
How To Improve Your Team Presentations
A Guide for Team Leaders & HR

By Rob Pyne & Michelle Pitt
realizer.com.au 



realizer.com.au

2

HOW TO IMPROVE YOUR 
TEAM PRESENTATIONS

By Rob Pyne & Michelle Pitt
realizer.com.au

WHO IS THIS FOR?

Many of the organisations we work with 
have a core job: to give advice to their clients. 
I’m talking marketing, advertising, media, 
professional services, consultants.

Through our experience, and while training 
thousands of people to present, we noticed 
something that we think most other training 
neglects.

Most people do not present alone. They present 
a part of a presentation, as a member of a 
presentation team. Maybe the upfront strategy, 
or the social media plan, or the audience 
insights.

And yet when we think of presenting, we think 
of TED talks, where a lone figure presents a 
monologue to an audience they can’t even see.

You have permission to ignore all the books 
about how to present like a TED-talk. Instead, 
we wanted to focus on the real world of 
business presentations, where we see people 
almost exclusively focused on their 5-minute 
section of a presentation, and not enough on 
how the client takes in the whole experience.

We wrote it with experienced presenters and 
team leads in mind, to help you help your team 
create better client experiences, by making your 
presentations more “joined-up”.
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INTRODUCTION

We live in a world where no-one really listens. 
Journalist Kate Murphy released a book, 
“You’re Not Listening” in which she details an 
experiment. She asked hundreds of people 
across the world, “who really listens to you?” and 
almost invariably people paused, and stopped 
in their tracks. They struggled to think of anyone 
who made them feel heard.
 
And yet…every day, in every company, clients 
give us the precious gift of their attention to hear 
our advice, consider our ideas, contemplate our 
insights, and decide whether to take action.
 
If a client is willing to give us their attention 
and listen to our advice for an hour, we owe it 
to them to create a great experience for them. 
To make them feel like we listened to them, we 
understand them, and we can help them on their 
journey.

But surprisingly, when we see presentations, we 
usually see people focused on the content. The 
stuff. The idea. The plan. And not really focused 
on the audience.

What’s more, they tend to only focus on their 
particular bit of stuff, their section of the 
presentation. And that narrow, inward focus 
means it’s even less likely that the total client 
experience – a recommendation for a new 
product launch, a pitch to win their advertising 
account – will create a memorable, influential 
experience.
 
From our experience we know that some of the 
solutions to this problem are obvious, but we 
just don’t see people doing them. For example, 
creating a one-page overview of the whole 
presentation before anyone starts writing slides.
 
But some of the solutions are less obvious. For 
example, the importance of transitions between 
presenters  - which is woefully neglected and 
yet makes a significant impact on the client’s 
experience.
 
There is surprisingly little to be found on Google 
around “team presentations” or “collaborating 
on presentations” so we hope this whitepaper 
fills a gap, and helps your team deliver better 
real-world business presentations, great client 
experiences, and ultimately build the reputation 
of your company in market.
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THE THREE PROBLEMS 
WE NEED TO SOLVE

INCONSISTENT BRAND EXPERIENCE

If we think about one client, experiencing one 
slightly clunky presentation from your team, the 
problem seems bearable – if not ideal.
 
But if we think about all the presentations 
all your people give to all your clients, how 
consistently do they represent your brand?
 
You and your leadership team have probably 
done a lot of work on your strategy and your 
brand, how you want to differentiate from 
competitors. Your big chance to deliver this is 
in the heightened moment where a real human 
client gets to experience how you think, how you 
solve problems. Your unique you-ness.

So, does your team deliver a powerful and 
consistent brand experience? Do the presenters 
deliver a presentation in a way that is different 
to your competitors? Are there recognisable 
symbols and stories that show how your brand 
can help your clients on their journey?

In our experience, team presentations are 
usually much more a representation of the 
individuals, and less of the brand. If that is the 
case, it means your brand is adding little or no 
value to the quality of people you have.

Maybe having smart people is enough. 

But if you look at the consultant space, each 
consultant has a distinct set of approaches 
which adds value to clients on top of them 
having smart people – McKinsey’s 7S’s (see 
below), BCG’s matrix and so on (1,2) –. And that 
becomes a visible representation of how their 
brand helps solve client problems.

Over time, having this consistent brand 
experience across all your customers is your 
best marketing, retention and client satisfaction 
tool. It can be the heart of your sales and 
marketing.

Shared
value System

Strategy

Skills

Structure

Staff Style

“McKinsey’s 7 S’s model”
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VARIABLE QUALITY OF 
PRESENTERS

In any company, the quality of your people’s 
presentation skills is going to vary. Unlike many 
other skills though, the variation can be quite 
dramatic, it can be quite visible, and can appear 
in important moments.
 
The dramatic variation in presentation skills

We summarize presentation skills using a 5-step 
ladder from disappointing to influential, via dull, 
competent and persuasive.

If you’ve ever watched some of your own team 
present to a client and quietly cringed inside, 
you’re not alone. Clients expect you to hire and 
train a team who can communicate their ideas 
effectively in presentations, so they might be 
disappointed.

If you have people who present endless technical 
slides, read out their slides, or use the same tone 
for the whole presentation, then clients will find 
that dull (4). Which is not going to bond them to 
your brand long term. They are paying you to 
offer them hope, excitement, possibility, not just 
technical answers to their problems.
 
You’re doing ok if you can get all your presenters 
to a competent level where they can clearly and 
logically communicate their ideas. As a client, 
this is often a basic hurdle that presenters fail 
to get over: does the client even understand 
what you’re telling them? Any technical jargon, 
spurious claims, or complicated ideas will mean 
you don’t get your clients on board.

Quality Impact Image

Influential +100% Leading

Persuasive +50% Exciting

Competent +25% Logical

Dull Zero Forgettable

Disappointing -50% Unprofessional

The fourth level is “persuasive” where we pass 
the logic test of level 3, and begin to add in some 
more compelling, emotional reasons to buy. 
This level is crucial to sell ideas that need any 
kind of risk-taking from the client. Clients need 
emotional reasons to buy, just as much as they 
need logical reasons. And so, the persuasive 
presenter is able to do both.
 
If you have a team of persuasive presenters, 
then you can consider yourself very fortunate. 
However, there is a fifth level to aspire to.

“Influential” presenters are able to not only 
get clients on board, but they have an extra 
superpower. The ability to influence their team 
mates to create a holistic, joined up presentation 
which delivers an amazing client experience. 
Clients can really tell when your team is 
“singing from the same hymn sheet”, when 
your team have planned the whole presentation 
collaboratively (5,6). And if they can’t work as a 
team on something as seemingly simple as a 
presentation, what chance they can execute their 
recommendations seamlessly?
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We can think of these presentation influencers, 
as the people who have the power to “raise 
all the boats” – to improve the presentation 
standards of everyone in your company. And yet, 
in our experience, even your best presenters do 
not know – or execute – all the tips and tricks to 
effectively influence the whole presentation.

For example, as part of a presentation program 
we did in 2019, we asked a company to record 
10 of their best presenters giving their top tips 
on how to present. We made a video and shared 
it with a group of people we were training to 
present in teams. The advice from the top 
presenters revolved around four themes.

• Be yourself

• Adapt to the audience

• Know your stuff

• Rehearse

All great advice but potentially hard to execute 
if I’m hearing that before a presentation. What 
does ‘be yourself’ mean? If I adapt to the 
audience, am I not being myself? If I know my 
stuff, do I need to rehearse?

PAINFUL COLLABORATION
 
Recently we ran a training session on “selling 
your ideas”. A participant who we can call Sian, 
called up at the last minute and said, “I have 
to go to a pitch rehearsal so I will be there at 
10am”. She turned up at 2pm.
 
What happened at that rehearsal and why did it 
go so over time?

Well, if it’s anything like the pitch rehearsals I’ve 
done then it featured some of the following: -

• Various senior people giving conflicting 
advice on every slide 

• Considering each slide and section on its 
own merits, not on its overall contribution to 
the client’s top needs

• A focus on the content more than the 
delivery

• Slides that look and feel very different 
between people’s sections

 
This nicely illustrates some of the challenges for 
creating joined up presentations effectively and 
efficiently (5,6,7).
 
There is a lack of shared expectations of what 
good looks like. In one role as Chief Strategy 
Officer, myself and the CEO gave conflicting 
advice to people, which was confusing and 
demotivating - until we took the time to align on 
what a good presentation looks like.

There can be a piecemeal approach to content, 
with no overview of the whole presentation. 
This “bottom up” approach of having everyone 
do their bit and then try and fit them together is 
pretty crazy if you’re trying to deliver a seamless 
narrative to the client. 
 
And how about when everyone uses a different 
slide format? I have seen teams where people 
have to spend significant time at the last minute 
to change their slides from 4:3 aspect ratio to 
16:9 aspect ratio, and to change the fonts too. 
That’s not a great use of the last hours before 
presentation time.

Our insight is that the best presenters need some help to become 
internal influencers, to raise everyone’s boat.
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HOW TO RAISE THE BAR 
ON TEAM PRESENTATIONS

Our work training thousands of people to improve their presentation skills is both rewarding and 
effective. We can help them as individuals to deliver clear and logical messages, and to help excite their 
clients with their thinking. At the centre of this is their ability to create a strong narrative to support their 
presentation.

What we realized was that each presenter only owns one part of the narrative. But the client wants a 
clear narrative across the whole presentation.

So how do we create great joined up presentations, with clear narrative thread? 

In our experience, there are 3 roles, 3 inputs and 3 outcomes as illustrated below.

Input 2
Our brand’s voice

Outcome 2
Presentation style

Outcome 1
Brand 

relevance

Outcome 3
Visible 

Teaminess

3 Roles Dscsion-
Maker Coach 

Project Manger

Input 3
Our team’s 
collabration 

Input 1
The Audience’s needs
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THE 3 ROLES

We think the following 3 roles can make 
a huge difference to the effectiveness 
and efficiency of your big client 
presentations.

1.The decision-maker has set 
clear expectations for what a great 
presentation looks like, and can then 
make the tough calls about whose 
section gets cut, which content needs 
reworking, and what order the team 
presents in. They are responsible for 
overall quality.

2.The coach is your influential presenter 
– the experienced presenter who has 
also learnt how to help a team construct 
a narrative and collaborate, as well as 
how to  coach and give feedback to 
people to help their delivery. They are 
responsible for content and delivery. 

3.The project manager is responsible 
for collaboration tools, rehearsals, 
deadlines. They would typically organise 
the means of communication and 
sharing (e.g., MS Teams, Slack or Google 
Slides). They would keep people on 
track for milestones and deadlines. And 
they make sure everyone knows what 
they are doing, what look and feel to 
use, what the overall narrative is. They 
can also access additional resources as 
needed, e.g., designers.

9

THE 3 INPUTS

1.The audience’s needs and drivers.

How are we unique, what’s our story, and how 
do we tell it? This has to be done in a way that 
benefits the client – often it can be in the form of 
a value proposition: 

”for brands that have (x) problem, only we can 
deliver (y) solu tion that has these benefits 
(a,b,c)”

The brand voice can also include the look and 
feel, brand imagery, the way we hold meetings 
and so on.

As an example, I once helped organise a 
“chemistry meeting” with a new client. In this 
situation, companies often do a presentation 
and talk about their credentials. But we flipped 
it on its head and spent the entire time asking 
them more about their business and linking a few 
of our benefits to their problems. This worked 
incredibly well and became part of our brand 
voice: we listen more than we talk.

2.The brand voice

It was 9pm the night before a big pitch. Time for 
the team to gather for a final review. We stitched 
the slides together, there were 85 slides between 
5 presenters for a 1 hr presentation. Hmmm. It 
all seemed important, we needed to talk about 
so many things, each of which we thought had 
some chance of winning them over.

We’d got lost in the stuff.
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Someone asked a question, “what do we 
think are the top 3 things the clients want to 
see?” 

We went back to the brief and quickly 
identified a top 3. That allowed us to ditch 
or condense sections, re-order it, update the 
narrative. We went from confused-about-
content to focused-on-the-audience. And 
we won that pitch.

The framework we use these days is pretty 
simple. Before writing any content, we do 
these things:-

1. We profile the audience, and their needs 
to identify where they are today, and 
what they want to change.

2. We decide the desired outcomes we 
want to deliver in the presentation 
which will help them on their journey

3. We map out a narrative structure for the 
whole presentation on one page

Only then do we start chunking it down and 
having people start building their sections.

3.Our people

Everyone has their unique strengths 
and weaknesses as a presenter. So, you 
want to make sure they are memorable, 
they highlight their strengths (e.g., their 
enthusiasm, or intellect) and offset their 
weaknesses (e.g., getting them not to read 
from the slides by taking all the words off). 
It’s the presentation coach’s job to help 
people develop, coach them and give them 
feedback so their delivery is spot on.

Plus, we do want there to be a level of 
consistency around how they represent 
your brand – similar language, consistent 
visuals and a thread around your solutions 
that runs through the whole presentation.

THE 3 OUTPUTS

1.Brand Relevance

If you can connect your brand voice, your 
brand story, to the audience’s needs – then 
you are relevant. Talking about yourself 
without connecting it to their needs is not 
helpful. Don’t do it. Avoid, “we are number 1 
in X” and “we are great because of Y”. Instead 
talk about the problems you solve.

2.Visible Teaminess

If you get your team visibly collaborating 
around solving the client’s problems, then 
clients love it. In a multi-million pitch I did, all 
the presenters introduced each other with a 
lighthearted joke, and as a team we showed 
how much we were comfortable with each 
other and liked working together. 

This was given as a core reason why we won 
that pitch. 

On the other hand, we were employed 
by a company last year to work on their 
collaboration after a pitch where the feedback 
was, “we liked your thinking, but it felt like your 
team had never met each other before”.
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Logic

Clarity

Emotion

Trust

Imagination

Intuiton

Feelings

Holistic

Data

Analysis

Detail

Facts

Linear

Left side of 
the brain

Right side of 
the brain

 

3.Presentation Quality

In our presentation courses we invite senior staff to come in and be “mentors” and give feedback on 
the presentations. We give them a score sheet. It his four criteria.

Emotion: did you excite the audience, do things which made them care about 
your ideas?

Clarity: was your message clear, was it supported by examples, was it coherent?

Logic: were your arguments and claims supported by evidence and case studies? Was 
there a logical progression through the presentation?

Trust: did you show credibility? Did you show you understood the client’s needs?

The first two, clarity and logic are left brain skills, which a competent presenter needs.

The third and fourth are right brain skills, which are crucial to be a persuasive presenter.

Together they represent our model of presenting which we call wholebrain presenting.



If you can have your people planning their 
presentations to engage the left and right brain 
of the audience, using your brand story, then you 
get great presentation quality. 

There is one specific skill which sits across both 
hemispheres of the brain: storytelling lights up 
areas in both sides of your audience’s brain so is 
he signature skills of persuasive presenters who 
have mastered left and right brain skills.

IN CONCLUSION

The 4 key skills we’re told we need for the future 
are the 4Cs⁸

• Critical Thinking

• Creative Thinking

• Communication

• Collaboration

Being able to present your ideas and solution as 
a team requires all 4 of these skills. We believe 
this is your key to competitive advantage, to 
satisfied clients, to sales. 

And to engage your people to become par of 
something bigger, part of a team than represents 
a meaningful brand. They are your brand 
ambassadors, seeing your clients, creating client 
experiences every weekday.

Our experience shows that this collaborative 
aspect of presenting is not getting enough 
attention. Many of you are already doing some 
of the things we’ve talked about in this paper, but 
few are really doing it well.

We believe that if you pay attention to how your 
teams collaborate on presentations, you will be 
more effective at hitting your goals, as well as 
significantly more efficient. 

Which means less late nights changing fonts, 
and more time on client experience. 

Less 8 hr marathon rehearsals, and more 
opportunities to get feedback and grow.

Less focus on content, and more focus on the 
audience.
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COPYRIGHT 

Copy this the right way. 

You have permission to post this, email this, print this and pass it along for free to anyone you like, as 
long as you make no changes or edits to its contents or digital format. Please pass it along and make 
as many copies as you like. 

DISCLAIMER 

We care but you’re responsible. 

So please be sure to take specialist advice before taking on any of the ideas. This document is general 
in nature and not meant to replace any specific advice. Realizer, employees of said company and brand 
derivations disclaim all and any liability to any persons whatsoever in respect of anything done by any 
person in reliance, whether in whole or in part, on this document


