon when it comes to generating written materials. I'm skilled at listening to your ideas and putting them into written form. I've been doing this for 20years and when you partner with me, you'll get an authentic message which sounds like you.

●Proof and/or illustration

Twenty years at the frontline of a daily newspaper gives me a lot of specialist skills you can call on.

●So what?

What this means to you is peace of mind. No matter what the topic, I've got your back. I can make you look and sound good.

●Why my organization?

I can save you time and aggravation. Because I work on a contract basis, you'll be able to pass me assignments at any time so you can be freed up to work on other more pressing tasks. I can amplify your productivity.

●Proof and/or illustration

How do I do this? Let me tell you nobody can last 20years in a newsroom without developing this skill. My clients have got used to the fact I can generate the written materials they require in as little as 48to 72hours.

●So what?

What this means to you is instead of investing hours in writing something up, you can take just a few minutes to brief me and then I will go away and do all the research that's required. You can move on to more important matters.

●Why now?

In today's challenging economy many organizations are very sensitive about head count, I can save you money by working as an on-demand independent contractor.

●Proof and/or illustration

My business model is built around filling in the missing pieces in your company. I offer competitive rates and have experience working with companies in a wide range of industries. I can save you the hassles of hiring and training an in-house specialist technical writer.

●So what?

What this means to you is bottom line savings. You won't need to hire a technical writer and keep them in your staff just in case they are needed. You have the opportunity to invest your capital in those parts of your business that will increase in value rather than in increased overheads and long-term commitments.

So, the next time you are faced with an impossible deadline and you feel that familiar writer's block setting in, I hope you'll pick up the phone and call me. You genuinely don't have to "go it alone" or grit your teeth and grind it out. Maybe I can help you get that newsletter item all sorted out. I know I will be able to provide you with peace of mind, save you time, and maybe even generate more sales.

●What do you want to happen as a result?

It's my goal to be your designated writer that you choose to work with on your future projects wherever and whenever the need arises. I'd love to be your firm's secret weapon.

●Ask for an appointment or other next step

Please come and see me after we're finished with today's meeting and let's set up an appointment to discuss any needs you may have. When we get together, I will also give you this complimentary tip sheet which talks about "The Top 10Reasons Why White Papers Work in Today's Marketing." Thanks for your time today.



Key Thoughts



"Remember nobody's perfect. I have seen amazing presenters when they are really 'on' and I have seen them when they are 'off.' We all have good days and bad days, and that's OK. The good news is that it really doesn't have to be perfect to work! All we can do is give it our best effort, practice, and try to consistently have more on days than off days. I have written elevator speeches that worked really well and those that haven't. Trust in yourself and your ability. You can do this. Give yourself a chance. Give your dream a chance. Go forth with hope. Small messages have a big impact! Ask yourself, 'Why not me?' Why not you! "

-- Terri Sjodin
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