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How to use this book
Topic checklist (Needs Analysis)

Yourself
1
2
3
4
5
6

Time management
Stress management 1
Stress management 2
Personal issues at work
Personality profile
Personality     job     career
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Company culture 1
Company culture 2
Intercultural differences

Communication skills
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Face-to-face communication
Meetings
Presentations 1
Presentations 2
Writing emails and reports
Using social media

Leadership
16
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What makes a good leader?
Management styles
Where managers go wrong
Risk analysis
Crisis management
Change management

Managing a team
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Team roles
Team development
Team leader responsibilities
Team briefings
Recruiting new people

Managing individuals
27
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Coaching 1
Coaching 2
Motivation 1
Motivation 2
Talent management 1
Talent management 2
Managing poor performance
Different kinds of workers

General business strategy
35
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Mission, goals, KPIs
SWOT analysis
Features, USPs and benefits
Market position
Strategic alliances
Business plan

Marketing strategy
41
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Developing products & markets
Marketing mix: 7 Ps
Product life cycle
The leaky sales funnel

Operations strategy
45
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Lean manufacturing
Sourcing and purchasing
Size, costs and efficiency
Innovation

Project management
49
50

Project definition
Project management tools
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Yes Yes, but No

1  I use software like Outlook or Lotus Notes to manage my schedule.
2  I use a paper-based calendar/planner on the wall or on my desk.
3  I keep a To-Do list for tasks, and prioritize items on it.
4  I read emails only at specific times of the day.
5  I know how to manage distractions and interruptions – I can stay focused.
6  I delegate well, especially when under time pressure.
7  I am organized: I keep a clear desk and manage computer files well.
8  I do difficult or important tasks first.
9  I know how to keep a conversation short without offending the other person.

10  I switch between tasks and take short breaks to keep my brain active and fresh.
11  I know that ‘perfect’ is not always possible.
12  I know how to break down large projects into small, achievable tasks.
13  I give myself a small reward (like a piece of chocolate) when I complete a task.
14  I have a secretary who does everything for me.
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Important tasks
(planned)

Critical activities
(sometimes a crisis)

Distractions
(ignore, and if they come 
from other people say ‘no’

politely but fi rmly)

Interruptions
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delegating)

Quick wins Major projects

Fill ins
(do these in your spare 

time — if you have 
any)

Thankless tasks
(avoid)
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Know your audience
Profi le. Who are the audience?
Needs. Why are they here? What
informati on do they need?
Wants. Do they want to be entertained as 
well as informed? If so, what is the best way 
to do that?
Expectati ons. What do they expect in terms 
of content, length and audience interacti on?
Current knowledge. How much background 
and explanati on do you need to provide?
Tip: If possible, try to ‘mingle’ with the
audience before your talk — perhaps at a
coff ee break, or by greeti ng a few people you 
know at the door.  This will help you to get a 
feel for why they are there.

Profi le. Who are the audience?
1 Prepare your content

Don’t try to cover everything. Voltaire said: ‘The secret of being a bore is
to tell all.’
Plan a good starti ng ‘hook’ to really get the att enti on of the audience. 
Don’t start immediately with boring background informati on.
Tell the audience your purpose or conclusion early in the talk. This helps 
them to stay focused and see your supporti ng arguments.
Choose between three and fi ve take-away points. Build your talk around 
these and nothing else.
Plan ti mes during the talk when you will ask for questi ons. This allows 
you to switch to a more conversati onal manner which is oft en more 
authenti c and believable.
Outline acti ons or next steps at the end. 
Plan a strong close, including a summary. Your fi nal words can be a reference 
to your starti ng hook to provide a sense of psychological ‘closure’.
Keep slides simple. Consider cutti  ng bullet points and replacing them 
with strong images and short blocks of text, ‘billboard style’. Make sure 
that charts are easy to understand, and don’t forget to label both axes.
The informati on on the slide should add value or summarize — it is not 
just text to read aloud.
Once you have prepared the talk, practi se. The aim is to talk note-free.

Don’t try to cover everything. Voltaire said: ‘The secret of being a bore is
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Deliver confi dently
Just before you start talking, give yourself a 
moment of silence and peace. Look around 
the audience, make eye contact, smile.
Speak more slowly than usual, and pause 
oft en for dramati c eff ect.
Pause aft er every new slide to give people a 
chance to look for themselves fi rst.
Connect physically with the audience — move 
around.
Make occasional longer eye contact rather 
than always scanning the crowd.
Be passionate. Show you really care about 
what you are saying.
Be yourself. Don’t try too hard. Relax. Breathe.
If you feel nervous or forget your words, 
drink some water, or just pause. The audience 
will be glad of a few quiet moments to think.

ust before you start talking, give yourself a 
3

Control the environment
Have a back-up plan. What happens if the live internet connecti on
doesn’t work?
Get to the room early. Check the seati ng arrangement, space, whether 
there is water for you, etc. Check that the equipment is working and that 
someone can call a technician at short noti ce.
In your introducti on, let the audience know when they can ask questi ons.
Consider using a blank screen between slides  (in Powerpoint press B  for 
black or W for white) — it puts the att enti on back to you.
Finish on ti me, or a few minutes early. Last impressions are as important 
as fi rst ones.

Have a back-up plan. What happens if the live internet connecti on
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Low price / low value. Some companies compete on very low prices 
alone. To succeed in this sector of the market you need low costs and 
high effi  ciency internally, and high sales volumes.
Cost leader. Prices are kept low, products are basic but acceptable, and 
volumes can be very high.
Value-for-money. These companies off er good products at a fair price. 
This combinati on builds customer loyalty. Many companies try to
compete in this segment of the market.
Strong brand. Value is seen by the customer as being high. Prices are 
mid-range, and acceptable to a large number of people. Many
companies try to compete in this segment of the market.

Designer products. Value is seen as high because the product is very 
fashionable, and prices are high.
Exclusive products. Some companies charge a very high price without 
having the product quality to justi fy it. This can only succeed for
products with an exclusive image that are bought mainly for that image.
Monopoly. In a market where one company dominates through having 
a unique product, it is possible to charge a high price without adding 
value.
Mid price / low value. This strategy is rare. An example might be a 
low-value commodity like water, where customers are willing to pay a 
medium price for bott led rather than tap water.

PHOTOCOPIABLE

For students: www.BEhereBEthere.com        For teachers: www.PaulEmmerson.com



PHOTOCOPIABLE

For students: www.BEhereBEthere.com        For teachers: www.PaulEmmerson.com



Formats

The book is available as:

Spiral-bound book                                 ISBN 978-1-908722-00-3
PDF (black and white)                           ISBN 978-1-908722-01-0
PDF (colour)                                            ISBN 978-1-908722-02-7

Visit the Store at www.PaulEmmerson.com to purchase the diff erent formats. Discounts are 
off ered for purchasing multi ple formats.

The pdf versions have a password to open the fi le. If you forget it, contact Paul Emmerson via his 
site and he will resend it aft er fi rst checking that you purchased the product legally.

All those who purchase the pdf version of the book via www.PaulEmmerson.com will be emailed 
with minor updates every few years. These will be free.

Formats for students

The book is also available in a Student Editi on. This editi on cuts out the ‘Vocabulary
Development’, ‘Discuss’ and ‘Follow up’ secti ons and replaces them with a bi-lingual glossary. 
It is available in several formats and languages. For more informati on, please ask your students
to visit www.BEhereBEthere.com
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