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Index

A
A-B-C’s (attitudes, behaviors, 

credibility), 143
Abela, A. V., 2, 92
Abstract metaphors, 118
Advertising study, 118
Afrikaan language metaphoric story, 68–69
Allen, M., 35, 42, 60, 82
Almer, E. D., 102
Ambler, T., 2, 17
Anderson, C. A., 59, 118
Anecdotes (stories)

identifi ed to highlight you points, 8fi g, 
9, 67

reframing evidence using storytelling 
and, 65

role of the appendix in, 87
sample S.Co.R.E. outline of, 76fi g
Seven Basic Plots of, 70t–71, 75
structure of all effective, 77–80
three kinds of, 67–69
where to fi nd useful, 71–73

Animation, 105
Appendix, 87
Apple’s Keynote, 91
Arguments

using causal, 59–60
mentioning/refuting opposing, 60–61
using multiple, 59

Arial font, 102
Armstrong, S., 54, 64, 118
Aronson, E., 55
Artz, N., 37, 119
Asacker, T., 64
Asher, T., 105
Audience

gathering additional information about 
your, 27

identifying problem/solution for your, 
8fi g, 9, 39–55

lack of interest in discussion problem 
by, 48

post-presentation online survey of, 143
Reality Principle on relating to lives 

of, 37–38
setting specifi c objectives for your, 8fi g, 

29–34
taking a “straw poll,” 23

Audience personality types
how to estimate your, 20
how to match presentation design to 

different, 21t–27
identifying communication preferences 

of, 8fi g, 19–27
introverts vs. extroverts, 21t, 22–23
judgers vs. perceivers, 21t, 25–27
research on different graph types impact 

on, 101
sensors vs. intuitors, 21t, 23–24
thinkers vs. feelers, 21t, 24–25

B
Babinsky, R., 65
Ballroom style presentations

designing an effective, 112–113
idiom of, 92, 93fi g

Bartsch, R. A., 90, 98, 125
Benbasat, I., 95, 103
Bencivenga, G., 36
Beretich, T. M., 103, 118
Bergen, L., 98
Betrancourt, M., 105
Big picture communication, 26fi g
Blink (Gladwell), 71
“BMW fi lms,” 78–79
Boccia, M. L., 113
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Boettinger, H., 75, 77, 78
Bohner, G., 62
Booker, C., 77
Bourgeois, M. J., 52, 82
Bowe, M., 90
Branigan, E., 65
Breyer, S. G., 121fi g, 122fi g
Brinkerhoff, R. O., 142
Brinkerhoff’s Success Case Method, 142
Broeder, D. W., 60
Bromiley, P., 79
Brown, R., 79
Bullet points

debate over using, 102–103
seven bullets of seven words issue, 

93–94
squint testing, 111fi g

Bundschuh, R. G., 120
Burggraf, C., 91
Burke, J., 61
Burrell, N., 118
Business problem. See Problem/solution
Business Problem-Solving Hierarchy, 

42fi g–43
Butler, J. B., 103, 105

C
Cacioppo, J. T., 59, 64
Cahill, L., 65
Callison, C., 97
Callout box layout, 127fi g
Campbell, F. A., 113
CartoonResource website, 73
Casey, S., 61
Causal arguments, 59–60
Challagalla, G. N., 15
Chamblee, R., 119
Chandler, P., 94
Chart examples

chartjunk, 125fi g–126fi g
of high detail pricing, 120fi g
of low detail pricing, 119fi g
of Supreme Court agreement, 121fi g

Chart Selector Guide
electronic version of, 101
illustrated diagram of, 99fi g

Chartjunk, 125fi g–126fi g
Charts

displaying comparisons using, 98, 
100–101

displaying data distribution using, 
98, 100

displaying relationships within data 
using, 98, 100

guide for selecting, 99fi g
highlighting composition of data using, 

98, 101–102
“impressionistic,” 121–122
research on personality types and, 101
research on using, 102

Chaudhuri, A., 63
Checklists

before drawing slide layout, 133fi g
for evaluating slide layout, 137fi g
for S.Co.R.E. method, 83fi g

Christ, R. E., 103, 104
Church, F., 137–138fi g
Cialdini, R. B., 60, 61, 105
Clark, B. H., 2
Cleveland, W. S., 102
Clip art, 98
Cobern, K. M., 90, 98, 125
“The Cognitive Style of PowerPoint” 

(Tufte), 90
Cole, T., 135
Color

effective use of, 103, 104
research on using, 103–104

Communication
Afrikaan language metaphoric story on, 

68–69
bad advice on verbal/nonverbal, 3
of big picture and details simultaneously, 

26fi g
on impact of relevance on, 98
layouts for effective, 8fi g, 9
metaphoric, 68–69, 81
powerful vs. powerless language for, 118
rhetoric, 7
selecting best chart type for, 98–102
seven deadly mistakes related to, 5–7
See also Messages
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Communication preferences
estimating your audience’s personality 

types for, 20
identifying audience personality types, 

8fi g, 19–27
introverts vs. extroverts, 21t, 22–23
judgers vs. perceivers, 21t, 25–27
sensors vs. intuitors, 21t, 23–24
thinkers vs. feelers, 21t, 24–25

Complexity of detail, 120, 126–127
Concrete language, 118–119
Conference Room style presentations

designing effective, 113–116
handouts during, 114
ideal length of, 116
idiom of, 92–93fi g
importance of interactivity in, 115
number of appropriate slides for, 114–115
problem of control in, 113–114

Controversial solutions, 52–53
Corcoran Gallery (Washington, D.C.), 138
Croyle, R. T., 52, 82

D
Daniels, L., 91
Dannels, D. P., 38
Data

gathering real and specifi c, 58–59
qualitative, 59, 122, 124fi g
quantitative, 59
selecting chart type to communicate, 

98–102
Data comparison charts, 98, 100–101
Data composition charts, 98, 101–102
Data distribution charts, 98, 100
Data relationships charts, 98, 100
Davenport, T. H., 2
Davis, B. P., 64
“Death by PowerPoint,” 89, 147
DeMonbreun, B. G., 64
Dent, M., 95, 105
Detail

avoiding chartjunk, 125fi g–127
bad example of slide with very little, 

117fi g
concrete, 118–119

the fi nal, 137fi g–138
how much to put in each slide, 117–125
Tufte’s dictum on complexity of, 120, 

126–127
Detail examples

chartjunk, 125fi g–126fi g
pricing chart with high detail, 120fi g
pricing chart with low detail, 119fi g
qualitative details, 124fi g
segmentation-bad, 123fi g
segmentation-good, 123fi g
Supreme Court Agreement-bad, 121fi g
Supreme Court Agreement-good, 122fi g

Dexter, A. S., 95, 103
Dezvane, T. M., 120
Dickson, G. W., 102, 126
Different/new information, 61
Dillard, J. P., 68
“Disrupt then reframe” technique, 64
Dixon, P., 81
Docs (Google), 91
Doumont, J.-L., 91

E
Edell, J. A., 90, 98, 125
Esse, A., 65
Ethical persuasion, 65–66
Evidence

example of information brain-dump, 
57fi g

importance of presenting, 36
internal and external sources of, 62
listing all information related to, 8fi g, 

9, 57–58
reframing through storytelling, 65
S.Co.R.E. method to sequence, 80–87
types to exclude, 61–62
types to include, 58–61
See also Information

Evidence types
against your recommendations, 60–61
causal arguments, 59–60
including variety of different, 59–61
inherently persuasive, 60
multiple arguments, 59
new and different information as, 61
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Evidence types (Continued)
about the problem, 60
quantitative and qualitative data, 59
real and specifi c data, 58–59

Excluded evidence, 61–62
External evidence sources, 62
Extraverts

description of, 22
introverts vs., 21t, 22–23

The Extreme Presentation method
approach to using PowerPoint tool, 9
common language and framework 

 provided by, 145–146
contradicting other approaches to 

 presentation design, 146–147
fi eld testing of, 12
as iterative process, 9
main insights in this book on, 10t
one-page presentation on, 147fi g
quick review of, 146fi g
scalability of, 145
website information on, 112, 147
See also Presentation design

The Extreme Presentation method steps
 1. audience: identifying communication 

preferences, 8fi g, 19–27
 2. objectives: set specifi c audience 

objectives, 8fi g, 29–34
 3. problem/solution: identify problem 

your audience needs to solve, 8fi g, 9, 
39–55

 4. evidence: list all related information, 
8fi g, 9, 57–62

 5. anecdotes; identify to highlight your 
points, 8fi g, 9

 6. sequencing: of your information to 
tell story, 8fi g, 9, 75–87

 7. graphics: identifying most effective 
elements, 8fi g, 9, 97–105

 8. layout: creating slides for effective 
communication, 8fi g, 9, 107–138fi g

 9. stakeholders: identify potential 
 roadblocks by, 8fi g, 9, 141–142

10. measurement: decide how to  measure 
success of presentation, 8fi g, 9, 
142–143

Extroverts, 21t, 22–23
Eye-tracking research, 95
Eye-tracking test, 98

F
Feedback

Extreme Presentation Method 
 framework for, 145–146

post-presentation online survey of 
 audience, 143

on presentation’s A-B-C’s (attitudes, 
behaviors, credibility), 143

Feelers
description of, 24–25
persuasion of, 64
population percentage of, 64
thinkers vs., 21t, 24–25

Feinberg, S., 90, 98, 125
Feland, J., 90
Fernandez, K. V., 103, 118
Fetherstonhaugh, D., 61
Few, S., 91
Fifi eld, S., 91
Filak, A. T., 105
Finn, A., 37, 103
Fischer, M. H., 125
Five Why’s, 41
Folske, J., 91
Fonts, 102
Ford, G. T., 37
Forking presentations, 86–87
Freedom of Information Act, 71
Freitas, P., 105
Friedrich, J., 61
From-To/Think-Do Matrix

description of, 29
illustrated diagram of, 30fi g
importance of setting objectives 

using, 33
setting effective objectives using, 

31fi g–32

G
Galbraith, M. C., 15
Gallagher, D., 61
Garcia, M. R., 95
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Gigerenzer, G., 42
Ginns, P., 129
Ginsburg, R. B., 121fi g, 122fi g
Gladwell, M., 71
Glick, J., 37
Gold, J., 65
Goldilocks and the Three Bears 

(fairytale), 78
Goldman, B. D., 113
Google Docs, 91
Government Accountability Offi ce 

(GAO), 122, 124fi g
Government/Not-for-Profi t Problem-

Solving Hierarchy, 43fi g–44
Graphics

avoiding use of clip art, 98
deciding whether to combine text 

and, 133
description of, 8
identifying most effective, 8fi g, 9, 97
issues related to using, 89–90
layout combining text and, 132fi g
presentation idiom relationship to, 

92–93t
research on harms of combining voice 

and, 94
research on personality types and, 101
research on superiority over text of, 95
seven bullets of seven words issue of, 

93–94
slide example combining text and, 

132fi g
what kinds to use, 97–98
See also Visual aids

Grimes, T., 98
Guadagno, R. E., 105

H
Halpern, M., 93
Halpern-Miller exchange, 93
Hammer, A. L., 16
Handouts, 114
Hargadon, A., 50
Hashimoto, M., 65
Hastall, M., 97
Hastie, R., 65

Hastings, N., 91
Hatch, J. T., 91
Hegarty, M., 102, 105
“Hide the ball,” 55
Hirono, N., 65
Hoaas, D. J., 91
Hoadley, E. D., 104
Hoel, R. F., 103, 118
Hollands, J. G., 102
Holman, D., 65
Holmes, N., 91
Hopper, J. R., 102
HR Presentation slides

bad example of, 128fi g
good example of, 130fi g–131fi g

Hulme, C., 118
Humor

PowerPoint, 72fi g, 73fi g
safe use of, 72

Hypothetical stories, 68

I
Illusion of control

Conference Room style presentation 
and, 114

extravert audience and, 22
“Impressionistic” chart, 121–122
Index of Learning Styles, 15
Information

layouts for effective communication of, 
8fi g, 9, 107–138fi g

listed as supporting evidence, 8fi g, 9, 
57–62

new and different, 61
S.Co.R.E. cards planning layout of, 

108–109
sequencing your, 8fi g, 9, 75–76, 83–87
See also Evidence

Information Brain-Dump, 57fi g
Information presentations, 46–47
Interactive discussions, 115
Interactivity principle, 115
Internal evidence sources, 62
Introverts

description of, 22
extraverts vs., 21t, 22–23
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Intuitors
description of, 23
sensors vs., 21t, 23–24

Irrelevant color, 103
Irrelevant graphics, 98

J
Jackson, S., 65
Jahng, J. J., 21
Jain, H., 21
James, W. B., 15
Janiszewski, C., 61, 125
Jarvenpaa, S. L., 102, 126
Jensen, D., 90
Jensen, M. S., 91
Johnson, P. M., 138
Johnson, S. B., 2
Judgers

description of, 26
perceivers vs., 21t, 25–27

K
Kahan, S., 65
Kahneman, D., 49
Kalyuga, S., 94
Kaplan, S. E., 102
Kapoun, J., 91
Kask, S., 91
Kay, A., 65
Kazui, H., 65
Kelly, K. J., 103, 118
Kelly, W., 49
Kennedy, A., 120, 121fi g, 122fi g
Kennedy, J. F., 36
Keynote (Apple), 91
Keyton, J., 65
King, W., 94, 105
Kirschner, P. A., 115
Knobloch, S., 95, 97
Knowles, E. S., 64
Koper, R., 118

L
Lai, S.-L., 105
Lauricella, M. A., 103, 118

Layout examples
bad designs, 117fi g, 120fi g
callout box, 127fi g
chartjunk, 125fi g
combining graphics and text, 132fi g
fi nal details, 137fi g
high detail pricing chart, 120fi g
HR presentation—bad, 129fi g
HR presentation—good, 130fi g–131fi g
low detail pricing chart, 119fi g
qualitative details, 124fi g
segmentation—bad, 123fi g
segmentation—good, 123fi g
showing factors converging, 108fi g, 

109fi g
showing screening of ideas, 108fi g
showing two alternatives, 107fi g
slide that passes the squint test, 112fi g
slides that fail the squint test, 111fi g
squint test example, 110fi g
Supreme Court agreement—bad, 121fi g
Supreme Court agreement—good, 

122fi g
Layouts

checklist before drawing slide, 133fi g
checklist for evaluating your slide, 

137fi g
detail to include in, 117fi g–127
effective communication of information 

through, 8fi g, 9, 107
squint testing, 110fi g–112fi g
subscription website offering, 136
See also Presentation design

Learning styles taxonomies, 15
LeFevre, J. A., 81
Lewandowsky, S., 102, 104
Lincoln, A., 54
Little Red Riding Hood (fairytale), 77
Logic

description of, 7
issues related to, 35–38
as not being enough to persuade, 63–64

Lohse, G. L., 103, 118
Lowry, R. B., 91
Lund, O., 102
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M
Mager, R. E., 17
“The Magical Number Seven, Plus or 

Minus Two:” (Miller), 93
Mahoney, M. J., 64
Mallon, B., 65
Mantei, E. J., 91
Markowitsch, H. J., 65
Mathias, A., 105
Mautz, R. D., Jr., 103, 105
Mayer, R. E., 3, 90, 94, 98, 102, 105, 115, 

125, 126, 133
Mazis, M., 60
McCaulley, M. H., 16
McCroskey, J. C., 36, 68, 77
McFarland, R. G., 15
McGaugh, J. L., 65
McLellan, H., 65
McQuarrie, E. F., 90
Measurement

A-B-C’s (attitudes, behaviors, 
 credibility), 143

deciding how to measure presentation 
success, 142–143

post-presentation online survey of 
 audience as, 143

of presentation success, 8fi g, 9
setting presentation objectives for, 8fi g, 

29–38
See also Metrics

Mehrabian, A., 3
Mehrley, R. S., 77
Messages

ensuring that slide layout reinforces, 
110–112fi g

use as few pages as possible to deliver, 116
personalization principle on, 117
See also Communication

Metaphoric story
on Afrikaan language communication, 

68–69
persuasion increased by, 81

Metaphors
concrete vs. abstract, 118
visual, 90

Method of Opposites, 75
Metrics

description of, 8
importance of behavioral objectives 

using, 17
See also Measurement; Objectives

Meyvis, T., 61, 125
Mick, D. G., 90
Miles, E., 95, 105
Military Problem-Solving Hierarchy, 44fi g
Miller, G., 93
Mines, R. O., 91
Minto, B., 77
Montgomery, D. A., 60
Moreno, R., 90, 94, 98, 115, 125
Morgan, S. E., 90, 118
Mori, E., 65
Morrison, J., 90, 104
Morrison, J. B., 105
Moving Mountains (Boettinger), 75
Multiple arguments evidence, 59
Murphy, M., 90, 98, 125
Myers & Briggs Foundation, 64
Myers, I. B., 16
Myers-Briggs Type Indicator (MBTI)

estimating your audience’s personality 
types using, 20

overview of the, 15–16
Myers-Levy, J., 90, 104, 125, 127

N
Nadolski, R. J., 115
Narayanan, N., 105
National Gallery of Art (Washington, 

D.C.), 135
The New Yorker’s Cartoon Bank, 73
New/different information, 61
Niagara Falls (Church), 137–138fi g
Norman, D., 91
Norvig, P., 54

O
Objectives

assessing if you have set the right, 33–34
curse of the “update” presentation, 32–33
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Objectives (Continued)
developing effective, 31–32
examples of good, 32fi g
From-To/Think-Do Matrix for setting, 

29, 30fi g, 31fi g–32, 33
setting specifi c audience, 8fi g, 29
the typical, and wrong, way to set, 29, 

30fi g, 31
See also Metrics

O’Connor, S. D., 120, 121fi g, 122fi g
Ofi r, C., 143
O’Keefe, D. J., 62
One-page memo

creating the, 53–54
on Extreme Presentation Method, 

147fi g
“1000 Good Books,” 73
Opportunities vs. problems, 48–49
Opposing arguments, 60–61
Outling, S., 94, 95, 97

P
Paulson, D., 91
Pearson, M. J., 91
Pechmann, C., 60, 82
Peifer, R., 91
Pennington, N., 65
PeopleSoft, 130fi g–131fi g
Peracchio, S. A., 90, 104, 125, 127
Perceivers

description of, 26
judgers vs., 21t, 25–27
thorough exploration prior to making 

decisions by, 52
Perceptual Learning Styles, 15
Percy, L., 37, 95, 103, 118
Personality types. See Audience 

 personality types
Personalization principle, 115
Persuasion

consistent metaphor as increasing, 81
ethical, 65–66
evidence inherently persuasive, 60
logic alone as not enough for, 63–64
process of solution, 54–55
research on power of detail for, 118
storytelling used for, 65

Persuasive Selling Format (PSF) [P&G], 54
Petty, R. E., 59, 64
Pittenger, D. J., 16
Pogo (cartoon character), 49
Politics

description of, 8
as presentation factor, 15–16

Pollacia, L., 91
Potter, D., 98
“Powerful/powerless” language, 118
PowerPoint

“death-by-,” 89, 147
debate over use of, 90–91
The Extreme Presentation method 

approach to using, 9
presentation idiom solution to using, 

92–93t
research on effectiveness of, 91–92

“PowerPoint Is Evil” (Tufte), 91
Presentation design

assessing current standards for, 2–3
avoid matching it to your own 

 preferences, 16
bad examples of, 4fi g–5
communicating big picture/details 

simultaneously, 26fi g
detail used in, 117fi g–127
how to match audience personality 

types to, 21t–27
seven deadly mistakes of, 5–7
Tufte’s dictum on simplicity of, 120
See also The Extreme Presentation 

method; Layouts
Presentation design mistakes

1. assuming audience has same person-
alities/preferences as you, 5

2. setting presentation objectives in 
terms of your agenda, 5

3. focusing on what you want from your 
audience, 6

4. only including evidence that supports 
your recommendation, 6

5. presenting your information in order 
that makes sense to you, 6

6. using color, sound, and clip art for 
professional look, 6

7. using your slides as prompts, 6–7
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Presentation idioms
alternative between styles in same 

 presentation, 116–117
Ballroom style, 92, 93t, 112–113
Conference Room style, 92–93fi g, 

113–116
confusing the two styles of, 92–93

Presentations
avoid forking your, 86–87
bad advice on creating, 3–4
current challenges facing, 1–2
failure to incorporate good advice in, 7
fi ve essential elements of effective, 7–8
importance of interactivity 

during, 115
information, 46–47
training, 47
update, 32–33, 46fi g–47

Problem-solving
Business Problem-Solving Hierarchy for, 

42fi g–43
Government/Not-for-Profi t Problem-

Solving Hierarchy for, 43fi g–44
Military Problem-Solving Hierarchy 

for, 44fi g
Problems

addressing several small, 45–46
evidence about the, 60
fi nding the right level of analysis for, 

41–44
Five Why’s of, 41
handling very big or serious, 44–45
lack of audience interest in 

discussing, 48
opportunities vs., 48–49
stories or anecdotes directly related 

to, 67–68
See also Solutions

Problem/solution
benefi ts of focusing presentation on, 

40–41
choosing the right, 41–49
crafting your solution, 49–55
identifying audience need for, 8fi g, 

9, 39–40
importance of focusing presentation 

on, 35–36

information or update presentations and 
use of, 46–47

training presentations and use of, 47
Procter & Gamble

one-page memo format used by, 53–54
Persuasive Selling Format (PSF) used by 

sales force of, 54

Q
Qualitative data

description of, 59
good example of details showing, 122, 

124fi g
Quantitative data, 59
Quenk, N. L., 16

R
Ramamurthy, K., 21
Ranking, E. L., 91
Reality Principle

assessing your solution using the, 50
defi nition of, 35, 36–37
gathering data using the, 58
issues related to application of, 37–38
modifying problem focus by applying 

the, 48
Reed, W., 5
Refl ection principle, 115
Reichett, T., 90, 118
Reinard, J. C., 36
Renquist, W. H., 120, 121fi g, 122fi g
Research

on animation, 105
on charts, 102
on color, 103–104
on communication and relevance, 98
on effectiveness of PowerPoint, 91–92
on effects of using visual aids, 90
on harms of combining voice and 

text, 94
on interactivity, 115
on persuasive power of detail, 118
on superiority of graphics over text 

alone, 95
Rhetoric, 7
Ricer, R. E., 105
Ricks, T. E., 91, 126
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“Roadmapping,” 134–136, 137
Robinson, G. J., 72, 77
Rosen, D. L., 103, 118
Rossiter, J. R., 37, 95, 103, 118
Ruel, L., 94, 97

S
Sandler, D. M., 119
Sans serif fonts, 102
Say It With a Story website, 71
Scalia, A., 121fi g, 122fi g
Schumann, D., 64
S.Co.R.E. method

checklist for, 83fi g
deciding what goes on each slide using, 

133–138
description of, 75
how to use the, 80–83
layout planning using the, 108–109
sample S.Co.R.E. story outline on index 

cards, 75–76fi g
testing your S.Co.R.E. cards, 83–86
visual overview of the, 79fi g

Self, B., 90
Self-persuasion, 54–55
Sensors

description of, 23
intuitors vs., 21t, 23–24

September 11, 2001, 42
Sequencing

avoid forking your presentation, 
86–87

of information to tell story, 8fi g, 9, 75
S.Co.R.E. method of, 75–76, 83–87

Serif fonts, 102
Seven Basic Plots, 70t–71, 75
Shah, P., 102
Shaw, G., 79
Shervani, T. A., 15
Short, J., 105
Silverman, L., 65, 71
Simmons, J., 65
Simonson, I., 143
Simpson, C. L., 91
Six-sigma techniques, 41
Skinner, M., 113

Slide examples
Callout Box, 127fi g
chartjunk, 125fi g–126fi g
combining text and graphics, 132fi g
comparing student and scientist 

created, 2–3fi g
HR Presentation-bad, 128fi g
HR Presentation-good, 130fi g–131fi g
pricing chart with high detail, 120fi g
pricing chart with low detail, 119fi g
qualitative details, 124fi g
segmentation-bad, 123fi g
segmentation-good, 123fi g
showing factors converging, 109fi g
Supreme Court Agreement-bad, 

121fi g
Supreme Court Agreement-good, 

122fi g
that fail the squint test, 111fi g
that pass the squint test, 112fi g
with very little detail, 117fi g

Slides
appropriate number for Conference 

Room presentations, 114–115
deciding what goes on each, 

133fi g–138fi g
ensuring that layout reinforces main 

message of, 110–112
fi nal details of, 136fi g–138
how much detail to put in each, 

117–125
“roadmapping” your, 134–136, 137
sequencing your, 8fi g, 9, 75–76, 83–87
squint testing your, 110fi g–112fi g

Slusher, M. P., 59, 118
Slykhuis, D., 90, 98, 125
Smart, G., 65
Smith, D. B., 37
Smith, F. L., 65
Smith, M., 101
The Smoking Gun website, 71
Snyder, T., 45
So, S., 101
Soley, L. C., 118
Solomon, 65
Solutions
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being audience-focused when 
 presenting, 55

ensuring that you have the right, 
50–51

example of evaluating, 51fi g
handling controversial, 52–53
issue of partial, 49–50
issues of including multiple options 

for, 51–52
using one-page memo to present, 53–54, 

147fi g
spectrum of solution contributions, 50fi g
when there isn’t a clear, 54–55
See also Problems

Sopory, P., 68
Souter, D. H., 121fi g, 122fi g
South African metaphoric story, 68–69
Spectrum of Solution Contributions, 50fi g
Speers, J., 91
Spence, I., 102, 104
Squint testing

example of, 110fi g
slides that fail, 111fi g
slides that pass, 112fi g

Staelin, R., 90, 98, 125
Stakeholder Analysis Example, 141fi g
Stakeholders

example of analysis of, 141fi g
identifying potential roadblocks by, 

8fi g, 9, 141–142
Stanton, J. L., 61
“Stealing thunder” tactic, 52, 61
Stevens, J. P., 121fi g, 122fi g
Stiff, J. B., 64
Stories Trainers Tell (Wacker and 

Silverman), 71
Storyboard preparation, 108–109fi g
Storytelling. See Anecdotes (stories)
“Straw poll,” 23
Sumdahl, C., 91
Sundie, J. M., 105
Susskind, J. E., 92
Sutton, R. I., 50
Swasy, J. L., 37
Swelling, J., 94
Szabo, A., 91

T
Tarver, R., 91
Text

deciding whether to combine graphics 
and, 133

how much to include in each slide, 
127–132fi g

layout combining graphics and, 132fi g
research on superiority of graphics 

over, 95
slide example combining text and, 

132fi g
type fonts and size used for, 102
See also Visual aids

Thinkers
description of, 24
feelers vs., 21t, 24–25

Thomas, C., 121fi g, 122fi g
Times New Roman font, 102
The Tipping Point (Gladwell), 71
Training presentations, 47
Transitions, 104–105
Tufte, E. R., 89, 90, 93, 113, 117, 120, 125
Turner, M., 65
Tversky, B., 105
Tybout, A. M., 37, 119
Type fonts, 102
Type size, 102

U
Update presentations

the “curse” of, 32–33
issue of focusing on problems in, 46–47
making them more interesting, 46fi g

V
van Merrienboer, J.J.G., 115
Visual aids

avoiding use of clip art, 98
bullet points, 93–94, 102–103, 111fi g
color, 103–104
research on effects of using, 90
selecting best type of chart, 98–102
seven bullets of seven words issue of, 

93–94
See also Graphics; Text
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Visual metaphors, 90
Vogel, D., 90, 103, 104
Voice-text combinations, 94
Voswinckel, T., 5, 91
The Voyage of Life: Youth (Cole), 135fi g–136

W
Wacker, M., 71
Walker, I., 118
The Wall Street Journal, 71
Webb, B., 65
Websites

CartoonResource, 73
Chart Selector Guide, 101
Edward Tufte, 93
examples of chartjunk, 126
Extreme Presentation, 112, 147
eye-tracking research, 95
Gary Bencivenga, 36
Halpern-Miller exchange, 93
Malcolm Gladwell, 71
The New Yorker’s Cartoon Bank, 73
“On Branding: A Visual Presentation,” 64
PowerPoint debate references, 91
Say It With a Story, 71

Smoking Gun, 71
subscription website offering 

layouts, 136
Weinerth, T., 62
Weissmuller, J., 4–5
Weissmuller, J., Jr., 5
Wetzell, K., 105
Wheildon, C., 102
Wilcox, K. J., 91
Williams, K. D., 52, 82
Willis, T. H., 91
Wired magazine, 91
Witte, K., 35, 42
Wolf, S., 60
Woodside, A. G., 103, 118

X
Xplane Inc., 129

Y
Yellow Pages advertising study, 118
Yu, H., 95, 97

Z
Zillman, D., 95, 97
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