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Presenting at a medical con -
ference or to a group of your 
peers can be challenging and, 

for some, even frightening. Too often, 
one struggles to prepare and deliv -
er a presentation, while the audi -
ence struggles to maintain interest. 
Most presenters, even those who 
fail, begin with good intentions. But 

skill that can be honed by applying 

to improve your presentation skills is 

communication:
Understand your audience;1. 

2. 
Have a clear message;3. 
Organize your content for optimal 4. 
impact; and
Maintain a natural, relaxed state.5. 

The ability to connect with the 
audience improves if your presenta -
tion is aligned with their needs. Begin 
by asking yourself some simple ques-
tions: Who is my audience? What are 
their medical backgrounds? How 
much knowledge do they have about 
this subject? Will they be receptive or 
hostile to the subject matter? Answer-
ing these questions will help you tai-
lor your presentation and heighten its 
relevance.

Once you have completed the 
audience analysis, you need to deter -
mine the purpose of the presentation.  
Are you seeking support for your 
research? Are you trying to establish 
your credentials, further the quest for 
a cure or promote a promising new 
drug? Presenting copious amounts of 
information with an ambiguous pur -
pose may frustrate and confuse the 

the presentation and easier for your 
audience to understand its content.

Next, state your message in a clear 

and concise manner. Your presen -
tation is an opportunity to deliv -
er a message that can motivate and 
inspire the audience. Remember that 
you are the expert on the subject and 
your audience may not have the same 
depth of understanding. Keeping the 

will guide audience members in their 
interpretation of what you are saying. 
Ask yourself, “If they only remember 
one key concept about my talk, what 
is it I want them to remember?” Then 
state that concept clearly throughout 
the presentation. Every major point 
of your talk should end with, “…and 
that’s why it is so important that we 
fund this research”; or “ … drug X 
accomplishes this goal”; or “ … and 

care.”
After clarifying your message, devel -

the overall impression with which 

formats from which to choose when 
presenting medical or clinical infor -
mation; make sure you choose the 
one that best conveys your message. 

Five Steps To Delivering An Effective Presentation

Your presentation is an 
opportunity to deliver a 
message that can  
motivate and  
inspire the  
audience. They are:

Timing—arrange information in 1.
sequential order;
Climax—deliver the main points in 2.
order of escalating importance;
Problem/Solution—present a prob-3.
lem followed by a solution and its 
bene�ts;
Classi�cation—focus the presenta -4.
tion on important items that are not 
delivered in any particular order; 
and
S i m p l e / C o m p l e x — a r r a n g e 5.
information from the simplest con-
cepts to the most complex.
Always remember that body lan -

guage communicates a variety of 
information to the audience. The audi-
ence is not only listening to your pre-
sentation, but also is interpreting any 
nonverbal messages you may be send-
ing. It is critical that you project con�-
dence while at the same time appear-
ing relaxed. Maintaining good eye 
contact, using purposeful gestures and 
speaking in an expressive manner will 
enhance your credibility and keep the 
audience engaged.

The most important of these skills is 
eye contact. Rather than scanning the 
audience, focus on one person at a time 
while relaying a full thought. Remain -
ing focused on one person for a com -
plete sentence creates the impression 

that you are simply having a conver -
sation with the audience rather than 
delivering a formal presentation. 

As you prepare your next presenta -
tion for a medical conference or peer 
group discussion, remember that pre -
senting is not an innate talent. Deliv -
ering a powerful and e�ective presen -
tation requires learning and practicing 
and, �nally, using these techniques 
successfully.
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