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QUICK 
THOUGHTS 

May 14th, 2021

RETHINKING THE

REMOTE PRESENTATION: 

GIRVIN ’S EXPERIENCE
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GIRVIN’S BUILT HUNDREDS OF PRESENTATIONS
Brand innovations, new products, extensions, flankers—we’ve operated inside customer pitches, 

evolutions, introductions and long-standing brands. 

 Any pitch applies the same kind of rules that rowing does—
to the allegory of the sweep, scull, skeleton and the pacing of the coxswain: 

You’re the leader, 
you know who your rowing team is. 

Your partner is a power train—
your team and the client—all working together, 

rowing in a syncopated rhythm, together towards the finish line. 

The goal is the team-work of the win. 

The presentation, in a manner, is led by the coxswain, 
the person calling out the stroke beat, the rowing rhythm. This pitch is part of the start, the long draw of the race to the win, 
the synchrony of the rowing team, guiding the project as the stroke caller, the strategist on the water, sweeping to victory!

HISTORY OF PITCHES, CONFERENCES, SALES PRESENTATIONS, BRAND AND TRADE SHOWS
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KNOW DIGITAL
—any presentation is potentially going to look 

different in various browser and computer environments. 
(hardware, screen size, color calibration)

The only solution—
trial and being cognizant of bandwidth—

your presentation can be mired by slow bandwidth. 
Test on different hardware. 

PC VS. MAC

TO GET MORE DOWN TO EARTH AND TACTICALLY GROUNDED
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STAY LEAN AND FAST
Be quick about it—define the objectives—

everyone knows what we, all of us, 
are trying to accomplish

True to brand, show style.
Bear in mind it is important that any presentation be 

attractively linked to the brand, brand style or long term vision— 
where you are, or where you want to be.

QUICK COPY 
 

BULLETED
=
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GIRVIN REFERENCES | BRAND STYLE AND CLARITY
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GIRVIN REFERENCES | BRAND STYLE AND CLARITY
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GIRVIN REFERENCES | BRAND STYLE AND CLARITY
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GIRVIN REFERENCES | BRAND VISIONING SALES STRATEGY
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While the structure of the content is based on speed, 
quick hits of fast information—

and a speedy delivery of a great game, 
it’s good to show tiering of content. 

CORE HEADER, 
SUPPORT INFORMATION, 

and third tier detailing of information. 

DETAILS, DETAILS, DETAILS
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Every presentation for sales is built on the presumption 
of offering an unknown product, or a new one, flanker or extension. 

KEEP IT ACCESSIBLE, 
 

and easily referenceable—every bit of concept art, 
packaging is numbered and 

coded in a way that it can be easily referred.  

THE EXISTING, THE PROJECTED, THE NEW IDEALS.
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SUMMARY

The best guidelines or base assumptions and expectation 
for a remote sales presentation? 

The customer (or potential customer) knows nothing about our brand, 
think of all sales presentations as first impressions.

Obviously, there’s an ask, there’s an offer, but 
what more should be part of that criteria? 

—The benefits our company brings to the table, aside from the dollars, 
—What will the potential customer gain from a partnership with us. 

For example, the build out for digital programming & loyalty club discounts.

Existing sales results?  
Show where you’ve been, results—these are important, too, 

especially if presenting to an existing customer.
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SUMMARY CONTINUED

Is there something about looking towards 
a unique portrayal of the product, dimensionalized renderings? 

—Sales and potential customers are mainly interested in imagery from the consumer POV. 
—Screen shots and imagery of our products on loyalty or digital discount apps. 

—Show how we as a brand can support these programs. 
—3D renderings always.

Overview on the brand—KPIs?  
—There’s a strong focus on digital currently, which is not expected to die down. 

—Showing a digital presence and how the company has leveraged 
this to increase sales velocity is helpful. 

—Sales tends to show category comparisons against competitors.

Foundation and strategy of the core business and this brand’s offering?   
Doing good: CSR efforts are important to highlight here, also mission/values. 

Who? Good idea (not required) to show people making the products. 
Continual newness. 
Highlight innovation.
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SUMMARY CONTINUED

If you were to be giving insight to someone exploring 
remote sales presentations, what advice would you give, 

a foundation, state-of-the-art, best way to present remotely? 
—Use a platform you’re comfortable with and more importantly, 

that the customer is comfortable with (Zoom). 
—Send sample product to arrive the prior day so 

the customer can touch, feel and taste during the presentation; 
—Customize the presentation to the potential customer 

using their loyalty club imagery, etc.
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