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What Readers Are Saying About





Effective Public Speaking:
How to Use Content Marketing with Stories to Show Your Value





“How I wish this book had existed when I started my journey from practitioner to consultant. Every page is overflowing with insights born of many years of experience presenting, virtually and in-person. More than that, Johanna makes a compelling case for why public speaking is a critical part of your content marketing toolbox.” —Seb Rose, author and speaker.




“Time is precious, which is one reason why I have not read a non-fiction book cover to cover in decades. Johanna’s book changed that. Her easy-going writing style hooked me from the start with her helpful and practical ideas, her humorous quips, and her real-life examples.” —Lonnie Weaver-Johnson, Speaker, Coach, and Certified Scrum Trainer®.




“If you are starting out in public speaking, this book is for you. From coming up with an idea, submitting a proposal, to crafting and practicing your talk, Johanna offers to-the-point, pragmatic guidance. Johanna has been through it all, and will help you overcome your fears and get you started as a speaker.” —Esther Derby, consultant and author.




“As a fiction writer, Effective Public Speaking opened my eyes to how many different ways I can use my own skills and experience in public speaking. Simply realizing I already have plenty of expertise that can be shared was a game-changer. The book offers easy-to-follow steps for figuring out what you want to speak about, how to prepare your talk, and how to handle your fears when stepping in front of a group for the first time. All of it presented in a non-intimidating way that really helps demystify the process.” —Kari Kilgore, Bestselling fiction author of over 50 books and over 100 short stories.




“Perfect timing. As I prepare to hit the speaking circuit again, Johanna’s book helped me refocus and avoid the same mistakes I made starting out. Work through this book, and you’ll end up on stage.” —Ryan Ripley,  Keynote speaker. Agility advocate. AI realist.




“Despite having seen and delivered hundreds of presentations, even I learned a lot from this book. Johanna has broken down the steps and concepts so public speaking is now approachable and, more importantly, useful to your audience and your business. Delivering a valuable presentation will always require putting in the work, but applying Johanna’s advice will help ensure it’s effort well-spent.” —VM (Vicky) Brasseur, strategist and author of Business Success with Open Source.




“This book offers a fresh perspective on adding value through public speaking. It encourages exploring new approaches to designing your presentations, providing practical ideas for engaging your audience while showcasing your content and expertise.” —Ricardo Gerardi, seasoned technologist, open-source advocate, and author.




“Effective Public Speaking is a very good blueprint for how to use public speaking for content marketing for your business. If speaking is a new idea for you, it meets you where you are and explains the whole process. If you are experienced, there are plenty of gems sprinkled throughout to make it worth your time.” —Sam Taggart, podcaster and speaker, sasworkshops.com




“Rothman demystifies every step of the speaking journey by laying a solid foundation and mindset shift to providing real-world examples, a refreshingly direct approach, and actionable strategies to help you craft your own blueprint for speaking success.” —Mark Leslie Lefebvre, Professional speaker, host of the Stark Reflections podcast, and author of over 30 novels and nonfiction books
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Preface


You may have had experiences similar to mine: You read someone’s writing, and a light bulb went off for you, whether that was fiction or nonfiction. Or, you read a consultant’s writing and you realized they offer the key for your specific problems.




You wanted to know more about what they offered—their content in the form of their expertise or experience.




If you’re like most of us, you searched for that person to read more of their writing, buy their books, or watch their videos.




If you’re lucky, that writer or consultant has a website, and maybe a blog. More writing is terrific content marketing. Yet, that’s only half the equation.




Have they recorded any podcasts about their work? Do they have any videos you can watch? Unfortunately, too often the answer to these questions is a resounding “No.”




While writing is essential for content marketing, speaking can reinforce the value these writers and consultants bring.




Too few consultants and writers have an active speaking presence. Especially fiction writers. Worse, many of the fiction writers I know prefer to hide behind their keyboards instead of building a relationship with their readers.




These consultants, nonfiction writers, and fiction writers are best-kept secrets. That’s a shame, because video and audio are two of the most effective ways to market books and consulting. Speaking shows the audience you are human. In addition, speaking helps your ideal audience learn to trust you because they can see your competence.




I’ve seen the same problem with subject matter experts inside organizations. They have terrific ideas that solve problems for and with others. Yet, they don’t seem to get the respect they deserve.




They, too, are best-kept secrets.




While I primarily wrote this book for my writing and consulting colleagues, much of the content here will also work for subject matter experts who want to stay employed. If you are one of those people, rethink any “market” or “buy” sentences to “increase your influence throughout the organization.”




Instead of remaining a best-kept secret, consider how you might add audio and video to your marketing mix. There is no “one size fits all” approach to speaking. Instead, as you read this book, consider who you want to influence and when. Which competence and expertise do you want to share?




Other people want to hear about your expertise, whether that is fiction, nonfiction, and/or consulting. Give your potential audiences a chance to hear and see you through your stories.




Let’s start.








Chapter 1. Are You a “Best-Kept” Secret?


Too many writers and consultants are best-kept secrets.




It doesn’t matter if they publish fiction, nonfiction, or show their consulting expertise through their writing. Writers and consultants earn their audiences through their intellectual property, that expertise.




These people cannot seem to find a large enough audience to make the difference they want to make in the world. Especially if they are independent.




Independent writers publish their books themselves. Independent consultants have a boutique consulting business, often of just one or two people.




Too often, these people write more—aside from their books or articles—to attract buyers. That’s good, but not sufficient.




Or, they spend money on advertising or other promotion, all to drive people to their books, website, or mailing list. The result? Not enough return for the money.




How can you find or earn your larger audience so they buy your books or your expertise?




Content marketing through speaking.




I can hear some of you gasp right now. “I can’t be a speaker! I’m an introvert. I’m afraid of public speaking. Besides, I’m not a natural speaker.”




If you are able to form words through sounds, you are a “natural” enough speaker. (If you literally cannot speak, that’s a different problem.)




And, if you are shy, introverted, or fear public speaking, you might need to take a little time and practice to be effective. But if you know how to create intellectual property via your books or consulting, you can learn how to speak effectively.




Besides that, you’re in good company.




For decades, famous fiction writers have used speaking to let people know about their writing. Some of those writers made significant money from their speeches, including Mark Twain, Charles Dickens, and Maya Angelou. You might know them as historically famous writers. However, they all made significant income from their speaking engagements.




And current fiction writers? Many successful fiction writers use various forms of speaking that were not available then, such as podcasts, formal speaking engagements, and recorded video. If you don’t believe me, think about any relatively well-known writers. Now, search for videos or podcasts that feature them. Chances are excellent that they have been podcast guests, record their own podcasts, or speak at conferences.




That speaking allows these writers to “earn” their larger audiences and attract those audiences to their expertise. That’s a form of content marketing.




Many nonfiction writers and consultants—regardless of whether they publish a book—plan to speak as their primary income. Sometimes, they don’t even care about book sales. Some people write a book as a business card. Instead of thinking about book sales first, they think of the book or other writing as marketing to inform potential clients about their other income streams: speaking, workshops, and consulting offerings.




Writers who speak—regardless of their genre—sell more books. That’s because the act of speaking helps people with expertise overcome the too-small audience problem and make more money—all with content marketing. All because content marketing offers value before anything else.




What is that value? Your expertise. The more often you share your expertise with ideal audiences, the more likely your audience will remember you when they need what you have to offer.




1.1. Your Expertise Is a Specialized Product


While your books or services are products, they are not commodity products. That’s good because commodity products face this problem: there is always downward price pressure because buyers cannot see the difference between the products.




But everyone who creates intellectual property offers specialized products and services. If you’re a fiction writer, no one else writes fiction the way you do. No one else writes your books. And successful nonfiction writers and consultants offer something useful and different from what “everyone else” offers.




Speaking helps more audiences see that your expertise is special—not a commodity. That’s because you’re the one speaking about your stories, or your nonfiction, or your consulting. Just by speaking, you differentiate your products from others.




If you take the risk of learning to speak, you can help your larger audience realize you do not offer commodity products. Instead, you offer something special, all because you are willing to share your expertise.




That something special means you don’t have to rely on promotion, such as ads, to get the word out about what you have to offer. Instead, you can use content marketing. Content marketing allows you to attract the right buyers to your work.






1.2. Attract Buyers with Content Marketing


There is a big difference between promotion and content marketing.




Promotion is about spreading the word about your products as widely as possible. That’s why advertising costs money. Advertising and other promotional approaches focus on reaching the largest possible audience, not your ideal audience. Worse, that means we need to spend money well in advance of knowing if our promotion will work.




Promotion can work for commodity products. And, I will be honest. Some fiction writers might need to add some promotion to increase their book sales. However, many fiction writers can write to their email lists more frequently instead of using promotion. See Tim Grahl’s Your First 1000 Copies: The Step-by-Step Guide to Marketing Your Book [GRA13] for more details.




In contrast, content marketing is different. That’s when you, the writer or consultant—the expert—consistently offer value to your ideal audience. The more often you offer value, the more people remember you.




Regardless of their specific expertise, writers and consultants offer some combination of information, entertainment, and problem-solving.




Fiction writers entertain. Sometimes, the worlds they create also offer information and potential insight into the problems these authors have seen or experienced in their lives. The more fiction writers integrate their information and insights into their entertainment, the more likely they attract more readers.




Nonfiction writers and consultants might offer information and problem-solving first. But people return to nonfiction writers and consultants who also entertain their readers and clients.




Content marketing brings all that information, entertainment, and problem-solving together, to offer consistent value to your audience.




In contrast, promotion often does not offer your specific information, entertainment, or problem-solving to your ideal audience, your potential buyers.




If I knew that promotion would work for my books or consulting, I might try it. But my books and consulting are not for everyone. Instead, they are for specific kinds of people with problems that fit the context I have expertise in. I want to build relationships with those people, my ideal readers and clients.




Content marketing helps me build those relationships. I consistently offer these people value, which increases their trust in me. When they have a need, they might decide to buy one of my products. Or, refer someone else to one of my products.




That’s how content marketing works: we build relationships with our ideal potential customers by offering frequent value. That frequency builds trust. While our potential buyers might not always agree with us, or prefer the genres we write, they trust that we mean well.




If you don’t believe me, think about the most recent time you read a book. Since I’m writing this book for both consultants and book writers, I suspect you read at least a book a month.




Did you look for an ad first, before you chose that book? I doubt it. If you had seen a recent ad, you might remember it when you realized you wanted to read a good book.




But it’s much more likely that you:





	
Searched for products (books) that solve your specific problem. Sometimes, readers limit their searches based on their preferred genres or the specific questions they have.



	
Then, you probably looked for product reviews. Reviews are a form of referral because other people—your customers or clients—write them. That’s also a form of content marketing that you do not need to generate.



	
You might have asked friends or colleagues for recommendations. This is another type of referral.



	
Depending on how you searched and the results, you might have seen videos about the book’s content or that consultant’s offerings. Those videos are one form of public speaking.








How do some people know enough about your intellectual property to refer others to you? Maybe they read something you wrote—that’s a form of value for the reader. But if you also speak, your content reinforced that impression to a potentially larger audience.




That’s how content marketing works. As long as you, the writer or consultant, offer value in several forms, such as writing and speaking, your ideal readers or buyers can find you. Even better, the more frequently you offer value, and the more forms of that value, the more likely you are to build a relationship before you ask for the sale.




Writing does work for content marketing. Blogs, short stories, articles—they all work for fiction and nonfiction writers and for consultants.




However, if you only write for content marketing, it’s too easy for your ideal buyers to miss what you have to say. That’s why adding speaking as content marketing works so well for all writers and consultants.






1.3. Add Speaking to Your Content Marketing Mix


Speaking creates a real-time relationship with your audience. Yes, even if it’s a pre-recorded podcast. That’s because the audience gets to hear you connect with the host, another human.




If you participate on a panel, the audience has a chance to see how you relate to several other people. That’s part of building a trusting relationship with people who need what you have to say. When you deliver a longer, solo presentation, the audience has a chance to connect directly with you.




Audiences love that. They want to see the human side of you, the author or consultant.




Even better, the audience will convince themselves of your value. You are no longer a commodity because you are a “generic” writer or consultant. Instead, they see you as an expert with relevant experience.




That’s how speaking as content marketing reinforces your value.




Effective public speaking helps you build relationships with people who want what you have to offer—your intellectual property.




Even better, you are the best representative of the value you offer in your books or consulting. That’s because you care the most about your books or consulting. No one else cares as much as you do.






1.4. You Care the Most About the Value You Offer


While you might think you can outsource your marketing and promotion to other people, no one cares about your books or services as much as you do.




You owe it to your products to speak enough, to advocate for the value your products bring to your ideal buyers.




Remember, most people do not write any books. And many of the fiction writers I know have written at least a dozen books.




Many nonfiction writers write a lot, even if they “only” write one book. Please note that “only” one book is still very impressive to the people who write zero books. However, nonfiction writers and the consultants I know have extensive expertise and experience in their fields.




If you create intellectual property, no one else can represent your value the way you can.




While I love writing as content marketing, effective public speaking is a golden opportunity to differentiate yourself from all the other writers and consultants. Especially if you appear to be a commodity. The more you speak, the more you can clarify the value you offer.




What if you are shy or an introvert? While many people use these terms interchangeably, they are not the same. Introverts gain energy from within. In contrast, extroverts gain energy from being with other people.




Shyness is orthogonal to introversion or extroversion. Shy people tend to be more reserved and tend to be more reluctant to share their thoughts in public.




Shy introverts might not go to large events. If they do attend, they’re unlikely to share their thoughts. In contrast, shy extroverts might like being with other people—but be just as reluctant to share their ideas.




However, if you are shy or you do gain energy from your thoughts, you can explain that to your audience. The people who feel the same way will feel a kinship with you. Once you start speaking effectively, your shyness or introversion won’t matter to anyone—including you.




Even better, the more effective your presentation is, the more likely your audience members will connect with you. The shy people might wait to contact you until they think they can get a private moment with you. Some of those outgoing people might try to convince you—right after your presentation—that you are not shy or introverted.




In that case, smile and thank them. And recognize that you have made a connection with a person who might refer others to your value.




Besides, if you follow the ideas in this book, you will be ready for your presentation. All because of your expertise.






1.5. Writers Make Ideal Public Speakers


All writers and consultants are ideal public speakers because they have expertise they can share. That expertise is exactly what audiences want to hear. And when you convey that expertise through stories and logic, your audience will nod along with you. They are likely to buy your products—your books or your consulting.




Even better, while much of this book focuses on presentations, all writers and consultants can use podcasts to help build relationships with their ideal buyers. Those buyers will then discover and buy those products.




Anyone can be an effective public speaker. If you have products that solve problems for your ideal readers or clients, you, too, can be an effective public speaker.




You don’t have to be a “best-kept secret” to the people who need your value. Instead, start your effective public speaking journey.






1.6. Now Try This to Sell Yourself on Speaking


Find a place to write down the answers to these questions and the questions at the end of every chapter.




When I discuss speaking as content marketing, some writers and consultants look appalled or afraid—or some combination of both. Instead of that, I’m going to ask you to imagine a future about what effective public speaking might do for you. This is an example of why you should care—and I’ll discuss that later in this book.





	
Review the number of people on your email list. If you do not yet have an email list, add that to your list of things to do immediately after you finish this chapter. How many more people do you have on that list since this time last year? If you are not growing your email list, your audience is not growing either. Your email list is the first way you can grow your audience with content marketing. Yes, that’s writing as content marketing, but for years, I let my email list know when and where I was speaking. That allowed those people to take a small chance and see me, which reinforced our relationship.



	
Review your book or consulting sales—your revenue. How much has your revenue grown over the past few years? While revenue varies from year to year, if your revenue is not growing, your audience is probably not growing either. Your ideal audience does not know about you. Speaking will allow you to find new people who are likely to buy your intellectual property in the form of books or consulting.



	
Think of three things that would change if you could grow your business by just ten percent each year for three years—without increasing your expenses. Remember, promotion techniques add to your expenses. Content marketing does not. While you might want to reinvest some of that revenue into your business, how would increased revenue allow you to change what you do in the future? People often discuss planning for the future, whether that is a vacation, college education for children, or retirement planning. Write down those three things. You can achieve those three things if you are willing to speak as part of your content marketing.








Public speaking can help you move from being a best-kept secret to someone people seek out. How do you know what to speak about? It all starts with your expertise.










Chapter 2. Identify Your Speaking Expertise


Why do people watch videos, listen to podcasts, or attend presentations? The audience is curious and wants information.




They think this speaker will offer that information. If the speaker can offer that information along with entertainment and problem-solving, the audience will continue to listen or watch the speaker. At the end, the audience members leave with a positive view of that speaker—and that speaker’s content.




Audiences are smart. No single speaker can be everything to every audience. That’s why you can focus on your expertise to create useful content marketing.




Let’s consider all your expertise through the lens of information, entertainment, and problem-solving.




2.1. Recognize All of Your Expertise


Let’s start with general expertise.




Since books are products, all writers and consultants have some business-focused expertise. I’m not suggesting all writers or consultants speak about how they write or run their businesses—but they could. That’s especially true if you have created a niche for yourself, either in your business or how you run it. Business-focused expertise might be one of your forms of information and problem-solving.




Both fiction and nonfiction writers have expertise in writing. That’s especially true for people who’ve written more than one book. Most people have never written anything longer than an email, never mind a book. You might want to offer writing expertise, as a form of information and possibly problem-solving. And, if you’re like me, where every book seems to require its own process, you might be able to add a little entertainment value to a presentation.




While you might want to speak about your general expertise, many speakers prefer to narrow their topics to their specific expertise. That’s called “subject matter expertise.”




Fiction writers have a wide variety of subject matter expertise. Because they wrote their books, they know how they created their characters, settings, and worlds. For example, if you write murder mysteries, you might know about quick-acting poisons. Fantasy writers often design extensive magic systems. Historical fiction writers often possess a deep understanding of the specifics of a particular time period and location.




Everything that’s specific to your books is part of your subject matter expertise. That’s a form of information and entertainment. And maybe a little problem-solving for people like me who slept through much of high school history.




Nonfiction writers and consultants also have subject matter expertise. That’s because they have expertise specifically focused on solving real-world problems for their ideal readers and clients. That’s information and problem-solving. Audiences also enjoy the expertise more when you can add a little entertainment to a presentation. Consider images or quotes that reflect your content, not just your presentation style.




All of your intellectual property—your books, any other topics, and how you package that information—all comprise your subject matter expertise.




In addition, some writers and consultants explain their expertise in ways that attract readers and clients.




Don’t believe me? Try this little experiment. Think of three specific people:





	
A genre fiction writer whose books you read as soon as you can get the book. If you don’t read a lot of fiction, consider graphic novels, movies, or television series—any medium where someone tells stories that you enjoy.



	
A nonfiction writer whose books you read as soon as you realize they have a book precisely about your current problem.



	
A consultant whom you’ve seen speak, live or on video. Or, you’ve read one or more of their books.








What do those people have in common? Each of these people has a unique author or expertise voice. I’m not talking about the timbre or pitch of their literal voice. Instead, I mean how they frame their ideas, both in writing and in speaking. Often, that includes telling stories to explain those ideas.




That author voice builds the relationship between the reader and the writer or the consultant.




That’s why all writers—fiction and nonfiction—can use public speaking to market their books. As long as the writer and consultants stay authentic to how they frame their ideas—their author voice—that voice will help them speak, too.




Consultants and nonfiction writers help their audiences solve problems. Fiction writers help their readers solve the reader problem of “Where’s the next book?”




Now, let’s address the concern of many consultants and nonfiction writers: that of giving away their intellectual property. Too often, that fear prevents them from offering enough value to their ideal audience.






2.2. How Much Should the Speaker Explain?


Some speakers give presentations and explain most of what you need to solve your problems. Then, the speaker says, “Register for my workshop to hear the rest.”




That’s not content marketing. That’s selling, plain and simple. It’s rude to the audience. And it gives speakers a bad name.




You can avoid that when you give people all the information they need to solve their problems. If you have a twelve-chapter nonfiction book, you might want to design and deliver a different talk per chapter. Or create a presentation that offers an overview of the principles of the book. But, the speaker’s job is to make every presentation valuable. Speakers do that when the audience has all the information they need to solve their problems.




What about people who “steal” your ideas?




Do not worry. People will steal from you.




They will copy your slides and remove anything that identifies you as the author. Worse, they will copy your images and pass them off as their own. Yes, this has all happened to me.




Now, we have Large Language Models (LLMs) ingesting all the books they can.




Do any of these people or LLMs give you credit? No.




Instead of worrying about theft, consider this alternative: make your presentation as good as it can be so your audience seeks you out after your presentation. Give your audience everything they need to succeed.




The more you try to support your audience’s success, the more the audience will see and appreciate your expertise.




If you follow this advice, you will avoid shortchanging your audience and leaving them hanging, wanting the rest of what you promised. That’s why your presentation description is so critical to a successful presentation. See Section 4.5: Write a Presentation Description for more information. Deliver on your description, and the audience will decide what more they want from you.
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