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8 Tips for Giving a Great Elevator pitch
An elevator speech is a sales cal l  in a sentence. I t  ei ther conf irms or destroys your image --
not to mention how it affects your results.

I f  you f ind yourself  stammering and stutter ing when you should be sel l ing yourself  ano your
services, consider the fol lowing t ips:

1. State what you do in terms of a benef i t .  Example: "We help salespeople realryengage their  buyers when they del iver a sales presentat ion or a wri t ten proposal."

2 '  Make sure the benef i t  has a "hook." The hook causes l isteners to say to themsetves:
"Oh, yeah? We have problems with that,  too, I  wonder how he/she does that?" people don,treal ly care what you do --  they care about what you may be ublu to do forTHEM.-- '
3. .Add a credibi l i ty_bui lder.  You may mention wel l -known cl ients to establ ish that othersvalue your services. Consider key resuits achieved for clients, such as a certification process
"just completed" to accomplish the same effect.  Example: "Ourcl ients --  such as IBM,
ExxonMobi l ,  and Fri to-Lay --  tel l  us that they've been able to improve their  c losing rat io byup to 20 percent."

4. Del iver your "speech" as i f  of f  the cuff .  Never sound purposeful  or canned. Work insome conversat ional gl i tches. Stumble on a word, use a col loquial  phrase, or br idge from
the conversat ion at hand with a spontaneous segue, Give careful  at tent ion to youi phrasing,
speaking rate, tone, and demeanor. They al l  provide context to make the message souno as
i f  you're talk ing fr iend to fr iend.

5. Be quotable'  Make i t  memorable so the other person can pass i t  along to others
interested in what you offer, Before you charge me with contradicting thjprevi;ui point
about a casual del ivery, let  me elaborate: There should be some phrase that sums up the
essence of your offering succinctly.

You might del iver your memorable quote in a casual way l ike this:  " I  of ten tel l  c l ients that
when they need to talk to the top brass, our presentat ion programs open the door.  How
well  do your people do that in the C-suite --  rout inely talk ' to t le top brass with class?"

6. Prefer the vernacular to jargon, Sound as though you're talk ing to your brother,  nor
a prospect ive boss or cl ient,

7. Keep it brief-not more than 15-30 seconds, Remember that people have attention
spans geared to 1S-second, 3O-second, and 60-second TV commercials.  nnd those emproy
screen changes to hold attent ion. How often do you f l ip the channel or leave the room for a
snack?

8. End with a quest ion. Your goal is to engage the other person in a dialogue. Exampre:
"How dif f icul t  do your employees f ind i t  to do X around your off ice?, '

I f  you just end the "speech," you' l l  typical ly get a pleasant nod or pol i te "Hmmm." And
si lence leaves both of you uncomfortable, But with a quest ion, the person can ei ther
respond br ief ly and change the subject i f  uninterested, or cont inue about the chal lenges
you can help him meet- ideal,

nna Booher,  an expert  in execut ive communicat ions, is the author of 45
ks, publ ished in 25 countr ies and 19 languages. Her latest books: creat ing
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