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SECTION 1

Who We Are, What We Do, Why We Care

Prestige Leadership Advisors provides professional coaching where you will
learn to speak and perform powerfully in front of any size group or just one on
one whether you are in front of a microphone, camera or live audience. Private
and group workshops involve Public Speaking & Effective Presentation
Coaching, On Camera Coaching, Media & Press Communications, TV & Radio
Guest/Host Training.... and more.

In our formal, comprehensive and customized training, you will achieve
competency in preparing, organizing and delivering a dynamic speech or
presentation to any size group for any purpose, shine with confidence and
authority on radio or TV and do so without the nervousness you might expect.

Prestige Leadership Advisors coaching programs bolsters and maintains a
leader‘s ability and skill to communicate powerfully and effectively whether
addressing a large or small audience, in front of a camera, microphone or
radio and TV interviewer. Our clients are individually coached to meet and
exceed the realistic world he or she needing to have a positive command over
after he or she completes the program.

We are coaching leaders that will master the art of communication with
passion, sincerity, authority, confidence and trustworthiness.

The following professionals benefit greatly from these customized programs:
Attorneys, Company Owners & Executives, Political Candidates, Public
Servants, Negotiators, Trainers & Consultants, Fundraisers, PR Specialists,
Civic Group Members, Media Personnel, Spokespersons, Performing Artists,
Entrepreneurs

The first step is a complimentary interview or what I call a "pinpoint
diagnostic" to determine the exact steps for that individual and their goals.
Yours is available now.

One last point: We truly love our work. It is an exciting and wonderful joy to
encounter clients moving through our programs with such extraordinary,
positive transformation and improvement not only in their careers but in their
personal lives. Well think about it. When you devote your energies to creating
dynamic speakers and effective leaders, you know you are making a marked
and valuable difference in the world, as do our clients.
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SECTION 2

Public Speaking Purposes To Consider Before
You Address An Audience

There are key distinct purposes to consider in preparing any speech or
presentation. These must be decided on and organized from when planning
your presentation. Each purpose dictates how you organize your speech and
deliver it. They are:

To inform is information and briefing-oriented material and should be
prepared not to overload the audience but to demonstrate key points and
show examples and illustrations of the points you are making.

To persuade or reassure is where you are more inclined to direct your
audience to buy into some product or service or even just an idea you want to
sell. Seminar promotion and prospecting falls into this category.

To call to action involves inspiration and motivation to move an audience
to do something or get involved. fund raising, political activism or volunteering
activities fall into this category.

To entertain is for sheer audience enjoyment. This purpose of course is
used in conjunction with the prior three purposes, and it should be, to lighten
the presentation with humor and lightheartedness. Celebrity roasts or toasts
at special events are examples.

Keep these key purposes in mind when you are conceiving a presentation or
speech. It will also help you to decide on what would be the best purpose to
use for the audience you are intending to address.
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SECTION 3

A Commentary on Stage Presence

“GET YOURSELF IN FRONT OF AS MANY PEOPLE AS POSSIBLE. PREPARE,  
ORGANIZE AND DELIVER A PRESENTATION OF ANY KIND, OF ANY LENGTH,  

FOR ANY PURPOSE, AS OFTEN AS POSSIBLE.”
− Joe Yazbeck

I discovered the above principle to be a workable and proven fact.

In addition to delivering a speech or presentation to a specific audience, client
or prospect, you will find that you can also assemble a few co-workers or
friends or colleagues and deliver to them an idea you have and sell them on
that idea. Deliver a talk to your family on the vital importance of honest
communication as a family member.

Just present! Give speeches! Deliver a short fundraising speech at your
church. Perhaps a civic group needs a keynote address or a local scout troop
needs a 15-minute talk on self-confidence or efficiency. Present to people!
Deliver a speech no matter how short or long, no matter what audience size or
for whatever reason....present often!

Each circumstance and opportunity you have to present enables you to refine,
improve and evolve your skill as a speaker. And guess what!! You will find
yourself more comfortable, confident and certain in front of that group, camera, 
microphone or client or prospect. Notice people. Really look at them. Go where 
there are lots of people moving around, standing in line at a bank or bus stop or 
congregating at a mall or downtown. Just be there in the environment until you 
feel relaxed and comfortable in the space where many people are. Do this as many 
times as possible. It will make a difference in your comfort level every time you 
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are more willing to experience groups of people. It is the tolerance of having 
people in and around you, the acceptance level of having others in your space and 
the space you create and own that determines your ability to totally "be there" in 
front of any audience of any size. How "there" are you?

Here is a great exercise. Go to a movie theater before the audience fills up-15-
20 minutes before the show starts, and stand with your back to the screen
facing the audience as more and more people occupy the seats. This is a great
drill to do to, step by step, to gradually overcome nervousness and stage
fright. You might find when you start and continue this, your heart beats 3
times as fast, and your eyes are twitching and beads of sweat are dripping
from your fingertips and you are thinking to yourself “I feel stupid” or “what
happens when the guy with the flashlight asks me what I am doing here” Well
the answer to that is obviously “ I am just being here because I belong any
where I am or decide to be”. Really, do you need a license or approval to be
anywhere? I have had my students realize, after this drill was over, that they
felt noticeably more comfortable, less nervous and introverted and more
“there” as they continued the exercise and repeated it more and more.

Stage presence also has everything to do with your attitude toward your
audience or client you are presenting to. Make them feel at home and include
people in your space. The famous fireside chats by President Roosevelt, back
in the forties, aroused and united through radio presentations a nation during
a crises time period. The nation felt that the president was talking to them
individually, not yelling bombastic political rubbish, as was the case with
Herbert Hoover during the depression.

Your natural, interested, extroverted and expressive manner will create and
positively attract an audience, client or prospect that really gets your message
and will commit to the purpose of your presentation. Now, that is stage
presence.

© Copyright 2011 Prestige Leadership Advisors, Joe Yazbeck. All rights reserved.



SECTION 4

Seven Primary Presentation Blunders to Avoid

1. An Unclear Purpose: Make sure you have a clear understanding of
“why” you are there speaking. Refer to the earlier article on “Public
Speaking Purposes to Consider Before You Address an Audience.”

2. Failing to Meet Audience Needs: Know your audience. Gather enough
information on who is attending so that you are paralleling the needs and
interests of your audience. What do they like, dislike, agree with, disagree
with etc.

3. Unknown or Unnamed Product of your Speech: What is the final end
product your speech will result in? What is the call to action? Every speech
must have some type of commitment from your audience. That is yours to
plan for and aim to get. Is it appointments to come see you? Is it visits to
your website? Is it purchases of your book, video or other materials after
the speech? Make sure you have this planned for before you start
preparing and organizing your presentation.

4. Lack of Organization: Ensure your speech is sequenced properly so that
it flows smoothly and clearly.

5. Information Overload: Concisely structured, not wordy sentences in
outline form is best. Work with what is really important. Do not add fillers
just to occupy time.

6. Insufficient Support: Substantiate the points you are making with
sources of support information or examples that clearly add to the validity
or believability of the points you make.

7. Vocal Monotony and Sloppiness of Voice: Vary your tone, pitch,
emphasis, pace and volume so that your vocals do not suffer from
monotony thus reducing your voice quality. Slow down and practice your
speech to refine it vocally.
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SECTION 5

Thirteen Vital Speech Preparation Steps

You now have a checklist of items that are tools to use to ensure you have the major
ingredients of the recipe to work with in preparing and organizing any speech or
presentation for any purpose or size audience.

1. Analyze the Audience by Needs, Likes and Interests

2. Formulate the Purpose and Product of the Presentation

3. Compose One Concise Sentence Clearly Stating Your Purpose and Product

4. Acquire Sufficient Material

5. Construct an Outline

6. Add Appropriate Support to your Points

7. Prepare and Drill All Visual Aids

8. Devise an Impact Opening

9. Craft Your Conclusion

    10.  Write, Polish and Edit Your Presentation

    11.  Drill and Record to Get Timing Down

    12.  Write Your Own Introduction

    13.  Make a Last Minute Checklist

Know Where You Are Going...And How To Get There

The ride will be easy and more enjoyable!
And the travelers will thank you for it...
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SECTION 6

Sample Outline for a 20 Minute Presentation

Introduction (5% of speech) (1-2 minutes)

1. Opening statement to gain attention and interest
                 a. Develop opening statement
                 b. Use of support material

2. Second introductory point if necessary

Body (90% of speech) (15 minutes)

3. First main point of speech (5 minutes)
          c. Major sub-point supporting
          d. Sub-point supporting 

4. Second main point of speech (5 minutes)

     e. Major sub-point supporting 
     f. Sub-point supporting 

     5. Third main point of speech (5 minutes)
     g. Major sub-point supporting 
     h. Sub-point supporting 

Conclusion (5% of speech) (3-4 minutes)

     6. Summary
     i. Famous last words
     j. Thank the audience

     7. Final call-to-action statement
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SECTION 7

Speaker’s Body Language
Gestures and Mannerisms – Do’s and Don’ts

1) Defensiveness

 Arms crossed on chest 
 Crossing legs 
 Fist-like gestures
 Karate chops

2) Reflective

 Hand to face gestures
 Head tilted
 Stroking chin
 Peering over glasses
 Taking glasses off-cleaning
 Pipe smoker gestures

3) Suspicion

 Arms crossed
 Sideways glance
 Touching or rubbing nose

4) Openness and Cooperation

 Upper body in sprinter’s position
 Open hands
 Hand to face gestures
 Unbuttoned coat
 Tilted head

5) Confidence

 Hands behind back
 Hands on lapels of coat
 Steepled hands   

6) Insecurity and Nervousness

 Chewing pen or pencil
 Rubbing thumb over thumb
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 Biting fingernails
 Hands in pockets
 Elbow bent, closed gestures
 Clearing throat
 Whistling
 “Whew” sound
 Smoking cigarettes
 Picking or pinching flesh
 Fidgeting in chair
 Hand covering mouth while speaking
 Poor eye contact
 Tugging at pants while seated
 Perspiring, wringing hands
 Playing with hair
 Playing with the pointer
 Swaying

7) Frustration

 Short breaths
 Tsk” sound
 Tightly clenched hands
 Fist-like gestures
 Rubbing hand through hair
 Rubbing back of neck

Don’ts:

 Don’t grip the lectern and hold on for dear life
 Don’t keep your hands in your pockets or folded rigidly across your chest
 Don’t fiddle with jewelry or props
 Don’t use glasses with heavy rims hiding your face or eyes
 Don’t use strong tinted glasses that darken under lighting
 Don’t wear clothes that need to be adjusted when you stand up or sit down

It's important to know and have these things become natural, so as to have
people receive your communication easily and with enthusiasm! Body language is  
only important to know because you want your communication to your audience  
not distracted by negative gestures and mannerisms. You want body language to  

be positive so that it adds and supports the message of your communication, 
not to detract from it. 
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SECTION 8

10 Keys to Mastering the Art of Answering Audience Questions

A brilliant speech could very well be weakened or even destroyed by a negative-
filled or unprepared question and answer period. It behooves any presenter to 
know these10 key elements of a positive Q & A period, so that your speech suffers 
no anticlimactic effect and can build onto your conclusion without a glitch.

These 10 steps are more fully described in my new “High Performance Speaker
Series” on DVD as one of the 24 lessons I cover.

They are:

1. Give clear directions of how you want to take questions before you start the 
main body of your speech. Ensure your audience understands clearly your 
instructions. You will have and maintain so much better control of your 
presentation.

2. Really listen to the question. It is embarrassing to answer a question that wasn’t 
asked to begin with.

3. Hear from everyone before returning to someone with a second question. People 
will feel you know and use proper manners and justice and it will heighten 
likeability from your audience.

4. Recognize questions in order. Another key element in increasing confidence,
likeability and trust.

5. Do not develop blind spots as you look for questions. It will appear if you do, 
that you are defending against having certain type of people or questions asked of 
you. This element projects open accessibility and flexibility from you to your 
audience as you include the entire audience during this time period.

6. Repeat the question before answering. Give your audience the opportunity to 
hear the question and the spirit it was asked so as to not exclude your audience 
from this time period….or you will lose them.

7. Look the questioner straight in the eye. If you do not, you will appear defensive 
and look as if you are attempting to avoid something and that will reduce your 
credibility and authority as a speaker.
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8. Do not bluff if you do not know the answer. You will make the biggest
mistake of all … being dishonest. Inform your audience member that you can get
them the answer at another time or directly after the presentation if you do not 
know it. You can also use Step # 9.

9. Asking someone else in the audience increases credibility, as it gives you the
opportunity to use your power to delegate. Having someone who may be a 
specialist (doctor, lawyer, accountant) in the audience you can refer to answer the 
question, enhances and demonstrates your leadership ability.

10. Save your conclusion until the end of the question and answer period. That 
way you are not running into the danger of interrupting the build-up of your 
conclusion. A Q & A period that ends a speech is a mistake, as it has the high 
probability of ending your speech anticlimactically. Tell the audience “I will now 
take a few questions before I end my presentation”…. then give your compelling 
and engaging conclusion that your audience will remember long after they heard 
it.

I hope in using these 10 key elements that you notice a marked positive difference 
in your speeches and that your Q & A period helps build confidence, credibility 
and positive attraction with all your forthcoming presentations.
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SECTION 9

Audio / Visual Aid Checklist

  1. Do my visuals enhance my presentation? ___

  2  . Are my visuals
a. Clear? ___
b. Simple? ___
c. Bold? ___

  3. Are they visible to each member of the audience? ___

  4. Have I practiced integrating them into my speech at least twice? ___

  5. Are they numbered? ___

  6. Are they in order? ___

  7. Have I accounted for my additional needs? Flip charts or felt markers? ___

  8. Do I have an alternate plan? ___

  9. Am I comfortable enough to talk to the audience, not my visual aid? ___

10. Do I have a way to orient the audience to each visual aid and to lead it clearly
through each point? ___

11. Am I prepared to explain each step in my own colorful words rather than read
verbatim from the visual aid? ___

12. If I am using slides and darkening the room, have I given extra practice to my
vocal variety? ___

13. If I am using handouts, have I counted them and fully prepared the logistics of
distribution? ___

14. Have I noted on my outline or confidence cards, when to turn on and turn off
each visual aid? ___

15. Have I carefully timed the distribution of any objects or models to avoid losing
the audience’s attention? ___
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SECTION 10

Leadership, Stage Presence and Charisma

Stage Presence is the ability to command an audience with impressive style or
manner.

Charisma is defined as the special virtue of an office, function, position, etc.,
that confers or is thought to confer on the person holding it an unusual ability
for leadership, worthiness of respect, or the like.

In simple terms, commanding qualities consist not of hard, authoritarian,
overbearing force, but qualities that attract people to people. In this sense
commanding consists of sincerity, credibility, concern, certainty, ease and
comfort. These are the qualities that create an audience that is trusting,
respectful and re-assured that you are the expert and source for the solutions
they look for.

So you can see, charisma is not, as some people might think, a mysterious
factor that one is just born with. It is learned much like a craft and built upon
those commanding qualities that transform a person into an inspiring leader
who gains the trust and respect of his/her peers and public they serve and
becomes the respected and recognized authority in their field.

Prestige Leadership Advisors coaching starts with learning the exact tools to
become a dynamic and impact speaker or presenter. These are the main
building blocks of true leadership. They can be learned and applied in your
career and life to great results
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SECTION 11

The Most Key Ingredient in Leadership

There are many traits to describe the key qualities that make an effective
leader. To name a few: vision, inspiration, communication, intelligence,
courage, drive etc.

But there is one major ingredient that is vitally indispensable to a leader in
maintaining their position as a leader. It is such a powerful quality due to the
fact it is the reason why a leader in any capacity or role gets results. And that
quality is competence.

Competence: possession of required skill, knowledge, qualification, capacity or
sufficient experience for some purpose.

It is by results alone that demonstrates a leader's competence and allows
them to, not just continue their role as a leader, but persist as a winning
leader.

It is the one trait that makes all the other traits of leadership take action and
wind up in accomplishment and achievement. It is built on first hand
observation, education and skills acquired through sufficient practice.

I often wondered why an accountant, consultant, attorney or doctor operate a
"practice". Real professionals continue to be students of their own profession
regardless of the years invested in their business or practice.

Competency must expand to meet the increasing demands of life and
business. Thus, a competent leader is always prepared! Not only is it crucial to 
evaluate and measure a leader's competency and merit by whether they are 
effective at getting results through their own skills and drive, but more importantly 
if they utilize the skills and competencies of others to accomplish results and attain 
the goals and objectives overall, you can truly call them leaders.

Discover what you can do to improve your leadership ability and
communication/public speaking skills, with our Pinpoint Diagnostic, so you can....

Become A Competent Leader In Your Chosen Field!
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SECTION 12

Getting Referrals by a Simply Written Request

Referrals are a terrific method and source of expanding your client base. Many
professionals back off of this and they lose a great deal of future business 
opportunity as a result. One reason is that they do not know how to acquire 
referrals effectively.

I have found a simple, workable but gracious letter to use to notify your
winning and satisfied clients that you appreciate their referrals. They will respond.

On the next page is a sample of  that letter that for you to use in acquiring referrals 
… for any business or professional activity you may be involved in.

Good Luck!
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Dear, _________

Thought I'd check in for two reasons: To make sure that everything's okay and ask you 
for your help.

Has the work we've done together been to your satisfaction? If you've experienced any 
problem, please let me know immediately.

You know, the golden key to our success - yours and mine - is when satisfied customers 
refer new business to us. In fact, we provide the best service to our existing clients when 
we don't have to spend the majority of our time prospecting for new customers.

So, I'd like to ask you for your help. Would you mind referring me to others that may 
want or need (“your service or product here”)?

I don't expect you to give me the names of people that are going to commit today, just 
people that you know that could benefit from “your service here”.

Ideally, they'd be others in your firm, people in your industry, people you do business 
with and personal friends.

You can be assured that I'll respect the trust that you've placed in me. And, will work 
hard to help each person to the best of my ability.

Please enter the names and numbers of 5 associates or friends that I may contact on your 
behalf with your permission.

1.  _____________________________________      _________________________
2   _____________________________________      _________________________
3.  _____________________________________      _________________________
4.  _____________________________________      _________________________
5.  _____________________________________      _________________________

Thanks for the opportunity to be of service to you. Don't hesitate to let me know if
there's ever anything I can do to help you in any way.

And, thanks in advance for your help!

Warmest regards,

Your Name, Position
Your Company Name
Your Address, City, State ZIP
Your Phone Number
your website address | your email address 
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SECTION 13

Tips on Successful Seminar Marketing and Preparation

Why market by seminar? 
Seminars allow you to leverage your time by creating an environment where, at a 
single event, you can speak to a controlled, pre-qualified audience, with both the 
need and resources to purchase your products and services. 

Contrary to the belief of many, seminars should not be positioned as overt selling 
events. Rather, they should be considered educational forums that subtly set the 
groundwork for future one-on-one sales opportunities. 

Your goal should be limited to demonstrating your knowledge, competence, and 
professionalism, so that, as a result of your presentation, attendees will logically be 
drawn to the conclusion that what you've presented is relevant to them, and, most 
importantly, that you're the right person to help them implement an action plan. 

Where do I begin? Who should I invite?
Before considering the invitation process, consideration must first be given to who 
should be invited and why. First and foremost, the audience must be appropriate 
for the seminar topic. Among the demographic selection criteria to be considered 
are age, income, net worth, education level, profession/occupation, sex, marital 
status, presence of children, i.e., whatever criteria are appropriate for the subject 
being discussed. The goal is to target those with the greatest propensity to respond. 
-- not only those with income, but also those with the need for the product or 
service that will be discussed. As a general rule, your best prospects will be those 
whose characteristics mirror those of your best clients. 

In addition to inviting targeted prospects from qualified lists, it is suggested that 
you invite some of your clients, and, in turn, ask them to invite others who they 
think would benefit from attending. A mixture of "cold" prospects, clients, and 
friends of clients, presents the optimum audience for a successful seminar. 

When mailing your invitations, don't address them to "Occupant" or "Friend." You 
will attract a significantly larger audience by personalizing your invitations by 
addressing each to a specific individual by name. 

Once you have established an appropriate prospect profile, the issue of geographic 
selection i.e. the zip codes from which prospects will be invited, must be 
addressed. As a general rule invitations should not be mailed to prospects that 

© Copyright 2011 Prestige Leadership Advisors, Joe Yazbeck. All rights reserved.



reside more than 20-25 minutes from the location of your seminar. Time to your 
location, rather than distance should be the determining factor in identifying the 
zip codes from which prospects will be solicited. Note, however that in some 
markets you must also consider natural boundaries and/or local area customs. For 
example, Kansas City, MO is a completely different market than Kansas City, 
Kansas, notwithstanding the fact that they are adjacent cities. Similarly, St Paul, 
MN and Minneapolis, MN are distinctly different markets although they are within 
a 20-minute drive of each other. 

Where should I hold my seminar?
As a general rule, it's always advantageous to hold your seminar at a "neutral" site. 
Having the seminar in your office conference room, as nice as it might be, 
traditionally limits attendance, as it has a tendency to cause the invitee to feel 
somewhat uncomfortable, even pressured. Not surprisingly, this is even more 
relevant if they are currently doing business with a competing firm. Another 
general rule impacting attendance is that the higher the income of the prospects 
invited, the more upscale the seminar location should be. Hotels, motels (upscale), 
country clubs, restaurants (private rooms) are all acceptable locations for seminars 
directed toward higher income/net-worth prospects, while libraries, class rooms, 
civic auditoriums etc. are appropriate for mid-level markets. Seminars held at 
colleges, however, particularly those perceived as prestigious, have proven to be 
excellent locations for all seminars. If you are serving a meal it's important to 
remember that the quality of the venue selected be comparable to that which the 
prospect would ordinarily frequent. 

Is there anything I should know before setting a seminar date?
It's amazing how many seminars have failed simply because their sponsors didn't 
give much thought to the date of the planned event. Make sure you select a date 
that doesn't conflict with other events in the community i.e. open school night, 
local football games, etc. Also, give thought to what else might be going on 
regionally or nationally such as Monday or Thursday night football, the world 
series, a popular television program, etc. Lastly, give thought to holidays, religious 
or otherwise. 

How many prospects should I invite?
Generally, in determining the number, it's easier to work backwards. First, identify 
how many prospects you'd like to attend (per session offered), and then, based on a 
conservative anticipated "show" rate, invite the number required to meet your 
goal. Be careful, however, not to confuse "response" rates with "show" rates. 
Historically, between 1% and 4% of invited prospects will respond favorably to 
your invitation. However, only .75% to 2.75% will actually show up. Note that 
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these statistics are based on invitations mailed to prospects at their home address. 
Invitations mailed to business addresses will generate a much lower response rate, 
perhaps as much as 50% lower. 

In answer then to how many prospects should be invited, first determine how 
many you'd like to attend, then calculate the number of invitations, based on a 1% 
- 2% show rate (calculate conservatively). For example, if you want 60 prospects 
to attend you should mail approximately 6,000 invitations. 

Note also, that seminars offering a free meal historically generate a 25% or greater 
increase in attendance than those that don't. 

How can I enhance the likelihood of prospects attending my seminar?
The importance of the "image" created by your invitation cannot be overstated. It's 
crucial to the "show" rate generated, as it not only portrays the importance of the 
seminar, but indirectly categorizes your competence as well. An upscale invitation 
creates a feeling of respect for the presenter, while a lower quality invitation 
categorizes both the presenter and event as irrelevant. Always place yourself in the 
shoes of the prospect. Ask yourself honestly; does this invitation portray me in the 
best possible light? Would I respond if I received it? If you can't answer 
affirmatively, start over. A general guideline to follow is, the higher the income of 
the invitee, the higher the quality the invitation must be to attract response. 

How do personal invitations compare to other invitation methods?
Generally speaking, graphically compelling personal invitations significantly out 
pull other invitation methods. Newspaper inserts rarely work and newsprint ads 
are costly and generally ineffective, except in those areas with a high 
concentration of seniors (who all too often evaluate seminars on the basis of the 
meal offered). 

As for individually written or typed letters, on company letterhead, they work 
quite well when addressed to existing clients but not when used for "cold" 
prospecting to the general public. 

Should I offer a free meal at my seminar?
While this is an extremely controversial issue, there are several points that have 
been statistically validated. First, as one would expect, the offer of a free meal 
does, in fact, increase attendance. Second, if you are in an area where it is 
commonplace for your competitors to offer a meal, you unfortunately may have 
little choice but to do likewise. Third, the fact that a free meal causes more 
prospects to attend your seminar does not necessarily mean you will do more 
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business from the seminar. Attendance figures alone don't tell the whole story. It is 
well documented that in certain geographic areas, particularly those inhabited 
primarily by seniors, the offer of a free meal frequently attracts what can only be 
described as "professional seminar attendees." They'll fill your seminar but rarely 
your book of business. Fourth, almost without exception, statistics show that it's 
not the quantity of attendees, but rather the quality, as defined by their need, and 
income to satisfy that need, that ultimately determines the success of your seminar. 
When all is said, the fact remains that the question of whether or not to offer a free 
meal must be evaluated on a case-by-case, and market-by-market basis. There are 
clearly times when the offer of a free meal will enhance the success of your 
seminar, but there are an equal number of times when it won't. CIS account 
executives would be pleased to discuss the "pros and cons" of providing a free 
meal in your local marketing area when you call to place an invitation order. 

Notwithstanding the above, it's important that you do serve something during the 
seminar, even if short of a meal, particularly if it's an early evening seminar. You 
certainly don't want to face attendees with growling stomachs. They're apt to leave 
at your mid-point break. If you're not serving a complete meal, a good solution is 
generally to serve something sweet, such as coffee and cake, cookies, fruit, or 
finger sandwiches -- something that will "hold them over." Remember, also, to 
have something appropriate for diabetics. Lastly, while it may seem sophisticated 
to serve wine, it's generally not a good idea, as it tends to either dull or agitate the 
senses of those in your audience. 

If you do serve a meal, make sure it's AFTER you're well into your presentation. 
Otherwise, you may find it difficult to keep your audience focused. Clanging 
knives and forks, mixed with normal dinner chatter, are not conducive to getting 
your message across. If, however, you're only serving snacks, finger sandwiches 
or dessert and coffee, it's okay to have them on the table before you begin 
speaking. Their consumption won't interfere with your presentation. Another 
advantage of speaking first is that it permits you the opportunity to interact with 
your audience as you "table hop" and further personalize your approach. 

Breakfast?  Lunch? Dinner?
Historically, dinners attract the most attendees, followed by lunch and then 
breakfast. However, they're all appropriate, if carefully thought out. Breakfast and 
luncheon seminars work best for business owners. Dinner seminars work best for 
everyone else. If your seminars are directed primarily to seniors, remember that 
many are hesitant to drive at night. Also, keep seasonal weather conditions in 
mind when planning your event. 

© Copyright 2011 Prestige Leadership Advisors, Joe Yazbeck. All rights reserved.



Which day, and time of day, attracts the most attendees?
Historically, seminars held on Tuesdays and/or Thursdays have attracted the 
highest number of respondents, followed by Wednesdays. Conversely, seminars 
held on Mondays, Fridays and Saturday mornings have attracted far fewer 
attendees. 

While there are no set rules as to the best time of day to hold a seminar, certain 
facts should be considered. First, if your seminar is directed to seniors, remember 
that many are still gainfully employed. Others don't drive at night. Thus, you 
might want to offer two different seminar time options on your invitation. One, 
earlier in the day for retired seniors, and a second, in the evening, for those still 
working. 

Second, young families always face problems of getting baby sitters and/or getting 
children to bed. Accordingly, give them more than the usual advance notice, to 
allow them time to make these preparations. An alternative might be a Saturday 
morning seminar. If you're considering this, also consider providing babysitting 
services together with games for older children, in an adjacent room. 

Lastly, consider commuting problems in your local market. If you're not offering 
dinner, make sure you allow for a starting time that will permit potential attendees 
sufficient time to get home, have dinner, and still get to your seminar on time. If 
commutes of more than 45 minutes are common in your area, consider expanding 
your food offerings to encourage prospects to go directly to your seminar rather 
than first going home. 

Are there any secrets to creating an invitation that generates response?
If your invitation isn't opened, it doesn't matter what's inside. Thus, first and 
foremost, it's crucial to do all you can to encourage opening. Steps that have 
proven effective include calligraphy addressing the invitations, placing your return 
address, but not your name, on the outside of the envelope, affixing postage by 
stamp, and using an envelope that because of its size or quality stands out from 
other mail. Addressing your invitations with a label, inserting them in 
conventional window envelops, or affixing postage by indicia or meter will all 
have a significantly negative effect on your response ratio. 

Conversely, the use of upscale wedding style invitations, as well as 
GRAPHICALLY COMPELLING self-mailers, postcards and letter style 
invitations, inserted in FULL VIEW window envelopes, have all proven effective 
at generating seminar response. While each will work when used appropriately, 
each serves a different purpose. Wedding style invitations have proven to be 
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extremely effective at attracting higher income/ higher net worth audiences, as 
they impart a sense of importance. Self-mailers that incorporate a wedding style 
format are a viable alternative when mailed to a slightly lower income group. 
Letter style invitations have worked best when used in conjunction with more 
broadly based seminar topics requiring greater use of text to describe the event. 
Postcard invitations have proven effective when incorporating a free meal offer 
and are mailed to middle and lower middle-income prospects, particularly seniors. 

Regardless of the invitation style selected, the invitation must immediately convey 
the feeling that yours is an event not to be missed. Proper layout and proper use of 
headlines and bullet points are crucial to achieving this result. More effective 
invitations begin with a headline designed to hit the reader's "hot button." They 
focus on a single timely idea or problem that will be discussed or solved at the 
seminar, followed by a series of bullet points that further amplify the seminar 
topic. The bullet points, as with the headline, are designed to raise, rather than 
answer questions. Only attendance at the seminar will do that. 

Paragraphs that follow should create a sense of urgency by emphasizing the 
benefits of attending. Finally, in closing, a statement should be added that there is 
no obligation associated with attending. All this, of course, presupposes that the 
seminar topic is relevant to the audience invited. 

Also, it is advisable to state the ending as well as the starting time for your 
seminar as some participants may have to make baby-sitting or other custodial 
care arrangements. 

While it might seem quite natural, even beneficial, to exhort your professional 
accomplishments and virtues on the invitation, in reality, excessively detailed 
biographies detract from the appeal of your invitation. Keep your personal bio 
brief, and to the point, citing professional designations, and awards of distinction 
only. 

Can I promote more than one seminar on a single invitation?
It is inadvisable to promote two completely different seminars on the same 
invitation, i.e. seminars that discuss different seminar topics. However, it is 
permissible, even prudent, to offer multiple date options, multiple time options, 
and/or multiple location options for the same seminar, on the same invitation, as 
long as the total number of seminar date options is kept to three or less. 

What response mechanism should I offer with my invitation?
Your invitation should contain at least two response options, generally a postage-
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paid reply card and a telephone number (with the name of a specific person to ask 
for). In addition, you may also consider adding an e-mail response option. 

Don't underestimate the importance of the person taking response calls. The wrong 
person can negatively impact your "show rate" by counteracting all your efforts to 
create a positive professional image. Be sure the person accepting reservations has 
a pleasant phone manner, speaks proper English (no dems and doses) and 
preferably understands the subject you'll be speaking on. 

What can I do to assure that prospects not only respond, but attend my 
seminar?
The fact that prospects respond to your seminar solicitation does not mean they 
will actually show up. To assure attendance, it is critical that you confirm their 
attendance at least twice, preferably three times. It is suggested that someone other 
than you make the first confirmation call. It should be general in nature, just 
confirming that you have received their response. Don't let the opportunity pass, 
however, without having them told how pleased you are that they've elected to 
attend and how confident you are that they'll find the seminar to be very 
informative and of great value. 

If a meal is going to be served, the second confirmation call can be made on the 
pretense that you are making final dinner arrangements and are inquiring as to 
their dinner preference, i.e. chicken or beef? If no meal is being offered, or if you 
have already made a dinner selection call, your final call, made the day before the 
seminar, should be made on the pretense that you are finalizing your presentation 
and want to know if there are any specific subject areas that the invitee would like 
discussed. 

How can I utilize existing clients to boost the effectiveness of my seminar?
It is recommended that you always invite existing clients to your public seminars. 
Invariably attendees will ask each other if anyone knows, or has dealt with, the 
presenter. Having clients in the audience to substantiate, from personal experience, 
results obtained from guidance given, adds instant credibility to your presentation.

To maximize this subtle benefit, always plan your seating arrangements in 
advance making sure that at least one satisfied client is seated at each prospect 
table
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What's next?

I hope you've enjoyed the material and, more importantly, gained a lot of value 
and information from the previous sections. 

But it doesn't have to end there.

You can got to our website at http://prestigeleader.com to:

 Sign up for our FREE monthly newsletter

 Get your copy of the one-hour, twenty-four lesson “Dynamic Speaking 
Skills” DVD

 Register for upcoming Prestige Leadership Advisors Events

You can e-mail us at info@prestigeleader.com to ask questions/make comments

You can call us at 727-489-2349 to schedule a FREE in-person or by-phone 
coaching assessment/diagnostic.

Please feel free to share this E-Book by clicking the Share Button and/or Tweet Button above.

Joe Yazbeck, Founder/President
Prestige Leadership Advisors

2600 East Bay Drive, Suite 230 | Largo, Florida 33771
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