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The efficient presentation - obstacles, 

strategies, success 

Abstract: The making of presentations has become an omnipresent act of communication in the com-

panies’ practice, but also in the didactic one. The notoriety and the increase of the importance of an efficient 

presentation lie in the transformations felt by a society of knowledge, communication being the answer in 

front of a constant information wave.  

Business people look in fear at the preparation of a presentation, the  interaction with the audience and  

their  feedback, all these leading to a low efficiency in transmitting the message. 

The speaker must overcome a group of obstacles, the most important being the reduced human capac-

ity  to capture the information transmitted orally; in this respect, he has available a group of visual instru-

ments and strategies to capture the attention.   In order to achieve efficiency one needs mental and emo-

tional preparation, knowing the audience and the presentation’s objective and eliminating the old listing 

format in PowerPoint, for focusing the communication of the audience’s necessities. The present essay aims 

to analyze the verbal, non-verbal and para-verbal communication act that constitutes the base of any pre-

sentation, the reasons that lead to failure and the ways to increase efficiency, in order to succeed in trans-

mitting a well structured and easy to remember message. 

M any researchers and practice workers within the communication, economic but also IT fields, have 

tried to find the solution for organizing and transmitting the message during a presentation, in accordance 

with the new technologies. In elaborating the present paper, we have used our personal experience and data 

Petrom etc.; we have used in our research articles of honored professors in social sciences from the  Harvard 

and  Stanford Universities , researches of the M innesota and Ulster Universities, as well as works of spe-

cialists in marketing and information technology, known for exceptional business presentations developed 

in collaboration with multinational companies such Jaguar or PriceWaterHouse Coopers.
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 I.    Introduction

of communication channels and instruments 

C ommunication is the act of transmit

“The scientific study of 

producing, processing and of the effects of signal 

and symbol systems used by individuals for trans-

mitting and capturing messages”

H e sustains that a communication act can be 

sible to the initial one. A n efficient commu

ceiver gets the message that the transmitter 

envisaged audience or auditorium is essen

(Van Cuilenburg, J.J., Scholten, O., Noomen, G.W., 2004)
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vation or obtaining mutual understanding.

CO N TEX T
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the information source in order to 

structure the message; 

receives the message;   

have used in our research articles of honored 

II. The importance of an efficient 

presentation
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in concretely describing the abilities that con

research conducted at Stanford U niversity 

dality for conducting and coordinating the ef

fort. As far as the members of the board of ad

assures its contracts and efficiently informs. 

underlining the fact that inevitably the qual

ment.

searches and innovations in front of a client 

in the same time to convince the auditorium 
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the ability to communicate is obviously es

tion brings the necessary credibility and re

tation in order to conceive the transmitted 

III. Reasons for failure and 

communication strategies 

their advantages are most of the time under

students are severely afraid at the thought 

of formal communications in front of an au

are sufficiently affected that their intellectual 

tion and to refuse the involvement in such an 

more or less subject to the same emotions. 
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rectors stated that they have the least trust in 

tion and shall suggest strategies for increas

cess.

has identified such causes and has under

lined their negative effect on the Great Brit

centration of ideas and information. 

he must go through a number of necessary 

1. Defining the objective of the presen-

tation

uisite to success.

2. Knowing the audience

 „If I want to guide an individual towards a 

certain objective, I must know where this is and 

start from there…  In order to help a person, I 

must of course understand more than such per-

son, but primordially is to understand what this 

person understands.
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a strategy of attracting the attention of the 

audience is not interested in a message or in 

just those communications that they can use 

general characteristics. 

Another technique to catch the attention 

reveals the main ideas after the audience has 

lost its interest and attention for the infor

that the essential is transmitted at the begin

sented material for the audience 

The interest of the audience can be lost 

also if they are handed from the beginning 
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eration the time set for such action

3.The creation of the message and its 

structure

subject of the research and of the documenta

ference

tate the used technology and the concentra

tion of the ideas; regardless of the situation 

Remembering the information highly 

necessary for accumulating the information 

an efficient method for receiving the feed

4. The choice and manipulation of the 

visual support 

ity to listen of several thousand of students 

membering the transmitted message. These 

ately after the subject listened to the informa
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– for logic and catching the short term mem

mantic elements and remembering the long 

member more easily elements related to the 

determining the stimulation of imagination 

and of connections in the mind of the audi

ence and so an efficient remembering of the 

ity to remember the verbal message.  A solu

tion in front of this difficulty resides in us

move around in the room and to achieve a 

senter.  The efficient strategy in such case in

volves changing the mentality by focusing 
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AvantGarde or Gil Sans style (easy to remem

ceed in transmitting the relevance and con

nections of the information. The solution for 

selection of a reduced number of information 

to remember both auditory and visually. The 

Models and other objects brought for 

be rendered efficient by channeling the at

tention of the audience and changing the 

ing a monotonous moment or a moment of 

to restart the lecture the moment he receives 

the tacit consent.

In case of demonstrations regarding 

questions of the audience. Regardless of the 

information.
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for handling such technical details and for al

and of the other visual elements must be ver

munication. The audience must feel that the 

5. Analyze of the verbal, non-verbal 

and para-verbal language 

 Another reason for failure of many 

element in the detriment of its transmission 

leads to inconsistency in transmitting the 

messages  and in maintaining the interaction 

in order to transmit credibility from the first 

der not to outrun the assigned time. During 
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The voice betrays emotions and that is 

times is useful). 

and other stimulants that induce a nervous 

state.

The clothing and accessories must be 

fact that image counts and the audience shall 

situation.   This is because the audience eas

ing the ideas. The eyes must maintain contact 

taining the attention also.

Other elements benefic for success de

but in the same time to try an involvement 

of a language close to the audience  and of 
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they have concluded it.  

IV. The business environment 

in Romania 

their state of fear and contraction regarding 

tial failure.

trend regarding the efficiency in transmitting 

or out of the self critical analysis. 

As negative elements observed dur
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