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IV. CLO S E : CA LL T O A C T IO N
 Ask for an appointment time to give them a longer, more in-depth presentation.

III. C O NCL US IO N
 Wrap up. (Allude to a couple of strong points you
wish to discuss in detail if given additional time.)

II. BO D Y
 Talking point #1
 Talking point #2
 Talking point #3

I. I N TR O DU CT IO N
 Grab the listener’s attention
 Tell them where you are going

BLANK ELEVATOR SPEECH SHORT OUTLINE FORM (4X6 CARD)
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START BRAINSTORMING YOUR ARGUMENTS
What does your message mean to your listeners? Will you save
them time? Can you save them money? Can you preserve their
mental sanity? Can you offer them security? Will you make life
for them more fun? Will your product or service be easy to
use? Answering your listener’s unspoken question, “What
does this mean to me?” in particular will help you really think
through your ideas and craft a great case.
It might help if you actually tackle this exercise with pen and
paper. What follows are three generic lists that correspond to the
three main points in the body of your speech to get you started.
Note: Don’t be too quick to throw out an idea for an argument. Sometimes you have to talk through it to discover
the nugget!

Possible “Why you?” Argument Case Point Ideas
Why do they need someone with your __________? Fill in the
blank with each of the following items. Then write an explanation of what that will mean for your listener or prospect.
(Example: Experience—My ten years of experience can save
you a great deal of mental sanity because I can troubleshoot
challenging situations for you before they become problems.)
69

1. Education

N
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2. Tenacity

3. Attention to detail

4. Experience

5. Sphere of influence

6. Track record

7. Enthusiasm

8. Leadership

Add in your own ideas here . . .
9.

70

10.

Review your answers. Do they pass the “So what?” test?
Does each answer explain, “What this means to you is . . .”?
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Would you be interested if you heard this case point? Can you
prove it?

Possible “Why your company?” Argument Case Point Ideas
Why do they need your company’s __________? Fill in the
blank with each of the following items. Then write an explanation of what that will mean for your listener or prospect.
(Example: Location/Local servicing— Our local servicing can
save you a great deal of time because you don’t have to wait for
your orders to be fulfilled from distant locations. You can
walk right in to our store and meet with the people you need
to speak with face-to-face.)

1. Longevity in the market

2. Location/Local servicing

3. Technology

4. Customer service

5. Flexibility
71

6. Commitment to excellence
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7. Commitment to the environment

8. Low rates

Add in your own ideas here . . .
9.

10.

Review your answers. Do they pass the “So what?” test? Does
each answer explain, “What this means to you is . . .”? Would
you be interested if you heard this case point? Can you prove it?

Possible “Why now?” Argument Case Point Ideas

72

Why do they need you, your company, your product, your service, or your solution right now? Fill in the blank with each of
the following items. Then write an explanation of what that
will mean for your listener or prospect. (Example: Special promotional discount available right now— If you opt in to our
new program in the next thirty days, you will receive a 25
percent discount on all of your purchases in the next year.)

1. Special discounts
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2. Seasonal needs

3. Changing market conditions

4. Need for a fresh start with someone new

5. Better security

Add in your own ideas here . . .
6.

7.

8.

Review your answers. Do they pass the “So what?” test? Does
each answer explain, “What this means to you is . . .”? Would
you be interested if you heard this case point? Can you prove it?

73

Select One Argument for Each Talking Point
When you’re finished, remember that you’re crafting an elevator speech, so you can’t include all of these great case points

N
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right now. Choose one argument from each of the three
general lists that applies to your specific situation. You
can use the other points when you make your next long presentation.

Why you?

Why your company?

74

Why now?

What you are left with are your three well-crafted points for
the body of your three-minute elevator speech. Well done!
Remember, your talking points will change and morph
depending on your audience. For example, if you are speaking
to an existing contact or client, they already know you, so you
most likely wouldn’t use “Why me?” or “Why my company?”
or “Why now?” In this case, you might say something like
this:
“Mr. Jones, here’s where we were last year. Here’s where we
are now. Here’s our case for your future.”
Different scenarios will require that you answer different
questions in your three-minute elevator speech. I offer these
general talking points to help you brainstorm how you will
create your own persuasive arguments. Remember, this is your
message. You should craft a case that is customized for you
and your circumstances.
S M A L L M E S S AG E , B I G I M PAC T
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The Six Point Star method provides nonverbal cues to
the audience that you are transitioning from one idea or
concept to another. It helps you, as the presenter, stay on
track with your talk and keep your story moving progressively forward. Give it a try.

Note: Of course, the Six Point Star method applies when
you are making a group presentation. You would look
pretty silly if you did this in someone’s cramped office or
in the middle of a cocktail party.
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P R E S E N TAT I O N O P P O R T U N I T Y
G E N E R A L I N F O R M AT I O N F O R M
I. WHAT IS THE GOAL (OR INTENTION) OF YOUR PRESENTATION?

II. A UDI ENC E A NA LY SI S I NF O RM AT IO N

Y Who are the listeners?
Y Audience size?
Y Average age of group?
Y Male-female ratio?
Y Attitude of audience?
Y How informed is the audience?
III. LO GI STI C A L I NF O RMATI O N

Y Facility
Y Visual aid options
Y Time allotted for presentation
Y Who speaks before/after you
IV. WHAT IS THE BEST WAY TO CLOSE IN THIS SITUATION?
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D R A F T I N G Y O U R E L E VAT O R S P E E C H
LONG OUTLINE WORKSHEET
I . I NTRO DUC TI O N: (Attention Step)
a. Grab the listener’s attention: (Establish a friendly feeling and arouse
audience curiosity.)
b. Tell the listener where you are going:

II. BODY
1. Talking Point #1 (Ex. Why Me?)
a. Argument: (Need Step)
b. Proof and/or illustration: (Satisfaction Step)
c. So what? What this means to you is . . . (Visualization Step)
2. Talking Point #2 (Ex. Why My Organization/Company?)
a. Argument: (Need Step)
b. Proof and/or illustration: (Satisfaction Step)
c. So what? What this means to you is . . . (Visualization Step)
3. Talking Point #3 (Ex. Why Now?)
a. Argument: (Need Step)
b. Proof and/or illustration: (Satisfaction Step)
c. So what? What this means to you is . . . (Visualization Step)

III. CONCLUSION: WRAP UP (TRANSITION INTO ACTION STEP)

Y Reiterate the three points (Conclude the Visualization Step.)
Y Optional: Suggest a couple of intriguing topics that you can discuss with the
listener in your next appointment. (Give them a reason to want to hear more.)

I V. C LO SE: C A LL TO A C TI O N (Action Step)
a. Make your offer of service. State what you want to happen as a result of
your elevator speech. (For example: “It is my goal to learn more about
your needs and how I might be of service to your company, so that we
might work together in some capacity long term.”) This serves as a soft
transition to your close.

b. Ask for the next appointment time, referral, lead, introduction, next step,
opportunity, or whatever will help you initiate the Elevator Speech Effect.
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S A M P L E E L E VAT O R S P E E C H O U T L I N E
(LONG VERSION)
I . I NTRO DUC TI O N:

(Attention Step)

a. Grab the listener’s attention:

Good morning . . . Imagine yourself in the following scenario.
You have been tasked with writing an article for your company
newsletter. After hours of frustrating attempts, your computer screen and notepad are still blank. You’re not feeling
creative. The deadline is approaching. Your writer’s block is
costing you time and money. What are you going to do? Maybe
this scenario isn’t so imaginary. If this example is your
reality now or possibly in the future, you don’t have to go it
alone. My name is Kari B. and I might be the solution to your
challenge.
b. Tell the listener where you are going:

You might not know that people like me exist. I am a freelance
writer with the ability to pen everything from memos and white
papers to marketing materials and feature profiles. During
the next few minutes, I’d like to tell you how I can give you
peace of mind, save you time, and save you money by using my
skills to be your professional writer.
I I . B O DY

1. Why Me?
a. Argument:

I can provide you with peace of mind in challenging situations.
(Need Step) Have you ever had one of those moments when you
knew exactly what you wanted to say but couldn’t find the
words? (Satisfaction Step) That’s where I come in. I have the
skills to listen and put your ideas into written form. (Visualization Step) When you partner with me, you will get accurate
and authentic messaging as if you had written it yourself.
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b. Proof and/or illustration:

I am an experienced professional with a degree in journalism. I
have specialized in writing and editing.
c. So what?

What this means to you is, again, peace of mind. No longer will
you have to stress out over getting your point across or a
looming deadline for a written project. My job is to make you
look good.
2. Why My Organization/Company?
a. Argument:

I can save you time. As I work on a contract basis, you will
be able to funnel assignments to me on your schedule and
at your convenience, freeing you up to concentrate on other
tasks.
b. Proof and/or illustration:

How do I do this? I have 18 years of experience in newsrooms,
where I learned to write fast and accurately. My freelance
clients often depend on me to produce materials in as little as
48 to 72 hours.
c. So what?

What this means to you is that instead of investing hours
in a written project, you can set aside just a few minutes
to share your thoughts with me, and then I will have the
information I need to proceed, leaving you to move on to other
important matters.
3. Why Now?
a. Argument:

In today’s challenging economy, I can save you money by
working as an independent contractor.
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b. Proof and/or illustration:

My business model is designed to fill in the missing puzzle
piece in your company. I offer a competitive rate and have
saved many organizations the headache of hiring and training
an in-house staff writer.
c. So what?

What this means to you is . . . I can save you the investment
of a full-time employee, and give you the opportunity to use
that money elsewhere in your business.
I . C O NC LUSI O N: W RA P UP

(Transition Into Action Step)

So, the next time you are faced with a deadline, or before you
get writer’s block, I hope you’ll pick up the phone and call me
first. You don’t have to “go it alone.” Maybe I can help you
with that newsletter article. I can offer you peace of mind,
save you time, and maybe even save you some money.
I I . CLO SE: C A LL TO A C TI O N

(Action Step)

Y What do you want to happen as a result of your elevator
speech?

It’s my goal to be the writer you choose to work with on your
projects.
Y Ask for the next appointment time, referral, lead, introduction,
next step, opportunity, or whatever will help you initiate the
Elevator Speech Effect.

Please come see me after the meeting today and let’s set
up an appointment to discuss your needs and how I might
be of service. When we get together, I will also give you this
complimentary tip sheet on the “Top 10 Reasons to Write a
White Paper in Today’s Market.” Thank you for sharing your
time with me today.
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S A M P L E E L E VAT O R S P E E C H O U T L I N E
SHORT VERSION (4X6 CARD)

IV. C LO SE: C AL L T O AC T IO N
 Ask for Next Appointment. Offer the complimentary tip sheet on the “Top 10 Reasons to Write a White
Paper in Today’s Market.”

III. CO NC LU SIO N
 Wrap-up—Reiterate the three points: You don’t have to go it alone. Maybe I can help you with that
newsletter article. I can offer you peace of mind, save you time, and maybe even save you some money.

II. B O DY
 Talking Point #1: Why Me? Argument: Give you peace of mind in challenging situations. When you partner
with me, you will get accurate and authentic messaging as if you had written it yourself.
 Talking Point #2: Why My Organization/Company? Argument: Save you time. As I work on a contract
basis, you will be able to funnel assignments to me on your schedule and at your convenience, freeing you
up to concentrate on other tasks.
4ALKING0OINTÔWhy Now? Argument: In today’s challenging economy, I can save you money by working
as an independent contractor.

I . INTR O DUC TION
 Grab the listener’s attention: Scenario. Your writer’s block is costing you time and money. What are you
going to do?
 Tell them where you are going: I am a freelance writer with the ability to pen everything from memos and
white papers to marketing materials and feature profiles. Today, I want to briefly share with you how I
can . . .

158

TM

Small Message, Big Impact

Available for download at www.smallmessagebigimpact.com

9781591845485_SmallMessage_TX_p1-220.indd 170

6/6/12 8:57 AM

appendix

What follows is a blank copy of each of the forms listed below:








Blank Elevator Speech Short Outline Form (chapter 3)
Six Point Star Method Diagram (chapter 7)
Presentation Opportunity General Information Form
(chapter 8)
Drafting Your Elevator Speech Long Outline Worksheet (chapter 10)
Speech Evaluation Form (chapter 11)
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A special nugget for our readers! In addition to the blank
forms in this appendix, you can access a larger version of each
document by going to www.smallmessagebigimpact.com.
From the home page, click on the stopwatch/butterfly
icon in the upper right-hand corner. This will take you to the
“Small Message, Big Impact Free Downloads” page. To receive
the access code for the “Small Message, Big Impact Free
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Downloads,” please enter your e-mail address in the simple
registration form. This will automatically add you to a subscribers’ list to receive the complimentary Presenters Post
quarterly e-newsletter, and you will be sent the special access
code for the “Small Message, Big Impact Free Downloads”
page via return e-mail.
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afterword
Harvey Mackay,
Seven-time New York Times bestselling author,
including the number one Swim with the Sharks
Without Being Eaten Alive

I will recommend this book to almost everyone I know—with
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the exception of my competitors. And the reason is so simple:
Armed with Small Message, Big Impact, you are better
equipped to meet the challenges of communicating persuasively in our fast-moving, highly competitive culture. This
book, much like the Elevator Speech Effect it heralds, has the
power to make the road you travel easier, save you time, and
help make your interactions more effective.
With this book, Terri has shown people a better, more efficient way to share their ideas with the world. What a gift!
Think about it: We all bear the very real burden of having to
say what we need to say quickly and creatively. We compete
for the time and attention of decision makers, and none of us
wants to sound like a hyped-up, clichéd infomercial. At the
same time, we don’t want to dump data in the laps of our audience. We want to share our messages persuasively and sincerely
and with enough ingenuity to spur our listeners to action. As
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Terri deftly demonstrates, we can’t generate results with canned
phrases and dreary jargon. It just won’t happen. Our messages
must be our own, woven together with everything from personal stories and humor to solid arguments and signature
style.
Terri says, “Really outstanding speakers typically meet three
benchmarks— case, creativity, and delivery.” I especially recommend her insights on creativity. In chapter 54 of my new
book, The Mackay MBA of Selling in the Real World, I urge
readers to get creative and “Think Big to Sell Big,” describing a
number of memorable ways people have closed deals. Terri
picks up where I left off, which is what each of those folks said
to their prospect to spur them to action. A clever gimmick
might get your foot in the door, but a solid, brief elevator speech
is what you need once you’re inside. She reminds us that true
creativity never comes easily and can’t be borrowed from someone else’s experience. You must mine your own life for “stories,
anecdotes, humor, and thought-provoking illustrations to keep
your message fresh, unique, and different.” The creative process
requires a delicate balance of caution and risk as well as the
ability to step back and make sure what you’re saying is relevant to your audience.
Sound easy? Far from it, and Terri, a colleague and friend I
have known for years, would be the fi rst to agree. Her own
road to success has been a long one and certainly has included
hills and valleys. Bringing her latest work to fruition is a good
example. After completing Small Message, Big Impact, Terri
worked hard to fi nd a publisher, a difficult task on a good day.
But throughout the starts and stops, she continued to add and
revise and improve the book, never shying away from the hard
work of staying true to her intention. Eventually, she settled on

AFTERWORD
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a limited release of the book in mid 2011 with a small independent press, eager to get it into the hands of clients and others who might find it helpful.
The response was tremendous and Small Message, Big Impact
became a national bestseller. Since then, she has sparked the
interest of major book publishers in New York as an author to
watch, one with a relevant voice that appeals to the needs of real
people. They took notice of her youthful energy and competence and her ability to bridge the gaps of age and industry to
impart wisdom gleaned from years in the trenches. Small Message was quickly picked up by Penguin/Portfolio, which led to
the version in your hands today. It’s a terrific modern-day success story, one that proves my theory that a “Big Shot” is just a
“Little Shot” who keeps shooting!
This book is written by someone with a genuine desire to
help others succeed. I’ve known Terri for a long time, and I am
a big fan of her work. Her clients rave that she is a smart
woman with a huge heart, and truly helps people craft authentic messaging. As a professional speaker, I can vouch for the
wisdom she shares. The way she presents information makes it
easy to absorb. In fact, each of the chapters becomes a bit like
an elevator speech on its own, because Terri takes just the right
amount of time to get the ideas across. Bottom line, her methods work. I have watched her in action and witnessed her sales
presentation training firsthand. She’s the real deal, and I am
proud of her.
Simply put, Small Message, Big Impact teaches the invaluable skill of how to develop brief, concise talking points for a
variety of situations, both planned and spontaneous. It holds
the key to learning how to communicate ideas persuasively
and in less time, to generate the outcomes you desire. The
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clock is ticking. Get going on your elevator speech that pushes
all the right buttons!
Mackay’s Moral: A great elevator speech strategy can take you
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all the way to the top.
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