
 

1 

Chapter 1.   It’s Time to Shop! 

o money is required, but there are four basic 

concepts that are the very foundation of incredible 

and credible presentations. If you think of your 

message as a product, something you ask your audience to 

buy,  it’s important that you buy (accept) the practicality of 

these ideas in order to fully embrace your power as 

Messenger.  

I will examine each in more detail throughout the book, but 

here is a quick sweep of what I believe is important to buy 

before you check out.  

Concept Number One  

People buy you…  
before they buy your product. 

Say it with me: People buy you (or don’t) before they buy (or 

not) whatever it is that you’re pitching.  

No matter where you are, what you’re selling, or who you 

are selling it to, you are being judged, scrutinized and 

assessed first.  
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Never was this more crystal clear than when I met with a 

cosmetic salesperson who wore no cosmetics herself! She 

was an independent rep for an online company and the bulk 

of her sales were done through in-home demonstrations. She 

was struggling with low sales and asked that I observe her 

in action.  

When I pointed out that she wore no make-up, she 

exclaimed, Is that important?  I don’t know about you, but 

I would be hesitant to buy anything from someone who did 

not use it personally. 

Your product  may be a thought, an idea, concept, project 

or, get this – it may be a tangible product like a toaster – but 

you are the seller. As such, you want other people (buyer = 

audience) to not just hear words coming out of your mouth, 

but hear what you mean.  

You are the packaging by which your product (the message) 

is sold. 

This is the most important concept for us to agree on. It’s the 

one on which all the others are based. If you don’t believe 

that you are a vital component in the reception, rejection and 

perceived value of the message, you are kidding yourself. 

Regardless of the industry, venue, audience size or type, you 

have incredible potential that should not be over-looked, 

trivialized or under-used.  
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I’ve had clients push back (something which I welcome 

whole-heartedly) with the following arguments: Can’t I 

simply present the facts?  Can’t I just say what I mean?  
Won’t my passion or knowledge come through naturally?   

Maybe and maybe not.  

Let’s say that your job requires you to present weekly 

updates in interdepartmental meetings. Yes, this is a 

presentation and may be more important than you think. 

Sometimes, there just doesn’t seem to be much going on.  

Roger, over there, makes his department sound like the very 

hub of activity every single week, while you struggle with 

the monotonous details of a long-term project. Sometimes, 

you cut and paste  from last week’s presentation, which 

works fine. It’s a only status report. Who cares?  

Where is all that natural passion that is supposed to infuse 

your delivery? How are you to sound interesting if you 

don’t find it fundamentally compelling or important? 

Let’s talk about who cares when Roger’s department gets the 

funding and yours doesn’t. How about Roger’s raise and 

promotion? The one you wanted.  

Could it be that Roger’s dynamic storytelling skills 

influenced the boss’s decisions? I’ll bet it seems important 

now.  
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Perhaps sounding calm and professional is your challenge. 

You are so emotionally invested in your product that you 

find yourself overwhelmed, angry or falling into a puddle of 

tears. Putting your thoughts together in any sort of 

organized manner is a struggle.  

Can’t you just say what you mean?  

I don’t know. Can you?  

As the seller of a message, you want to mimic the merchant 

who cultivates satisfied customers. The merchant keeps his 

customers happy by creating an environment, product and 

message centered on one basic premise: You are important to 

me.  

A successful presenter has the same objectives.  

People buy you before they buy your product  is a simple 

way of saying that people determine credibility of the 

speaker first.  

How much value you possess as a trusted resource depends 

on how you answer the question, Why should an audience 

listen to me?  and more importantly, Why should they 

believe me?   

People may associate a higher value with the product 

(message) based on your perceived value as the seller. 

Notice I said perceived  value. That is because in the 



It’s Time to Shop! 

5 

communication world, perception is everything. Perception 

of the truth is the truth.  

Have you noticed the high number of infomercials that use 

pitch people (sellers) with foreign accents? This is an 

intentional choice dictated by research and company 

cultures. 

Typically, the accents used in these kinds of commercials are 

British and, more recently, Australian.2 Pronunciation and 

enunciation are crisp and clean so words are easily 

understood and there can be no association to any particular 

area of the United States. Immediately, someone with this 

foreign, exotic accent is thought to be more credible and the 

dialect is an immediate attention-getter.  

Numerous factors contribute to the acceptability of the 

speaker. Don’t get me started on the perceived physical 

perfection of television anchors, hosts or pitch people. (I said 

perceived. )  

While this is not true 100% of the time (there’s Larry King, 

who started on radio by the way), extensive testing and 

manipulation are often performed to achieve the particular 

                                                      
2 Other accents may sound sexy or exotic, but are not quite so melodic 

to an American ear. 
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look and presentation style that increases viewer trust and 

reception.  

Are you getting the idea that there is more to this 

communication game than meets the eye? Or perhaps, what 

meets the eye is most important? We’ll talk more about that 

soon.  

Concept Number Two 

Many people do not hear what you mean,  

they hear what they think… 

 

This is why it is extremely important to be crystal clear 

about your intention and manner, because what they hear  

is highly influenced by personal points of reference.  
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As the drawing illustrates, someone waiting to hear about 

their own promotion will not be excited by your news of 

such, even if they are being given a new assignment.  

The man who’s off to play golf only heard what he wanted 

to hear – the boss is away, so on Friday I play! 

Even a child knows not to ask Mom for a treat when she is 

angry. She’s more likely to say no.   

The same theory applies in professional communications. 

However, you may not have the benefit of determining the 

right time and place to make your presentation. This does 

not mean you stop communicating.  

Other culprits blur the lines of communication, as well.  

 Shrinking attention span. As digital options grow, 

the average attention span shrinks. Anyone who is 

texting, listening to music, reading or otherwise 

engaged while you are speaking cannot possibly 

appreciate nuance and innuendo.3   

 Likeability. Think of one of your personal trusted 

advisors, someone you truly respect and regard as 

trustworthy. I predict this is someone you think 

                                                      
3 Here is an excellent article on multi-tasking and its effect on message 

comprehension, posted on the Colorado State University’s website 
called Students Think They Can Multitask. Here’s Proof They Can’t.   
bit.ly/studentscantmultitask  
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highly of and, yes, like. How many people do you 

dislike and trust? Likeability and acceptance go hand 

in hand.  

 The Master Translator. This person rarely takes any 

message at face value. They do not easily trust and 

therefore they spend more energy trying to figure 

out what the speaker is really trying to say and less 

time on the message itself.  

Concept Number Two may seem insurmountable, but 

embracing any challenge provides a platform for options. 

We will go into these options soon. 

Concept Number Three 

“What feels right, must be right…Right?” NOT! 

Anything, and I mean anything, can feel normal and 

comfortable, if done enough. Just ask that woman in the 6  

heels who swears she can’t leave home without them. You 

may be taking all kinds of distracting tics and habits onto the 

stage or into the conference room simply because they feel 

normal.  

I’ve seen speakers pick their teeth, nose and clothing, click 

their nails, blink furiously, never blink, cry, snort, squeak 

and more, never realizing for a second how distracting, 

confusing and annoying that particular habit may be to the 

audience!  
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It felt good to them or, worse, it felt like nothing at all, so 

they didn’t realize they were doing it. And those are just the 

unconscious moves.  

I’ve seen, and you probably have as well, speakers who 

make conscious choices they believe are effective. It feels like 

the right thing to do, but from the vantage point of the 

audience member, it is not. Examples are screaming, reading 

note cards verbatim, pacing back and forth, gripping both 

sides of a podium, etc. 

There is always a period of adjustment as you un-learn some 

old tricks and try new ones. That means a certain amount of 

discomfort.  

I cannot promise you, nor should anyone else, that 

overcoming performance anxiety is easy or comfortable. 

That idea is right up there with the one pill to make you 

magically lose all your excess weight without exercise or 

diet!  

Hmm… Maximizing your presence into great presentations 

doesn’t work that way and the magic weight loss pill doesn’t 
exist. If it did, we’d all be on television and we’d all be 

skinny.  

But I can promise you this. Spend enough time outside of 

your comfort zone and even new skills can and will begin to 

feel… Yes, comfortable!  
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If we are truly successful, you will find that a period of 

adjustment brings you closer to what is more natural and 

genuine in the first place.  

I have often worked with people who had suppressed their 

natural impulses in a misguided decision to mimic someone 

else. In our work, they discover that the very impulse they 

had avoided is the very thing they return to. They opened 

their presence.  

This brings me to our 4th buy-in, and probably one of the 

most important to embrace.  

Concept Number Four 

No one, and I mean no one,  

sees himself or herself objectively. 

It is fundamentally impossible. You also cannot see yourself 

as others see you and guess what? How others see you 

varies greatly! Acckkkk! So what’s a person to do?  

All is not lost. I said you didn’t see yourself objectively. 

However, you can gain objectivity and it is important that 

you do. This goes a long way in making better choices, 

possibly more natural and genuine choices, which get you 

seen and heard.  
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Before we move on, here’s a quick recap: 

1. People buy you before they buy what you’re selling. 

2. People may not hear  what you say; but hear what 

they think you said based on their position, mood or 

desire. 

3. If it feels good, it’s probably an old habit and it’s time 

to try something new! 

4. People do not see themselves objectively.  

Throughout this book, I will refer to these concepts, 

exploring the depth and breadth of their validity and your 

options. Let’s begin with a closer examination though of 3 

and 4. 

 


