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Chapter 3 
The Need for Simplification         

“Everything should be made as a simple as possible, 

but not simpler.” – Albert Einstein

This world is scattered far and wide with numerous presentation 

coaches, all with different specialties, methods, and strategies. 

Most of them solely focus on the physical delivery of a 

presentation, and not on what is being said. It is quite common 

to have a great delivery and still communicate a poor message, 

causing the audience to walk away with nothing gained.  

They may even walk away wondering what exactly it was they 

just heard, and why they wasted their time listening. 
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In business, presentations are a necessary and crucial part  

in the success of a business. Especially when it comes to  

the bidding process of Request For Proposals (RFPs),  

the presentation given will make or break the deal, regardless 

of how good your proposal was in writing. If the presenter 

doesn’t slow down and simplify the message, how can anybody 

understand enough of it for it to be accurately received?  

You are the only one who has enough experience, training, 

and education to explain your thoughts to others. Therefore, 

it is your job to ensure that everyone you communicate your 

message to fully understands. 

Although presentation delivery, 

which I refer to as mechanics,  

is incredibly important to the overall 

reception of any message, it is the 

content that needs the most of your 

attention and time. Using interpretation, any presenter is  

capable of simplifying and relating their work to prospects  

and clients. As a matter of fact, it is the duty of professionals  

to be the interpreter for their own business. If you have both a 

good message and good delivery, your presentation is guaranteed 

to be successful. A person can pull off a great presentation with 

a good message and mediocre mechanics. It doesn’t work the 

other way around. 

Presentations are a 
necessary and crucial  
part in the success  
of a business.
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Technical professionals are the ones that get picked on the most, 

but interpretation is a necessary skill for businesses in all fields 

of work. Every industry, no matter how simple it sounds, ends up  

with some level of jargon or company lingo that is only understood  

by the employees of that company or within that specific industry. 

In this sense, every field of work can qualify as a “technical field.”

The truth is that clients want to talk to the actual individuals 

that will be working on their project, not the smooth-talking 

salesperson. (I’ve heard of selection committees refusing to 

have the business developers or marketers in the room for an 

interview.) The operations teams are “in the field” working, 

and are the ones sought out when it comes to professional 

projects. The operations team members are also the ones who 

generally have the most difficulty explaining their work and 

relating to clients, because their specialty is the muscle behind 

the work, not the mouth. Clients are not expecting someone like 

an engineer to be a fantastic, polished presenter, but they do 

expect that person to have a high level of expertise, and clients 

ultimately want to understand that person’s knowledge. This is 

not so they can do it themselves, but so they can follow along, 

give input or ask questions, and be relieved to know the project 

is in good hands. Questions keep the client involved and keep the 

project on track; not being engaged will ultimately result in an 

unhappy customer and a failed project. 
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Business developers do most of the grunt work when it comes to 

obtaining business by building relationships, networking,  

and positively representing the company. Usually, a company’s 

business developers are natural interpreters, because they have had 

to learn some of the technical side of the business in order to sell it.  

They’ve connected the dots on their own through experience, 

and they are one of the best resources for the technical  

teams to practice interpretation with because they are not 

necessarily technical. 

Although business developers  

are usually smooth talkers,  

the best sales people are good at 

convincing prospects to purchase 

their product or service because 

they are effective communicators. 

A business developer’s primary 

mission is to establish that they possess the best solution for  

a prospect. Usually, this requires understanding the prospect’s 

needs, wants, and pains, and being able to explain how your 

company is the answer to all of these problems. Relationships 

are built over time, but the first impression is the most important 

stepping stone, so it is of the utmost importance to give a great 

first impression. This first impression is usually given by a 

business developer at a networking function, an educational 

A person can pull off a 
great presentation with 
a good message and 
mediocre mechanics.  
It doesn’t work the  
other way around. 

The Need for Simplification
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presentation, proposal, or by a referral— all opportunities that 

require clear, simple communication. (Side note: I’ve read that it 

takes seventeen good impressions to make up for one bad  

first impression.)

The burden of preparing the technical/operation team to positively 

represent the company rests on the business development and 

marketing team. The business developers are probably more 

prepared and confident in presenting, and they are the ones that 

usually “translate” what the technical team says to the client— 

this is interpretation. However business developers may feel 

they are natural, experienced presenters and may assume that 

practicing is not necessary, leading them to disregard the technical 

team’s apprehension and nervousness when presenting. Even 

seasoned presenters must practice to ensure they are successful. 

As I mentioned, many prospects and clients want to talk to 

the technical team during day-to-day interactions rather than 

members of the business development or marketing department. 

Even in small companies where a principal is the business 

developer and/or has a technical background, the clients want  

to talk to the team or person that is actually doing the work.  

A one-person company will only last so long, because as your  

company grows, that principal will do more business development 

and less technical work, shifting his/her expertise and talents.
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Key Points

• Presentations are vital for most businesses because  

they make or break deals. 

• A good message can overcome poor mechanics, but great 

mechanics cannot turn an average message into a good 

presentation that the prospect/client understands. 

• The technical team may not have a perfect delivery, but at the 

very least, they need to be understood by the prospective client. 

The Need for Simplification
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You’ve probably known one of those genius types that are 

very intellectual but do not possess good people skills,  

so it can be grueling to listen to them. Most people will  

only work with genius types if they are forced to, because 

they invented something, or because they are the only  

ones that know about a particular subject matter. Otherwise, 

most people would prefer not to work with them. Rarely are 

these geniuses great business people, and they are definitely 

not great communicators. 

If a genius is to be successful in business, a “pitch man” 

usually handles the business side of things. Others stick to 

the academic world, where they are not selling their services. 

This example makes me think of trying to work with the 

character Sheldon Cooper on the show The Big Bang Theory. 

Can you imagine how difficult it would be to hire him?  

The only way someone would hire Sheldon is if he is the 

only person on the planet that could do something.

Nobody wants to work with Sheldon, so don’t be like Sheldon!


