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BY NICK MORGAN

How to Become an
Authentic Speaker

AT A COMPANYWIDE sales meeting, Carol, a vice president
of sales, strides energetically to the podium, pauses for a few
seconds to look at the audience, and then tells a story from
her days as a field rep. She deftly segues from her anecdote
to a positive assessment of the company's sales outlook for
the year, supplementing her speech with colorful slides show-
ing strong growth and exciting new products in the pipeline.
While describing those products, she accents her words with
animated gestures.

Having rehearsed carefully in front of a small audience of
trusted colleagues, all of whom liked her message and her
energy, she now confidently delivers the closer: Walking to the
edge of the stage, she scans the room and challenges her listen-

€15 to commit to a stretch sales goal that will put many of them
in the annual winners' circle.

But Carol senses that something’s amiss. The audience isn't
exhibiting the kind of enthusiasm needed to get the year off to
a great start. She begins to panic: What's happening? Is there
anything she can do to salvage the situation?

We all know a Carol. (You may be one yoursalf.) We've all
heard speeches like hers, presentations in which the speaker
is apparently doing all the right things, yet something — some-
thing we can't quite identify - is wrong.

If asked about these speeches, we might describe them as

“calculated; insincere,” not real,” or “phoned in” We probably
wouldn't be able to say exactly why the performance wasn't
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