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Going for gold
Michael Parker
We welcome this thought-provoking article from our guest-writer, Michael Parker.
Michael spent many years in management as the senior pitch coach at Saatchis,
working on pitches such as British Airways and the National Lottery, so his success
speaks for itself. He also writes a blog on pitching that you can see for yourself at
www.pitchcoach.co.uk. The theme of this article is competitiveness, something he
knows about as a former Olympic athlete.
s we bask in the reflected glory of the
astonishing success of Team GB in Beijing,
this is a good time to look at competitiveness in
the pitch situation. All of the athletes were highly
trained, all were talented but what separated out
the medal winners was their ability to peak at the
right time, to harness their competitive spirit
when it most mattered.

A
Welcome to our 31st
Newsletter – Autumn 2008!
All comments welcome!
In this edition:
Going For Gold - by Michael Parker
Michael Parker shares his valuable
insights into winning in the pitching
arena.
To say or not to say? That is the
question - by Ewan Pearson
Have you ever been put on the spot
with a tough question? This article
gives you some tools to deal with
the toughest inquisitions.
The Wow! Factor... Part 3 - by Tim
Farish Tell me a tail… Tim Farish
talks us through the ‘Snapper’s tail’
and how to finish with style.
That figures – Rhetorically speaking
- by Carl Schreiter Perfectly
powerful persuasion (alliterated
triplet)…. Carl Schreiter presents
some easy, effective tools for high
impact communication.
Persuasion is full of ups and downs by Alastair Grant ‘Finish on a high
note’ with Alastair Grant, as he talks
through a voice coaching process to
give you more voice appeal.

It may seem a far cry to relate this to the mundane
world of pitching for business but it is that same
competitive ability that separates out winners from
losers. I find it helpful to look at the competition in
3 ways: competing externally against your rivals,
competing internally
for resources and
competing for the
prospect’s decision.

you is more intangible. It will be their attitude to
the pitch and how that comes across to the
prospect compared to yours. Your plan of attack
must ensure there is more energy, more passion and
more commitment radiating from you than your
competitors. This can be demonstrated in the
smallest of things, right down to the answering of
a telephone. One slovenly response can undo the
committed efforts of the entire team.
The second, often neglected, area of competition is
the one for internal resources and support. Often
the pitch team will go it alone. This is a mistake.
Pitches are the lifeblood of a company and from
the outset everyone, even those outside main
operational activity,
should be enrolled.
Let them know
what’s going on. Give
them practical ways
in which they can
help. Site visits, desk
research, focus
groups, anything that
helps engender an
enthusiasm that will
be felt by the
prospect.

We know that we are
competing head-on
with rival companies,
typically 3 or 4 of
them. I find it useful
to look at their
capabilities in two
ways. Firstly, what are
their physical
characteristics,
Internally you also
A winning team
strengths and
need to make sure
weaknesses, their track record, what are the likely
that you are not ‘competing’ with, and losing out
points of emphasis that they will make in any
to, your day job. The ideal, which applied to London
pitch? Then answer the questions, how are you
2012 bid team, is to have no other day job. 100%
different? How are you better? Ask these questions
of your energy goes into the pitch. You may not be
searchingly since this is where noticeable
able to achieve this but ruthless time management
differentiation lies.
can make sure the pitch team’s priority time is the
pitch.
The other way your rivals will be competing with

continued on page 2 . . .
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. . . continued

continued from page 1 . . .

Competing and winning comes when energy is
focussed on building rapport with the client,
listening to them, engaging with them as people
and pitching an emotional experience.
Returning to the Beijing story, to me the most
poignant moment was when the favourite in the
BMX race, Shanaze Read, having fallen at the final
bend, lost out on the only thing she was interested
in which was a gold medal. To her, silver was
worthless.
It’s the same with pitches. Coming second is coming
nowhere.
Shanaze Read, going for gold . . .
Finally, there is the competition for the prospect’s
decision. Here you are competing in two ways, for
the heart and for the mind. The biggest mistake in
most pitches is to focus all the energy, the time, on
solving the problem, developing the proposals,
writing up the case histories to produce the content
that scores rationally, with the mind. We too easily
overlook that in the decision process reason leads
to conclusion, whilst emotion leads to action.

. . . but in an all or nothing manoeuvre,
finished nowhere

To say or not to say?
That is the question
Ewan Pearson
t is a commonly held belief – it’s also our
default advice – that if someone asks you a
question, you should answer it. But maybe not.
There is the rather obvious point that if you don’t
know the answer you won’t be able to give it, but
if so what should you do? And are there any
other circumstances under which you would not
answer a question, deliberately or otherwise? We
think there are, and here are some of those
moments.

I

The context is questioning from a client or
customer, an investor or analyst, a member of staff,
or a journalist. Questions will be either open (what,
where, why, who, how, when) or closed (typically
yes/no or a choice of few alternatives for answers).
I really dislike it when someone does not answer my
question; you probably feel the same way. Well, if
you and I feel that way, perhaps the people who

ask you questions do too. Try to remember that
when you are answering.
First, what to do when you just don’t know. You
may think it’s a bad idea to say at the outset “I
don’t know”, but we think it’s actually a good idea.
It’s honest for a start, and that’s worth a great deal
in generating credibility. And – along with a pause
before saying anything - it buys you some time to
think of what you might offer as a consolation
prize, by giving a piece of information that is at
least related to the answer. We think such prizes are
well worth it.
A question is like a vacuum, it needs a response to
fill it, and to a limited extent anything useful to the
questioner will do. You can pass the question to a
colleague in the room, offer to find out and answer
later, you can guess (not a good idea, even if you
say it’s a guess), estimate, give a range or you can
continued on page 3 . . .
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To say or not to say? That is the question . . . continued
continued from page 2 . . .

equivocate. We’ll look more at that last one later.
Second, what about questions to which you do
know the answer, but don’t want to answer it, and
instead you want to block the question? At first
glance there don’t seem to be many such questions,

simple terms, you say something related to the
question, but there are sufficient caveats or noncomparables that on watching a replay or reading a
transcript afterwards, an answer would not appear.
Here’s an example from Tony Blair v Jeremy Paxman
(BBC2), and here’s a question for you: Who do you
think Paxman meant by the word ‘you’ in his
question?
Paxman: Are you at all embarrassed that as
someone who benefited from free university
tuition, you are now expecting others to pay for it?
Blair: I think it’s a result of the fact that we have
6-7 times as many people going to university…..
Paxman: So you’re not embarrassed.
Blair: I’m not embarrassed by that because I think
times change….. .

but actually it is important that you do block from
time to time. It shows robustness for a start, and
may avoid dangerous downward spirals too. It turns
out there are loads of questions that best merit
blocking, especially but not only in media
interviews. But is such a ‘dodge’ acceptable? Well,
yes, in certain circumstances. You may well get the
response, as John Humphrys on BBC Radio 4 likes to
say, “but you haven’t answered my question; I need
a yes or no”. That’s just pressure, and it should be
resisted wherever it’s important to block.
So when is blocking important? Most often when
the information is confidential, sensitive or the
subject of a court case (sub judice). But in each
case the block must be reasonable and defensible.
We call this our ‘Reasonableness Test’.
Confidentiality must be protected, sensitivity
acknowledged, and court cases respected. So it’s
also important that all colleagues block at the same
point. An effective consolation prize is to say “I
can’t tell you that (robust), but I can tell you
(consoling)…” and then offer something that you
do know and can say.

Finally, a question session can be like a boxing
match. You trade blows; some of their punches get
through, as do some of yours. It’s OK to let the
questioner win the occasional point. After all, it will
make them feel they have succeeded – often a key
motivator for the interviewer. The same goes for
you.
But choose well the ones to fight and the ones to
let through, that’s where the real skill lies. Actually,
sometimes it’s not that hard. When you are being
pressured, you will react. And the most natural
reactions (indignation, concern, helpfulness) are the
basis of this skill. The only conscious overlay you
need is to recognise that you have got to a point
where you must speak up. Then it’s just about
having the guts to do so.
So, are you going to answer the question? Or not?

Then there’s equivocation. I like to define this as
“appearing to answer the question whilst not
actually doing anything of the sort”. Our former
Prime Minister, Tony Blair, was rather good at this,
good here being defined as ‘most people didn’t
realise he hadn’t answered the question’. It is a rare
and difficult skill, and yes it’s evasive through being
cunning, but sometimes it is the best thing to do. In
3
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The WOW! Factor

Creating compelling content (Part 3)
Tim Farish
y last article built on the theory of using
our GPB Snapper to help you structure a
great presentation. The Snapper is based on the
premise that a good presentation has a head,
body and tail. The head (Part 1) looked at
creating a strong opening using a variety of tools
to grab an audience’s attention. The body (Part 2)
built on this opening and explored ways to
maintain attention. This article will address the
tail (Part 3), the creation of a strong close and
fitting finale for all your previous hard work.

M

For the purposes of this article I will be looking at
the tail of pitch presentations but the principles
can equally apply to general presentations too.

Advice squeezed
straight from the
experts

Firstly, it is important to create a positive
emotional response in your audience. In the
context of winning pitches, it is important to let
the audience know that not only do you really
want to win but why you want to win (and why
they should want you to win). It is perfectly
acceptable to state sound commercial reasons but
these should be accompanied with genuine
enthusiasm for being involved in such a project.
“If chosen, this will also be an exciting opportunity
to work and partner with you – a new client.”
It is worth remembering the 3 rhetorical appeals
(Logos, Ethos and Pathos, see also ‘Rhetorically
speaking’ by Carl Schreiter in our last newsletter,
Summer 2008) as this will help to remind you of
the power of each appeal for your audience.
The power of using an emotional appeal (pathos) is
that it conveys the feelings behind your words. A
word of warning here, if your reasons are not

genuine then the audience can usually tell. Often
presenters are betrayed by their body language
where their words say one thing (‘I’m excited to
work with you’) and their face says another (‘no,
I’m not!’) by not smiling, looking nervous, or even
worse, bored. So beware, time spent thinking about
why you genuinely want the business can ensure
that your body language won’t catch you out.
Ideally, creating an emotional response within the
audience is something that should happen
throughout a presentation but it becomes most
important towards the end. This is because a key
goal for presenters is to get the audience to do
something after the presentation – and it is likely
to be the final thing they remember.
Secondly, the tail of the presentation is when it
becomes important to achieve a call to ‘action’ or
‘reaction’. In the context of pitching or selling, the
technique called ‘Places’ is effective as it steers the
range of reactions that an audience might be
feeling:
‘You might be in one of three places: you’re not
sure who to choose, you want to go ahead with
this but need more information OR you are happy
to go ahead with what we’re suggesting. Any of
these places is absolutely fine. All we ask is that
you bear in mind the following reasons why we
think we have a good case.....’
Thirdly, go back to your key points from the head
of the Snapper. After you’ve reminded the audience
of the key benefits, you can link back to your desire
to win the business. This will reinforce your
motivation for the mandate and leave them with a
powerful message that you are keen to help them.
A fourth closing technique that works well in the
pitching arena is to leave the audience with a
powerful reflective question that leads naturally
into Q&A. It’s especially useful if you’re worried
about a lack of audience questions. Here’s an
example:
‘Thank you for letting us paint a picture for you of
how we believe [our service] can help [your
company]. You’ve seen the advantages it can offer
and you’ve heard what it can do for you. We’re
now going to give you the opportunity to ask us
some questions but before we do, we would like to
leave you with one to ponder.....(insert relevant
question here, eg. What additional information
would you like? Where for you are the key issues?)
continued on page 5 . . .
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The ‘WOW! Factor’
Creating compelling content (Part 3) . . . continued
continued from page 4 . . .

This final technique has several benefits: Firstly, it’s
an alternative to diving into ‘Any questions?’
Secondly, it forms a natural segue into Q&A and
finally, it can put an audience in a positive and
expansive frame of mind to begin the Q&A session.

So, now you’ve read how to structure a pitch using
our Snapper and imagined how the techniques can
help you win an audience, we would love you to go
out and win more business. But before you do, how
are you going to ‘tail’ your next presentation?

That figures. Rhetorically speaking
Carl Schreiter
et’s assume that you know your audience,
what you’re going to convince them of and
the arguments you will use. The arrangement of
information is in place and so you’re ready to
consider how you should say what you’re going to
say. Rhetoricians call this phase of the persuasion
process ‘Elocutio’, from which we have derived
the word eloquent. Elocutio is simply the choice
of words, phrases and sentences designed to
create a powerful convincing effect on your
intended receiver. The proper use of Elocutio will
significantly strengthen and invigorate your
verbal armoury with an array of rhetorical
figures. Rhetorical figures are expressions that
enhance the effect of your words. The Roman
rhetorician ‘Quintilian’ maintained that such
figures “give our language a conformation other
than the obvious and ordinary”, ie. they make
what we say better.

L

In a business setting, rhetorical figures are not
meant to satisfy an intellectual whim or to act as
mere superficial ornamentation. On the contrary,
the purpose of Elocutio is to equip our thoughts
with appropriate verbal expressions to accomplish
our intentions. After all, everyone is in the business
of persuasion; we need to choose our language as
carefully as we do our words.
The good news is that there is no shortage of
rhetorical figures. Scholastic estimates point to
more than 350, some of which are common, even
in everyday speech. Metaphors, similes and
oxymorons for instance slip either intentionally or
unintentionally into our language. The tube is a
‘nightmare’, listening to someone is ‘like pulling
teeth’; a colleague is a ‘wise fool’ and so on. At the
rarer end of the scale the Greeks advocated the use
of accismus, cacemphaton and anacephalaeosis –

elitist tongue twisters likely to satisfy even the
most discerning of verbal equilibrists or syllable
scanning scrutinisers.
Rhetorical figures fall into different categories.
Some are rhythmic, others repetitive. Some are
based on emotion, others on logic. Some are
devised to excite an audience, others to calm it
down. Some are…No, this is not the right time to
get bogged down in the world of theory. Instead,
let’s look at a handful of rhetorical figures that
hopefully will add some verbal sparkle and
persuasive power to your next speaking
engagement.
Chances are you’re already familiar with the all-soubiquitous triplet, which essentially is the listing of
letters, words or phrases in threes. Triplets create
rhythm and attention and as such they work well in
projecting key messages. An estate agent will
advocate the importance of “Location! Location!

Like pulling teeth
Location!” And in Westminster MPs will accuse each
other of resorting to “petty, partisan politics”. The
recurrence of an initial consonant, in these cases
the letters L & P also technically makes these
statements alliterations – figures that give
emphasis and appeal to memory.
continued on page 6 . . .
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Anaphora is the repetition of the same word or
group of words at the beginning of successive
clauses or sentences. It’s yet another rhythmic
attention grabber, as in “We know what lies ahead.
We know how to tackle it. We know how to make it
work.”
Antimetabole is the repetition of words, in
successive clauses, in reversed grammatical order.
It’s a powerful device if you’re looking to show
contrast, as in “To fail to prepare is to prepare to
fail” or the boardroom-driven “Action without
strategy is as harmful as strategy without action.”
Followed by a pause, preferably, it makes for a
thought-provoking and powerful statement.
You may also consider arranging words, clauses or
sentences in the order of increasing importance,
weight or emphasis, in which case you end up with
a climax. “We will search for the opportunities, we
will find the opportunities and we will turn these
opportunities into a great success.”
The juxtaposition of contrasting words or ideas is a
central component in persuasive speech and occurs
broadly across rhetorical figures. Contraries occur in
pairs and either exclude or complement each other
and as such they are useful in arguments.
Antithesis, for example, establishes a clear
contrasting relationship between ideas as in “Failure
made us wise, success will make us proud,” or “If we
try, we may succeed, if we don’t try, we cannot
succeed.” You may also consider giving
anthypophora a try. This is where you would raise
questions and then answer them or even raise
objections and then settle them. “Some said our
country could deal with economic downturn. I
never believed them. Have we become too reliant
on foreign investment? I say we have. Has the socalled service economy proved to be a recipe for
disaster? I say it has. So should we try to revamp
our manufacturing industry? I say we have no
choice.”
The beauty of some rhetorical figures is that they
need little or no preparation. In fact, they may even
find their way into your flow of words rather
spontaneously. For emphasis you may try diacope,
which is simply the repetition of a word or phrase
after an intervening word or phrase as in “We will
do it! Mark my words; we will do it!” Another
straight forward emphasiser is parenthesis, which is
a word, phrase, or whole sentence inserted as an
aside in the middle of another sentence: “What a
recent survey suggests – and here we see the true
value of up-to-date information – is that the
6

market has yet to react to the economic downturn.”
As previously stated, rhetorical figures come in all
different shapes and sizes and are used for different
purposes. Some may even come across as slightly
offbeat. Stopping abruptly and leaving a statement
unfinished, for instance, may not seem to be a wise
thing to do. The Greeks called this deliberate verbal
disruption aposiopesis and would argue that it
could be used to great effect. Are they right? Well,
how would you react if someone said: “Shall we do
the project or not? Well, that depends…”
There we are. A few simple suggestions for your
persuasive pleasure. Time now to look at a few
Elocutio tactics that may require a bit more
thought, judgement and effort.
Paralepsis is a device whereby you give emphasis by
claiming to say nothing or very little of a subject.
Literally, you talk about the things you’re not going
to talk much about. Here’s an example to support
its actual usage. “Today I could be giving you a full
rundown of the company’s business activities
worldwide. I could talk about profits, our mergers
and acquisitions and our plans to expand further.
Well, I am not going to do that. Instead, I would
like to focus on a few issues that we believe are
important to you and your business”. Et voilà, you
just saved your audience the agony of being
sleepwalked through the verbosity of company
facts and stats. You’re likely to get a collective sigh
of relief and elicit a degree of interest because
what you’re about to talk about is important to
those listening, something that matters to them.
Anadiplosis is the repetition of the last word of one
line or clause to begin the next. As such it serves as
an effective focusing device and creates a sense of
logical progression. Here’s an example: “This hedge
fund has a record of uncommon sustainability, a
sustainability envied by many of our competitors.”
There can be no doubt about the focus of your
statement. Compare that to plain “Our competitors
are envious of our hedge fund because it’s so much
more sustainable than theirs.” Anadiplosis also
works beautifully as a question as in “So the
question is; how much confidence can we put in
these analyses when these analyses have been
proven wrong once again?” Furthermore,
anadiplosis is an unparalleled device in conveying
key messages. “Today, working hard is hard enough.
Nonetheless, we can’t afford failure. Failure is not
an option”. Thanks to a combination of logical
progression, focus and emphasis, your can convey
your thoughts in a manner that is powerful,
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continued from page 6 . . .

convincing and, therefore, hard to challenge.
Finally, let’s look at ellipsis, a device whereby you
omit one or more words, implicitly asking your
listeners to put their cerebral powers to work.
“There is much to support the view that it is clothes
that wear us, and not we, them”. Those are the
words of Virginia Wolf, containing plenty of
wisdom. In one statement.
We could continue our rhetorical journey. We could
go further. For example, I could tell you about
pleonasm, which is using more words than required

to express an idea (paralepsis). But I don’t need to
do that because you have already read it with your
own eyes (pleonasm). So, what I’d like to do instead
is to conclude. Elocutio is a key part of persuasion.
Persuasion gives you power. Power will make you
more successful. Successful people make more
money (anadiplosis). I hope you will enjoy using
rhetorical figures – I think you will – and that they
will improve the quality of your presentations
(parenthesis).
I wish you the best of luck in your future lingual
lingering, verbal ventures and oral offensives.

Persuasion is full of ‘Ups and Downs’
Alastair Grant

H

credibility and persuasiveness. That’s the easy bit!
The reports also include suggestions for coaching to
improve areas of weakness.

Over the last two years, I have run numerous voice
coaching workshops for MBA students as part of
their Business Development (BD) course. These
students have their voices analysed and receive
comprehensive written reports about the
effectiveness of their voices prior to their coaching.

The challenge then is to coach a large group of
students to make their voices more persuasive in a
workshop lasting a few hours. The immediate
challenge is obvious. They all have different
coaching needs so one size does not fit all. And it’s
true that a person with a specific need such as
lowering their pitch height requires concentrated
individual attention.

ere’s something that should make all of you
more persuasive, and it’s about your voice.
It’s well researched that the quality of your voice
is a big driver of persuasiveness.

The reports give our usual scientific parameters
such as pitch height, pitch modulation, volume,
fluency, speed and articulation. From this a
‘Speaker’s image’ is produced of how well they use
their voices in terms of dynamism, clarity,

However two concepts emerged from the class of
2008: Firstly, more than 50% of the MBA students
had issues with modulation i.e. they had only small
variations in pitch and most used alterations in

Here are examples of the voice profile and matching speaker’s image, showing the usual scientific
parameters
continued on page 7 . . .
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volume as a way of providing variation or emphasis.
Secondly, concentrating on one aspect such as
modulation is like playing a round of golf with only
one club.

Our Services
Grant Pearson Brown Consulting is a
respected adviser. We enhance the
performance of businesses, helping
clients to excel in the use of the
spoken word, improving the
performance of individuals and teams.
Over the long term our work improves
the way a firm does business.
We coach and advise individuals
to perform at their best in the
toughest situations including:
Presentations, New Business Pitches,
Business Development, Negotiating,
Media Interviews, Telephone Calls and
Document Writing.
We also produce scientific voice
and face analysis reports, then provide
voice coaching and non-verbal
communications advice.
Our clients’ needs are the only
focus of our work; we listen to them
and closely tailor our response to
deliver first class coaching and advice.
Through our own innovative culture
we selectively pursue new ideas and
approaches, continually hone our
advice and create tools such as Voice
& Face Analysis, Prospect Relationship
Management (PRM) and the
Information Iceberg.

So my MBA workshops always start with an
overview of the main relevant parameters.
These are:
• Expression – mainly pitch modulation
• Intensity – also known as volume
• Pace – measured in syllables per second, but
allowing for deliberate pauses between ideas
• Articulation – clarity of words
• Fluency – removal of umms and redundant words
such as like/youknowwhadimean
Since pitch modulation, or the lack of it, is a very
common weakness, we attack this from every angle.
Exercises are also completed on articulation,
fluency, intensity and pace. A good start is to use
an interesting piece of software called VoxMetria.
This shows in real-time how a voice goes up and
down in pitch. I show two diagrams side by side. On
one is the actor and TV Host, Stephen Fry, who
modulates for Britain with his voice effortlessly
soaring into the highest end of the register, and
alongside it is an individual describing a happy
event in a miserable voice closer to that of Baldrick
from the TV comedy show ‘Black Adder’.
But it is the practical work that really engages the
students, so here’s a sample for you to try. The most
basic modulation is the inflection UP or DOWN at
the end of an idea, word or phrase. Read out this
list, going up in pitch on the first three words and
down on the last: “Apples, pears, oranges and
lemons”. It is commonly accepted that the inflection
up means that there is more to come and the
downward inflection on the word lemons means we
have got to the end. The relevance of this is
profound. If you present an idea and are unsure of
where the idea is headed then you betray that fact
by subtle upward inflections and disfluencies –
mostly umms and arghs.

Another exercise you can try is to open the vocal
passages and sing the deepest note possible with
some energy. The students, one by one, record their
best aaargh sound onto a laptop. Some find this
difficult and sound strangulated. First the students
learn to project from their diaphragms and
secondly they learn that being able to use the
lower registers of their voice carries more authority.
This is what Prime Minister Margaret Thatcher was
coached to do to reduce the shrillness of her voice.
It worked!
The final part of pitch modulation coaching is to
persuade all to sing an arpeggio in unison, for
example the 1st, 3rd, 5th and 7th notes of an
octave (see below). This causes surprise and mild
alarm! Luckily they can listen to a recording with a
human singing the notes four times over to help
them get the idea. I have put the file on the GPB
website so that you can listen to it.
Progress is hard at first but by the time we have
repeated the exercise even the flattest modulator
has moved their voices up and down with gusto
and increasing volume.
And then to the finale, reading a speech written
by Cicero designed to persuade the Senate that
a traitor needed to be exposed and dealt with.
He was!
I cannot claim to have permanently improved
the way MBA graduates use their voices in one
short session, but most go away with a much
greater understanding of how the sound of the
voice carries so much meaning, and with an ability
to coach themselves further if they wish after
the course.
An easy test that can be applied by all is to listen to
your voicemail message. Do you sound bored,
unclear, hurried, inarticulate, unsure? It is in a way
your shop window, and should sound positive, clear
and informative. If it’s not, you know now what to
do about it!

Grant Pearson Brown Consulting Ltd, 37 Great Queen Street, London WC2B 5AA
Tel: +44 (0)20 7831 1000
Fax: +44 (0)20 7831 1010
Email: e.pearson@gpbuk.com
Website: www.gpbuk.com
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