
Impacting 
Your 

Audience



Results of the 
2015 Annoying 
Powerpoint 

Survey
Dave Paradi



Respondents Who See One Powerpoint/Day



Most meetings include a 
Presentation



Reports/Studies are being 
replaced by Presentations



Top 
Annoyances 













Words Most 
Commonly 

Associated w/ 
Powerpoint



Boring



Long



Death





Slide Design/Planning 
Matters



Visuals Matter









Audience 
Impact Rules



Rule 1: Don’t 
let someone 
else tell your 

story







Change is 
Coming





The California 
Drought 

Campaign?







Has the story 
improved?



San Francisco

Southern California



Los Angeles



Rule #2: Know 
your 

audience(s)



People retain 
information 
differently



From 1980-1989

27 extreme weather events costing 
over $1 billion
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Extreme Weather Events Over $1 Billion 
by Decade
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Snow Storm: East Aurora, NY



Audience 
Segmentation









What about millennials?





46

Who Are the 
Millennials?



47

Goldman Sachs



48

About 45%



49

Millennials

Gen X

Boomers

How do you 
communicate with 
others about ideas, 

services or 
products?
Goldman Sachs

When Millennials 
were asked:
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55% of millennials 
watch video 

several times a 
day



52

The good news



Unemployment Resource Scarcity Climate Change/
Protecting Environment

Income Inequality/
Wealth

Top Challenges - 5-10 Years   Deloitte Millennial Survey



54

The bad news



55

Government Business

Impact of Government & Business on Top Challenges   
Deloitte Millennial Survey



13 The Deloitte Millennial Survey – Executive summary

Unemployment

Climate change / Protecting environment

Inequality - incomes / Wealth

Crime / Personal safety

Political instability

Stability national economies

Ageing populations / Demographic shift

Inflation

Wars/conflicts between countries

Healthcare / Disease prevention

Education, skills and training

Food supplies / Hunger / Famine

Consequences of natural disasters

Cyber security

Social unrest

Terrorism

Privacy of individuals/use of personal data

Community cohesion / Social involvement

Rights of minority groups

Business Government

Resource scarcity
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Figure 4

IMPACT OF BUSINESS  
AND GOVERNMENT ON  
SOCIETY’S CHALLENGES

NET POSITIVE OR  
NEGATIVE IMPACT*

Business

Government

Top-rated challenge

Net Impact = percentage 
responding 
“positive impact” 
minus percentage 
responding “negative 
impact”

*Of those who consider each 
challenge to be among the most 
important facing society.



Rule #3: Fit 
your message 

to your 
audience(s)



The Bad







The Better







The Good







Brunette Hair



Blonde Hair









Marketing 
youth in 
Seattle



Dog Doogity Seattle Video



More family 
oriented in 

Wichita



Dog Doogity Wichita Video



Rule #4: 
Problem/Action 

structure



Problem Action



Problem Action



Problem

Action

















Problem/Action 
in a Texas 

Song



Don’t Mess with Texas Song



Group 
Exercise



Develop a community message campaign (using problem/
action structure) for one of the following situations. You 
want your community to:

Save water for a reason of your choice

Prevent waste/litter or pollutant of your choice

Plan for a disaster of your choice

Target 2 community segments: millennials and baby 
boomers.  How will you reach each segment? What 
language, visuals, videos and/or music will you use?


