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MODULE 1: FOUNDATION & CONTEXT 

DuraƟon: 15 minutes 

1.1 Why Public Speaking MaƩers for Legal Professionals 

Legal public speaking is not merely about performance—it is about persuasion, credibility, 
and influence. Whether you are addressing a conference, seminars, or professional events, 
the ability to communicate effecƟvely can determine the success or failure of your advocacy. 

Key StaƟsƟcs: 

 Lawyers who master public speaking report 40% higher client retenƟon rates 

 Confidence in presentaƟon skills directly correlates with professional advancement 

 70% of legal professionals cite communicaƟon as the #1 skill for career success 

Impact Areas: 

1. Gaining Buy-In from Stakeholders 

 Pitching iniƟaƟves to firm leadership 

 Securing client engagement 



 Building support for legal posiƟons 

2. Professional Presence & Career Advancement 

 Speaking at industry conferences 

 Serving on panels and commiƩees 

 Building reputaƟon as a thought leader 

3. Client RelaƟons & Trust Building 

 Explaining complex legal concepts clearly 

 DemonstraƟng competence and confidence 

 Establishing aƩorney-client rapport 

4. Advocacy & Persuasion 

 PresenƟng compelling legal arguments 

 Influencing judges, juries, and stakeholders 

 NegoƟaƟng effecƟvely 

1.2 Contexts for Legal Public Speaking 

Types of Professional Speaking Engagements: 

A. Conferences and Industry Events 

 Legal symposiums and convenƟons 

 Sector-specific conferences (IP, corporate, labor law, etc.) 

 Bar associaƟon meeƟngs and conƟnuing legal educaƟon 

 Client forums and networking events 

B. Seminars and Workshops 

 Internal firm seminars 

 EducaƟonal seminars for clients 

 Law school lectures and guest lectures 

 Training sessions for legal professionals 

C. Professional Events 

 Panel discussions 

 Webinars and virtual events 



 Awards ceremonies 

 Networking conferences 

D. Courtroom and Formal Seƫngs 

 Opening statements and closing arguments 

 Oral arguments before judges 

 DeposiƟons and tesƟmony 

 SeƩlement conferences 

1.3 Core Principles of Legal Public Speaking 

1. Clarity: Complex legal concepts must be presented in accessible language 

2. Credibility: Demonstrate mastery of subject maƩer and professional integrity 

3. Confidence: Project assurance through preparaƟon and delivery 

4. Conciseness: Respect audience Ɵme—every word must serve a purpose 

5. ConnecƟon: Build rapport and engage the audience throughout 

6. Compliance: Maintain ethical obligaƟons and professional standards 

 

MODULE 2: AUDIENCE ANALYSIS & PREPARATION 

DuraƟon: 15 minutes 

2.1 Know Your Audience (CRITICAL FOUNDATION) 

Understanding your audience is the single most important determinant of successful legal 
public speaking. Tailor your message, language, and delivery to resonate with your listeners. 

Audience Analysis Framework: 

Step 1: IdenƟfy Audience Demographics 

 Profession: Are they lawyers, judges, clients, corporate execuƟves, or the general 
public? 

 Experience Level: Novices, intermediate professionals, or subject-maƩer experts? 

 Geographic/Sectoral Focus: ParƟcular pracƟce areas or jurisdicƟons? 

 Seniority: Partners, associates, junior lawyers, or mixed? 

Step 2: Assess Knowledge Level 

 Legal Literacy: Can they understand legal jargon or do you need plain language? 



 Subject MaƩer ExperƟse: Do they know the topic or is this introductory? 

 Case Law Familiarity: Are they familiar with landmark cases you might reference? 

Step 3: Understand Audience Interests & Pain Points 

 Professional Challenges: What legal/business issues keep them awake at night? 

 Career Goals: Are they seeking advancement, specializaƟon, or cerƟficaƟon? 

 Current Concerns: Recent regulatory changes, liƟgaƟon trends, emerging issues? 

 ROI ExpectaƟons: What value do they expect from aƩending? 

Step 4: Analyze Audience ComposiƟon 

 Heterogeneous vs. Homogeneous: Mixed or specialized audience? 

 Geographic Diversity: Local, naƟonal, or internaƟonal audience? 

 Size: InƟmate (20 people) or large (500+ people) event? 

 MoƟvaƟon: Mandatory aƩendance vs. voluntary aƩendees? 

PracƟcal ApplicaƟon Example: 

Scenario: Speaking on "Recent IP Developments" at a Bar AssociaƟon Seminar 

Factor Analysis ImplicaƟon 

Audience 
Mixed lawyers (corporate + individual 
pracƟƟoners) Use examples applicable to both sectors 

Knowledge Intermediate (pracƟcing aƩorneys) Can use technical terms but explain recent changes 

Pain Points 
Rising IP liƟgaƟon costs, technology 
challenges 

Address cost-effecƟve strategies and tech 
integraƟon 

Size ~150 aƩendees Use microphone, visual aids, interacƟve elements 

MoƟvaƟon 
CLE credits (incenƟve) + Professional 
interest 

Balance educaƟonal content with pracƟcal 
takeaways 

2.2 Thorough PreparaƟon Strategy 

The "Triple PreparaƟon" Method: 



PreparaƟon Level 1: Content Mastery 

 Research extensively on your topic (beyond what you'll present) 

 Understand counterarguments and opposing viewpoints 

 Gather recent case law, staƟsƟcs, and examples 

 Prepare supporƟng materials and handouts 

 AnƟcipate 10-15 likely audience quesƟons 

PreparaƟon Level 2: Structural OrganizaƟon 

 Create detailed outline (not a script) with main points 

 Develop clear transiƟons between secƟons 

 Plan Ɵming for each segment (pracƟce with a Ɵmer) 

 Prepare visual aids (slides, charts, demonstraƟons) 

 Design interacƟve elements (Q&A, polls, case studies) 

PreparaƟon Level 3: Delivery PracƟce 

 PracƟce full presentaƟon 3-5 Ɵmes (minimum) 

 PracƟce in front of mirror, colleagues, or mentor 

 Record yourself and review (for verbal Ɵcs, pacing, clarity) 

 PracƟce with visual aids and technology 

 Develop conƟngency plans for technical failures 

Pre-PresentaƟon Checklist: 

One Week Before: 

  Confirm event details (date, Ɵme, venue, audience size) 

  Obtain room specificaƟons (setup, AV capabiliƟes, seaƟng) 

  Finalize content and visual aids 

  Prepare handouts or reference materials 

  Test all technology (slides, audio, video) 

  DraŌ opening and closing remarks 

One Day Before: 

  Review outline and key points (don't over-study) 



  Prepare notes on index cards (if using) 

  Confirm travel arrangements 

  Get adequate sleep (criƟcal for mental clarity) 

  Gather all materials and equipment 

Day of Event: 

  Arrive early (30 minutes minimum) 

  Test AV equipment and slides 

  Review venue layout and sightlines 

  Meet organizers and understand flow 

  Greet early arrivals 

  Final relaxaƟon/breathing exercises 

2.3 Content Research & Authority 

For legal presentaƟons, your credibility depends on authoritaƟve, accurate informaƟon. 

EssenƟal Research Components: 

1. Primary Sources 

 LegislaƟon (statutes, regulaƟons, rules) 

 Court judgments and precedents 

 ConsƟtuƟonal provisions 

 AdministraƟve orders 

2. Secondary Sources 

 Law journal arƟcles 

 Legal treaƟses 

 Bar associaƟon publicaƟons 

 Expert commentary 

3. Current InformaƟon 

 Recent case developments (within 6 months) 

 LegislaƟve updates 

 Regulatory changes 



 Industry reports and staƟsƟcs 

4. PracƟcal Examples 

 Real cases and scenarios 

 Client situaƟons (anonymized) 

 Industry examples 

 Historical precedents 

CitaƟon & Credibility Tips: 

 Always cite sources accurately (pinpoint citaƟons where appropriate) 

 DisƟnguish between seƩled law and evolving jurisprudence 

 Acknowledge gaps in law and areas of uncertainty 

 Present balanced view (acknowledge opposing arguments) 

 Use recent examples (shows current relevance) 

 

MODULE 3: STRUCTURE & ARGUMENTATION 

DuraƟon: 20 minutes 

3.1 The Fundamental Structure: Problem-SoluƟon-Benefit 

Successful legal presentaƟons follow a clear, logical architecture. The most effecƟve 
structure for legal advocacy follows this paƩern: 

The Classic Argument Structure: 

text 

INTRODUCTION (Hook + Context) 

    ↓ 

THESIS STATEMENT (Clear posiƟon) 

    ↓ 

POINT 1: FoundaƟon/Background 

    ↓ 

POINT 2: Main Argument 

    ↓ 



POINT 3: SupporƟng Evidence 

    ↓ 

COUNTERARGUMENT & RebuƩal 

    ↓ 

CONCLUSION (Reinforcement + Call to AcƟon) 

3.2 The Five-Part Legal Argument Framework 

Part 1: IntroducƟon (5-8% of presentaƟon Ɵme) 

Purpose: Establish credibility, grab aƩenƟon, set context 

Components: 

 Brief greeƟng and introducƟon of self 

 Hook: Compelling opening statement, quesƟon, or staƟsƟc 

 Relevance statement: "Why this maƩers to you" 

 Thesis statement: Clear statement of posiƟon/main point 

 Roadmap: Brief overview of what you'll cover 

Example Opening: 

"Good morning. I'm [Name], a trademark counsel with [X] years of experience in brand 
protecƟon. You've probably received a cease-and-desist leƩer at some point in your pracƟce. 
Today, I'm going to show you how to respond strategically—not just legally, but in a way that 
protects your client's interests and opens doors for seƩlement. We'll cover three key 
strategies that have worked in over 100 cases." 

Part 2: FoundaƟon/Background (10-15% of Ɵme) 

Purpose: Provide necessary context without overwhelming audience 

Components: 

 Legal framework (relevant statutes, rules, case law) 

 Current landscape or status quo 

 DefiniƟons of key terms 

 Historical context if relevant 

 Industry standards or best pracƟces 

Key Principle: Sufficient, not exhausƟve 



 Only include background essenƟal to understanding main argument 

 Define technical terms in plain language 

 Use examples to clarify abstract concepts 

Example: 

"The Trademark Act recognizes three categories of marks: suggesƟve, descripƟve, and 
arbitrary. To understand why your mark faces opposiƟon, we need to understand these 
categories. A suggesƟve mark requires imaginaƟon to connect the mark to the goods—like 
'ROACH MOTEL' for pest control. Such marks receive protecƟon if they've achieved secondary 
meaning through use..." 

Part 3: Main Argument with Evidence (50-60% of Ɵme) 

Purpose: Present core thesis with supporƟng evidence 

Structure of Main Argument: 

1. State the key proposiƟon clearly 

2. Provide legal authority (statute, case, rule) 

3. Apply authority to facts 

4. Present corroboraƟng evidence (staƟsƟcs, examples, expert opinion) 

5. Explain implicaƟons 

MulƟ-Point Arguments: 

 Organize 3-5 main points (no more than 5) 

 Use parallel structure for each point 

 Build from strongest to second-strongest argument 

 Save weakest for middle (never end with weak point) 

Evidence Hierarchy (from strongest to weakest): 

1. Binding precedent (same court, same jurisdicƟon) 

2. Persuasive authority (higher courts, other jurisdicƟons) 

3. LegislaƟve intent and statutory language 

4. Expert tesƟmony and scholarly arƟcles 

5. Industry pracƟce and standards 

6. Logical reasoning and policy arguments 



Example of Evidence-Based Point: 

"When facing a descripƟveness challenge to your trademark, the criƟcal quesƟon is whether 
the mark has acquired disƟncƟveness through acquired secondary meaning. The Supreme 
Court in [Case Name] established that a descripƟve mark can achieve trademark status when 
it has been used extensively and exclusively, and consumers associate it with the source of 
the product. In pracƟce, we must demonstrate: (1) length and extent of use, (2) exclusivity of 
use, and (3) customer recogniƟon of source-idenƟfying significance. Let me show you three 
cases where courts found secondary meaning..." 

Part 4: Counterargument & RebuƩal (15-20% of Ɵme) 

Purpose: Address opposing viewpoints and strengthen argument 

Strategic Approach: 

 Acknowledge the strongest opposing argument 

 Show respect for the opposing posiƟon 

 Demonstrate understanding of its basis 

 Present your rebuƩal logically 

 Explain why your posiƟon is stronger 

Example: 

"Now, opposing counsel will argue that your client's logo is merely descripƟve and unworthy 
of protecƟon. This argument has superficial appeal—the logo does show a simplified 
depicƟon of the product. However, this overlooks a criƟcal disƟncƟon. While the individual 
elements may be descripƟve, the combinaƟon creates a disƟncƟve, non-obvious image. 
Moreover, [X years] of exclusive use has created precisely the secondary meaning the 
Supreme Court requires. The opposing argument ignores the well-established doctrine that 
even parƟally descripƟve marks can acquire protecƟon through secondary meaning." 

Part 5: Conclusion (5-7% of Ɵme) 

Purpose: Reinforce key message and call to acƟon 

Components: 

1. Restatement of thesis (not repeƟƟve, but reinforced) 

2. Summary of key supporƟng points (2-3 max) 

3. ImplicaƟons or consequences 

4. Call to acƟon (if appropriate) 

5. Graceful closing and offer for quesƟons 



Example: 

"In summary, your trademark is stronger than you may have believed. The law clearly 
supports protecƟon for marks that have acquired secondary meaning through use, and your 
case demonstrates all required elements. My recommendaƟon: pursue the opposiƟon 
vigorously. You have a 70% probability of success based on comparable cases. We should 
move to discovery within 30 days to maintain momentum. I'm happy to answer any 
quesƟons about this strategy." 

3.3 Organizing Complex InformaƟon 

The "Chunking" Principle: 

Divide complex informaƟon into digesƟble units: 

 Maximum 3-5 main points per presentaƟon 

 Each main point: 1-2 sub-points maximum 

 Use parallel structure (similar grammaƟcal form) 

 Provide transiƟons between chunks 

Example OrganizaƟon: 

Topic: "IP Due Diligence in M&A TransacƟons" 

Poor OrganizaƟon (confusing): 

 Trademark issues 

 Patents (also talk about trade secrets) 

 Copyrights 

 Maybe contracts too 

 Recording requirements 

 RepresentaƟon and warranƟes 

 (Audience loses thread) 

Good OrganizaƟon (clear): 

1. Pre-Closing Due Diligence: What to invesƟgate 

 Trademark registraƟons and use 

 Patent porƞolio and freedom to operate 

 Copyright ownership and licenses 



2. RepresentaƟon & WarranƟes: How to allocate risk 

 Validity representaƟons 

 Ownership representaƟons 

 Non-infringement representaƟons 

3. Post-Closing ObligaƟons: What happens next 

 Recording/assignment requirements 

 License noƟficaƟons 

 IndemnificaƟon triggers 

3.4 Using Storytelling in Legal Arguments 

Stories are more memorable than facts. Strategic storytelling in legal presentaƟons increases 
retenƟon by 65-70%. 

NarraƟve Structure: 

Elements of EffecƟve Legal Story: 

1. Context: Set the scene (who, what, when, where) 

2. Challenge: Introduce the legal problem 

3. AcƟon: Describe steps taken 

4. ResoluƟon: Show outcome and lessons 

5. Relevance: Connect back to audience's situaƟon 

Example Story: 

"I represented a mid-size manufacturing company that discovered a compeƟtor using their 
registered trademark on products sold in Southeast Asia. The company faced a difficult 
decision: pursue expensive internaƟonal enforcement or negoƟate. What the client didn't 
realize was that the compeƟtor had made criƟcal mistakes—they'd registered the mark in 
their own name without proper parent company authority. We leveraged this vulnerability to 
secure an agreement: cessaƟon of use, destrucƟon of inventory, and compensaƟon. The key 
lesson: in IP disputes, invesƟgaƟon oŌen reveals negoƟaƟng leverage that liƟgaƟon alone 
won't provide. For your business, this means..." 

When to Use Stories: 

 Opening: Hook aƩenƟon with relevant scenario 

 TransiƟons: Use brief anecdotes to bridge concepts 



 Evidence: Illustrate principles through real examples 

 Conclusion: End with memorable client success story 

 

MODULE 4: VERBAL COMMUNICATION MASTERY 

DuraƟon: 18 minutes 

4.1 Voice Control and Vocal Dynamics 

Your voice is your primary instrument for conveying ideas, confidence, and authority. 

Key Vocal Components: 

1. Pace (Words Per Minute) 

 Professional speaking rate: 120-150 WPM (conversaƟonal) 

 Slower pace (100-120 WPM): Complex legal concepts, dramaƟc effect, emphasis 

 Faster pace (150-170 WPM): Energy, enthusiasm, storytelling (use sparingly) 

Common Mistakes: 

  Speaking too fast (nervousness, unclear arƟculaƟon) 

  Speaking too slowly (boring, seems uncertain) 

  Monotone pacing (audience disengagement) 

Technique: Strategic Pausing 

 Pause for 2-3 seconds aŌer key statements (allows audience to absorb) 

 Use silence before important points (builds anƟcipaƟon) 

 Pause before answering quesƟons (shows thoughƞulness) 

 Never fill silence with "um," "uh," or "like" 

Example: 

"The court held that trademark infringement requires showing... [2-second pause] 
...likelihood of confusion among consumers. This single element determines the enƟre case. 
[2-second pause] Let me explain what 'likelihood of confusion' actually means in pracƟce." 

2. Volume and ProjecƟon 

 Baseline: Speak loudly enough for back row to hear comfortably 

 VariaƟon: Use volume to emphasize (LOUDER for important points) 



 ProjecƟon: Speak from diaphragm, not throat (project confidence) 

 Never: Apologize for needing microphone; use it confidently 

Pro Tip: Modulate volume to match emoƟonal tone 

 Important declaraƟons: stronger volume 

 Acknowledgments: slightly soŌer volume 

 QuesƟons to audience: moderate, inviƟng volume 

3. Tone and InflecƟon 

Tone conveys your aƫtude and engagement level. 

AuthoritaƟve Tone (for legal pronouncements): 

 Steady, calm, deliberate 

 Slightly lower pitch 

 ConvicƟon without aggression 

 Example: "The statute is clear on this point." 

ConversaƟonal Tone (for explanaƟons and stories): 

 Natural, varied inflecƟon 

 Slightly warmer 

 InviƟng audience into discussion 

 Example: "Let me tell you what happened next..." 

QuesƟoning Tone (for rhetorical quesƟons and engagement): 

 Rising inflecƟon at end 

 Invites mental response from audience 

 Example: "How many of you have faced a similar situaƟon?" 

InflecƟon PaƩerns: 

 膆 Good: Ends statements with falling inflecƟon (conveys certainty) 

  Bad: Ends statements with rising inflecƟon (sounds uncertain, like a quesƟon) 

 膆 Good: Vary inflecƟon throughout (keeps audience engaged) 

  Bad: Flat, monotone delivery (audience tunes out) 

4. ArƟculaƟon and Clarity 



Every word must be understood. 

Common ArƟculaƟon Problems: 

1. Swallowing endings: "proceeding" sounds like "proceedin" 

2. Mumbling consonants: Final "d" and "t" sounds disappear 

3. Slurring: Combining words ("gonna," "kinda") 

4. Regional accent challenges: Be aware of difficult sounds in your accent 

Improvement Techniques: 

 Slow down when speaking technical terms 

 Exaggerate consonant endings slightly (not obviously) 

 Pronounce each word as a complete unit 

 Record yourself and listen for weak spots 

Difficult Legal Terms—PracƟce PronunciaƟon: 

 "Acquiescence": a-KEH-ess-ents 

 "Lien": LEE-en 

 "PlainƟff": PLAIN-Ɵff 

 "Defendant": dih-FEN-dent 

 "Quash": KWOSH 

 "Enjoin": en-JOIN 

 "Fiduciary": fi-DOO-shuh-ree 

4.2 Power Words and Persuasive Language 

The words you choose carry psychological weight. 

Power Words in Legal Advocacy: 

Certainty Words (establish authority): 

 "Unequivocally," "Clearly," "DefiniƟvely," "Without quesƟon" 

 When to use: For established law, facts not in dispute 

 Example: "The statute unequivocally protects registered trademarks." 

Reasonableness Words (build consensus): 

 "Reasonably," "Logically," "Fairly," "Appropriately" 



 When to use: For interpretaƟons requiring judgment 

 Example: "A reasonable businessperson would conclude that..." 

AcƟon Words (create momentum): 

 "Establish," "Demonstrate," "Prove," "Reveal," "Show" 

 When to use: When presenƟng evidence 

 Example: "The discovery will reveal three criƟcal facts." 

Rhetorical Devices in Legal Advocacy: 

1. Metaphor and Analogy 

 Simplifies complex legal concepts 

 Makes abstract ideas concrete 

 Creates memorable comparisons 

Example: 

"Trademark infringement is like someone living in your house without permission. The house 
is your registered mark; the infringer is the unauthorized occupant. Both trademark law and 
property law ask the same quesƟon: Who has the right to control this asset? Both provide 
remedies when someone violates that control." 

2. RepeƟƟon for Emphasis 

 Repeats key phrases to create memorability 

 Builds emoƟonal resonance 

 Signals importance 

Example: 

"Your intellectual property is your compeƟƟve advantage. Protect your intellectual property. 
Invest in your intellectual property. Companies that take IP seriously outperform those that 
don't by 23%." 

3. Rhetorical QuesƟons 

 Engages audience intellectually 

 Creates anƟcipaƟon for answer 

 More powerful than statements 

Example: 



"How would you like to build a brand that compeƟtors cannot imitate? How would you like to 
create value that lasts even when your product changes? How would you like peace of mind 
knowing your compeƟƟve posiƟon is protected? Trademark registraƟon provides all three 
benefits." 

4. Parallel Structure 

 Creates rhythm and memorability 

 Emphasizes equality of concepts 

 Professional, polished sound 

Example: 

"Consider three key factors: the length of use, the exclusivity of use, and the consumer 
recogniƟon of source idenƟficaƟon. Each factor maƩers equally. Each requires evidence. Each 
contributes to demonstraƟng secondary meaning." 

5. Contrast and AnƟthesis 

 Highlights differences 

 Creates dramaƟc effect 

 Memorable and persuasive 

Example: 

"Our client didn't invent the widget. But she did invent the brand. She didn't create the 
category. But she did create the market leader. Others copied the product. We protected the 
brand." 

4.3 Plain Language & SimplificaƟon 

One of the greatest giŌs you can give a legal audience is clarity. 

SimplificaƟon Principles: 

Principle 1: Avoid Unnecessary Jargon 

  "The plainƟff asserts a viable cause of acƟon predicated upon alleged torƟous 
interference." 

 膆 "The plainƟff claims the defendant intenƟonally harmed her business 
relaƟonship." 

Principle 2: Define Technical Terms on First Use 

 "Secondary meaning—the point at which consumers associate a mark with a 
parƟcular source..." 



 "Likelihood of confusion—the probability that consumers might be deceived about 
source..." 

Principle 3: Use Shorter Sentences 

 Average sentence length in presentaƟons: 15-20 words 

 Complex legal arguments: break into mulƟple shorter sentences 

  Long: "The defendant's asserƟon that the plainƟff failed to establish that the 
alleged infringement of trademark rights occurred within the statutory period is 
contradicted by documentary evidence presented in the record." 

 膆 Shorter: "The defendant claims the infringement occurred outside the legal 
window. Documents prove otherwise. These invoices date the infringement clearly." 

Principle 4: AcƟve Voice Preferred 

  Passive: "It has been determined by the court that..." 

 膆 AcƟve: "The court determined that..." 

Principle 5: Concrete Examples Beat Abstract Principles 

  Abstract: "Trademark protecƟon extends to disƟncƟve non-tradiƟonal marks." 

 膆 Concrete: "Your company's signature jingle, the disƟncƟve shape of your boƩle, 
even a specific color can be trademarked if consumers recognize it as coming from 
you." 

Tools for SimplificaƟon: 

The "Elevator Pitch" Test: 

 Can you explain your main idea in 30 seconds to someone on an elevator? 

 If not, it's too complex 

 This forces clarity 

The "Teenager Test": 

 Would a smart teenager understand your explanaƟon? 

 Not dumbing down, just removing unnecessary complexity 

 Legal concepts can be interesƟng without being inscrutable 

The "One-Minute Rephrase": 

 AŌer explaining a concept, rephrase it in one simpler sentence 



 This reinforces understanding and shows respect for audience 

 

MODULE 5: NONVERBAL COMMUNICATION & BODY LANGUAGE 

DuraƟon: 15 minutes 

Research shows that 65-93% of communicaƟon is nonverbal. For legal presentaƟons, your 
body language must reinforce, not undermine, your message. 

5.1 Components of Professional Body Language 

1. Posture and Stance 

Professional Standing PosiƟon: 

 Shoulders back (conveys confidence) 

 Weight balanced on both feet (appears stable) 

 Slight bend in knees (appears relaxed, ready to move) 

 Feet shoulder-width apart (stable, grounded) 

 Head level (direct engagement with audience) 

What NOT to Do: 

  Slouching (appears unconfident) 

  Leaning heavily on one leg (appears casual, disengaged) 

  Pacing nervously (distracts audience) 

  Standing rigidly sƟll (appears wooden) 

  Hands in pockets (appears defensive) 

Movement Strategy: 

 膆 Plant feet when making key points (stability = confidence) 

 膆 Move purposefully between secƟons (transiƟon) 

 膆 Approach audience when asking quesƟons (creates connecƟon) 

 膆 Move toward visual aids when referencing them 

 膆 Avoid random pacing (choose intenƟonal posiƟoning) 

2. Eye Contact 



Eye contact is the most powerful nonverbal tool for legal advocacy. 

Professional Eye Contact Technique: 

 Make eye contact with different audience members throughout 

 Hold eye contact for 3-5 seconds with each person 

 Cover different secƟons (leŌ, center, right, back) 

 Addresses judges/panel directly during key points 

 Includes quiet audience members (draw them in) 

The "Eye Contact Triangle": 
When addressing mulƟple people, make eye contact with different people as you speak: 

 Start leŌ secƟon 

 Move to center 

 Move to right 

 Repeat paƩern 

 This makes enƟre audience feel addressed 

What to Avoid: 

  Staring at one person (makes them uncomfortable) 

  Looking only at PowerPoint or notes (loses audience) 

  Avoiding eye contact (appears untrustworthy) 

  Eyes darƟng nervously (signals anxiety) 

Special SituaƟons: 

 Virtual presentaƟons: Look at camera (not screen) for direct engagement 

 Large audiences: Focus on different secƟons 

 Panel or judge: Address the decision-maker directly 

3. Gestures and Hand Movement 

Gestures should emphasize, clarify, and engage—never distract. 

EffecƟve Gestures: 

Emphasis Gestures: Underscore important points 

 Open hand gesture (conveys openness) 



 PoinƟng for specific items (must be purposeful) 

 CounƟng on fingers for lists (adds clarity) 

 Strong downward gesture for definiƟve statements 

DescripƟve Gestures: Show relaƟonships and size 

 Showing dimensions with hands (larger/smaller) 

 IndicaƟng direcƟon or sequence 

 Drawing shapes in air to illustrate concepts 

Engagement Gestures: Invite audience parƟcipaƟon 

 Open palms upward (asks audience) 

 Beckoning moƟon (invites quesƟons) 

 Palms together in front of chest (shows humility, listening) 

What to Avoid: 

  Jingling coins/keys in pockets (distracƟng) 

  Crossing arms (appears defensive, closed) 

  Wringing hands (appears nervous) 

  Touching hair or face repeatedly (nervous habit) 

  Tapping fingers on podium (irritaƟng) 

  Gesturing below waist (less powerful) 

  Flailing arms randomly (appears out of control) 

Gesture Frequency: 

 Moderate: 1-2 gestures per 10 seconds of speaking 

 More for engaging; fewer for serious legal pronouncements 

4. Facial Expression 

Your face communicates engagement, confidence, and authenƟcity. 

Appropriate Facial Expressions: 

For Serious Legal Points: 

 Composed, focused expression 



 Slight forward lean of head (shows engagement) 

 Natural, not forced smile 

For Explanatory Content: 

 Slightly animated expression 

 Shows enthusiasm for subject 

 Smiling when appropriate (makes you approachable) 

For Difficult/Opposing Arguments: 

 Thoughƞul, serious expression 

 Shows respect for opposing view 

 Furrowed brow (shows deep consideraƟon) 

For QuesƟons from Audience: 

 Engaged, listening expression 

 Nod to show understanding 

 Smile (shows appreciaƟon for quesƟon) 

What to Avoid: 

  Completely blank expression (appears disengaged) 

  Constant smiling (trivializes serious legal topics) 

  Frowning/grimace (seems negaƟve or pained) 

  Rolling eyes (dismissive, unprofessional) 

  Contemptuous expression (alienates audience) 

5. Proximity and Use of Space 

Physical distance affects audience percepƟon and engagement. 

PosiƟoning Strategy: 

 Close to audience (3-5 feet): Builds inƟmacy, used for important points or 
engagement 

 Middle distance (8-12 feet): Standard posiƟon for most content delivery 

 Far distance (20+ feet): Reserved for reference to overall situaƟon, overview 
statements 



Strategic Movement: 

 Approach audience when asking rhetorical quesƟons 

 Step toward key evidence or visual aids when referencing 

 Move away during transiƟons 

 Return to center for main arguments 

Lectern Use: 

 Use lectern for notes, water, documents 

 But don't hide behind it; step out when engaging 

 Never put full weight on lectern (appears dependent) 

 Use as reference point, not barrier 

6. Appearance and Professional Grooming 

Your appearance affects credibility and audience percepƟon. 

Professional Legal Appearance: 

 Business formal: Dark suit, professional shoes, minimal jewelry 

 Business casual: Dress pants/professional skirt, buƩon-up or blazer 

 Grooming: Professional haircut, neat appearance, minimal fragrance 

 Colors: Dark, professional colors (navy, charcoal, black); avoid bright distracƟng colors 

 Jewelry: Minimal, professional; nothing that jingles or distracts 

 Accessories: Professional briefcase or folder; appropriate bag 

Why It MaƩers: 

 Credibility: Professional appearance builds authority 

 DistracƟon**: Unusual appearance distracts from content 

 ExpectaƟons**: Legal audience expects professional appearance 

 Confidence**: You feel more confident dressed professionally 

 

MODULE 6: PERSUASION & ADVOCACY TECHNIQUES 

DuraƟon: 17 minutes 



Legal public speaking is fundamentally about persuasion. This module covers advanced 
techniques used by successful legal advocates. 

6.1 The Three Elements of Persuasion (Aristotle's Rhetoric) 

1. Ethos (Credibility and Character) 

Ethos establishes you as a trustworthy, authoritaƟve source. 

Building Ethos: 

 Demonstrate ExperƟse: Cite your experience, credenƟals, knowledge 

 Show Integrity: Be honest about limitaƟons, acknowledge opposing views 

 Establish Trustworthiness: Follow through on promises, cite sources accurately 

 Align with Audience Values: Show you understand their concerns 

Example Building Ethos: 

"I've spent 15 years in trademark prosecuƟon. I've handled over 300 opposiƟon cases. I'm 
not here to tell you that opposiƟon is easy. But I'm here to share what I've learned about 
what works and what doesn't. I've seen cases that seemed unwinnable succeed, and strong 
cases fail. I've learned why. Let me share those lessons with you." 

Ethos Markers: 

 膆 Relevant credenƟals and experience 

 膆 Humble acknowledgment of limitaƟons 

 膆 Accurate citaƟons and sourcing 

 膆 Personal investment in topic 

  False credenƟals or exaggeraƟon 

  Defensive posturing 

  Dismissing opposing views 

  Appearing moƟvated solely by money 

2. Pathos (EmoƟonal ConnecƟon) 

Pathos creates emoƟonal resonance with the audience. 

Building Pathos Appropriately (without manipulaƟon): 

 Tell relevant stories with human dimensions 

 Use vivid language to create mental images 



 Show genuine concern for audience's situaƟon 

 Acknowledge struggles they face 

 Connect to shared values (integrity, jusƟce, fairness) 

Example Using Pathos: 

"I represented a small business owner who spent 10 years building her brand. She'd invested 
every penny she had. Her products were in 500 retail locaƟons. Then a compeƟtor came 
along with nearly idenƟcal branding, copied her markeƟng, and flooded the market. That 
business owner didn't need a lecture on trademark law—she needed someone who 
understood what it meant to have everything she'd built threatened. That's when the law 
maƩered to her. That's what we pracƟce." 

Appropriate vs. Inappropriate Pathos: 

 膆 Appropriate: Stories that illustrate legal principles 

 膆 Appropriate: Acknowledging real-world consequences 

 膆 Appropriate: Showing genuine understanding of audience concerns 

  Inappropriate: ManipulaƟon or cheap emoƟonal appeals 

  Inappropriate: Evoking emoƟon without connecƟon to content 

  Inappropriate: Using tragedy inappropriately 

3. Logos (Logic and Evidence) 

Logos provides raƟonal foundaƟon for persuasion. 

Building Strong Logos: 

 Clear reasoning from premise to conclusion 

 Reliable evidence (cases, statutes, data) 

 Logical structure (audience can follow argument) 

 Sound conclusions supported by evidence 

 Acknowledge counterarguments and address them 

Fallacies to Avoid: 

  Ad Hominem: AƩacking person instead of argument 

  Straw Man: MisrepresenƟng opposing argument 

  Appeal to Authority: CiƟng authority without substance 



  False Equivalence: TreaƟng different situaƟons as the same 

  Hasty GeneralizaƟon: Drawing broad conclusions from limited evidence 

  Begging the QuesƟon: Assuming what you're trying to prove 

6.2 The Advocacy Framework: CRAC (Conclusion, Rule, ApplicaƟon, Conclusion) 

The CRAC framework is the backbone of effecƟve legal advocacy. 

Structure: 

C - Conclusion (IniƟal) 

 State your posiƟon clearly and directly 

 This is your thesis statement 

 Audience knows where you stand from the start 

R - Rule 

 Present the applicable legal rules 

 Cite primary authority (statute, case law) 

 Explain the rule comprehensively but concisely 

A - ApplicaƟon 

 Apply the rule to the specific facts 

 Show how evidence supports conclusion 

 Address counterarguments 

 Use specific examples and analogies 

C - Conclusion (Reinforced) 

 Restate conclusion in context of analysis 

 Explain implicaƟons 

 Call for acƟon or acceptance 

Example CRAC ApplicaƟon: 

Topic: "Secondary Meaning in Trademark" 

Conclusion (IniƟal): 

"Your descripƟve mark can achieve protecƟon if you can demonstrate secondary meaning—
the transformaƟon of a descripƟve term into a source idenƟfier in consumers' minds." 



Rule: 

"Courts analyze secondary meaning using the Seabrook Foods test, which examines: (1) 
length and exclusivity of use; (2) amount and exclusivity of adverƟsing; (3) amount of sales 
and number of customers; (4) established place in market; and (5) consumer proof that the 
mark idenƟfies the source." 

ApplicaƟon: 

"Your company has used 'ALL-WEATHER' exclusively on outdoor clothing for 18 years. Your 
markeƟng budget is $5 million annually. You've sold to 2 million customers in 50 states. 
Surveys show 67% of consumers associate the mark with your company. Every element of the 
Seabrook test is saƟsfied." 

Conclusion (Reinforced): 

"Secondary meaning is established. Your mark qualifies for federal registraƟon protecƟon. 
We should file immediately to lock in priority date and secure naƟonwide rights." 

6.3 Handling ObjecƟons and Counterarguments 

Successful advocates don't ignore opposing arguments—they anƟcipate and address them. 

The "IRAC-O" Framework (Adding ObjecƟon Handling): 

I - Issue 
R - Rule 
A - ApplicaƟon 
C - Counterargument/ObjecƟon 
C - Counter to Counterargument 
O - Outcome 

Handling ObjecƟons Strategy: 

Step 1: Acknowledge the ObjecƟon 

"The opposing party will argue that the mark is merely descripƟve and therefore 
unprotectable." 

Step 2: Concede LegiƟmate Points 

"They're right that the mark describes an aƩribute of the product—it indicates all-weather 
capability." 

Step 3: DisƟnguish or Rebut 

"However, courts long ago established that even descripƟve marks can achieve protecƟon 
through secondary meaning. The opposiƟon argument ignores this established doctrine." 

Step 4: Provide Counter-Evidence 



"Our survey evidence shows [X]% consumer recogniƟon of source idenƟficaƟon. [Case] held 
this sufficient for secondary meaning." 

Step 5: Conclude Forcefully 

"Their argument has surface appeal, but it fails under established law. Our posiƟon is 
stronger." 

 

MODULE 7: MANAGING NERVOUSNESS & BUILDING CONFIDENCE 

DuraƟon: 10 minutes 

Even experienced aƩorneys feel nervous before presentaƟons. The goal is not to eliminate 
nervousness—it's to channel it producƟvely. 

7.1 Understanding PresentaƟon Anxiety 

The "Fight-Flight-Freeze" Response: 

 When facing audience, your body perceives threat 

 Adrenaline increases (elevated heart rate, faster breathing) 

 Blood flows to large muscles (less to fine motor control) 

 Brain focuses on survival (harder to access knowledge) 

Physical Symptoms: 

 Racing heart 

 Trembling hands or voice 

 Dry mouth 

 BuƩerflies in stomach 

 Difficulty concentraƟng 

 SweaƟng 

The Good News: These are the same physiological responses to excitement. Your body 
doesn't disƟnguish between anxiety and excitement—your mind does. 

7.2 Pre-PresentaƟon Anxiety Management 

Technique 1: Reframing Anxiety as Excitement 

Instead of: 

"I'm nervous. I'm going to mess up." 



Try: 

"I'm excited. This adrenaline will help me deliver with energy and passion." 

Research Finding: People who reframe anxiety as excitement perform 20% beƩer than those 
who try to stay calm. 

Technique 2: Breathing Exercises 

Box Breathing (calm nervous system): 

1. Breathe in for 4 counts 

2. Hold for 4 counts 

3. Breathe out for 4 counts 

4. Hold for 4 counts 

5. Repeat 5-10 Ɵmes 

This acƟvates the parasympatheƟc nervous system (opposite of fight-or-flight). 

Technique 3: VisualizaƟon 

30 Minutes Before: 

 Close your eyes 

 Visualize yourself delivering presentaƟon successfully 

 See audience engaged, nodding 

 Hear yourself speaking clearly and confidently 

 Feel the posiƟve emoƟon of success 

 Experience smooth transiƟons between points 

Technique 4: Physical PreparaƟon 

 Exercise: Light exercise 2-3 hours before (releases nervous energy) 

 HydraƟon: Drink water (prevents dry mouth) 

 EaƟng: Light meal 2 hours before (don't speak hungry) 

 Sleep: Get adequate sleep night before (clear thinking) 

 Caffeine: Limit or avoid (can increase jiƩers) 

Technique 5: Confidence Anchors 

Create a Personal Anchor: 



 Recall a Ɵme you performed well under pressure 

 IdenƟfy the physical sensaƟon (confidence posture) 

 Before speaking, adopt that posture 

 This triggers memory of previous success 

Example: 

"I'll stand in the confident stance I used in law school moot court. My body remembers 
success. It will help me access that confidence now." 

7.3 Techniques During PresentaƟon 

If Your Mind Goes Blank: 

Strategy 1: Pause 

 Take a 2-3 second pause 

 This feels long to you, normal to audience 

 During pause, check notes or take a breath 

 Audience reads pause as thoughƞulness, not blank 

Strategy 2: Refer to Notes 

 You're allowed to check notes 

 Doing so openly is professional 

 "Let me review my next point..." is fine 

Strategy 3: Ask Audience 

 "Before I conƟnue, does anyone have quesƟons so far?" 

 Gives you moments to refocus 

 Engages audience 

If You Make a Mistake: 

Professional Handling: 

1. Don't apologize profusely (draws aƩenƟon to error) 

2. Correct maƩer-of-factly: "I should clarify—that case was decided in 2020, not 2019" 

3. Move forward (audience will move on) 

4. Don't dwell on error 



Why This Works: 

 Audience oŌen doesn't noƟce minor errors 

 Excessive apology makes them noƟce 

 Calm correcƟon shows professionalism 

If Technology Fails: 

PreparaƟon: 

 Know your presentaƟon without slides 

 Have backup (printed notes, handouts) 

 Can present from middle of room if AV fails 

 This is why you prepare thoroughly 

During Failure: 

"I've lost my visual aids temporarily. Let me conƟnue—I can explain this concept without the 
slides, and it might actually be clearer." 

 Shows confidence 

 Audience respects adaptability 

 

MODULE 8: ENGAGEMENT & Q&A MANAGEMENT 

DuraƟon: 12 minutes 

A presentaƟon ends when the audience leaves, not when you finish speaking. Q&A is your 
final opportunity to persuade, clarify, and build credibility. 

8.1 CreaƟng Audience Engagement Throughout 

InteracƟve Elements During PresentaƟon: 

Type 1: Rhetorical QuesƟons 

"How many of you have faced a cease-and-desist leƩer?" 

 Engages minds without requiring response 

 Creates sense of shared experience 

Type 2: Polling QuesƟons (especially virtual) 

"Quick poll: How many handle trademark opposiƟon cases? A) Regularly, B) Occasionally, C) 
Never?" 



 Audience votes 

 Shows relevance of content 

Type 3: Case Study Analysis 

"Look at this trademark dispute. What would you advise the client? Turn to someone nearby 
and discuss for 90 seconds." 

 Breaks up content 

 Creates acƟve learning 

Type 4: ApplicaƟon Exercise 

"Using the framework I just presented, how would you approach the XYZ situaƟon?" 

 Makes content pracƟcal 

 Audience tests their understanding 

Type 5: Show of Hands 

"Hands up if this scenario matches your experience?" 

 Low-stakes parƟcipaƟon 

 Builds investment in content 

8.2 Managing Q&A Sessions Professionally 

Ground Rules for Q&A: 

Before StarƟng Q&A: 

 Explain how quesƟons work 

 Direct audience to microphone (if large room) for recording purposes 

 Request specific quesƟons (not speeches) 

 Thank quesƟoners 

Fielding QuesƟons: 

Step 1: Listen Fully 

 Don't interrupt 

 Take notes on the quesƟon 

 Show genuine engagement 

Step 2: Clarify (If Needed) 



"Just to make sure I understand, you're asking about [restatement]. Is that correct?" 

 Ensures you understand 

 Buys you thinking Ɵme 

 Shows respect for quesƟoner 

Step 3: Answer Directly 

 Address the specific quesƟon 

 Don't answer the quesƟon you wish was asked 

 Keep answers concise (1-2 minutes) 

Step 4: Bridge Back to Key Message 

"That's a great quesƟon. It illustrates the importance of [key point]. As I menƟoned earlier..." 

 Uses quesƟons to reinforce main message 

 Shows connecƟon between Q&A and content 

Step 5: Redirect If Necessary 

 If quesƟon is off-topic: "That's interesƟng, but beyond our scope today. Let's chat 
aŌer the presentaƟon." 

 If you don't know: "That's a good quesƟon. I'll research that and get back to you. 
What's the best way to reach you?" 

 Never guess or make up answers 

How to Handle Difficult QuesƟons: 

Type 1: The HosƟle QuesƟon 

"Isn't it true that trademark protecƟon is just a way to sƟfle compeƟƟon?" 

Response: 

 Don't become defensive 

 Acknowledge concern respecƞully 

 Provide factual counter 

"I understand that concern. However, empirical evidence shows that strong IP protecƟon 
actually increases innovaƟon. Companies invest more in R&D when they know their 
investments are protected. In fact, [data]." 

Type 2: The HypotheƟcal QuesƟon 



"But what if the circumstances were completely different?" 

Response: 

 Appreciate the intellectual engagement 

 Clarify you're addressing actual scenarios 

"Great hypotheƟcal. For today's purposes, I'm focusing on the actual fact paƩerns we see in 
pracƟce. But you're right that different facts could change the analysis." 

Type 3: The QuesƟon Showing Disagreement 

"I've always understood this area differently..." 

Response: 

 Show respect for alternaƟve view 

 Explain your posiƟon 

 Agree to disagree if appropriate 

"I appreciate that perspecƟve. The law in this area has evolved significantly. My view reflects 
the current approach, but courts have interpreted this issue different ways. Both have merit." 

Type 4: The Rambling QuesƟon 

"[Person talks for 3 minutes about tangenƟally related topic]" 

Response: 

 Gently redirect 

"I appreciate your perspecƟve. To refocus, your quesƟon seems to be about [core issue]. Let 
me address that..." 

Type 5: The QuesƟon You're Not Prepared For 

"What about [very specific scenario]?" 

Response: 

 Admit you haven't thought about it 

"That's a novel scenario I haven't encountered. My insƟnct is [iniƟal thought], but that would 
deserve more research. Let me follow up with you on that." 

 Don't make up law or pretend certainty 

QuesƟons NOT to Answer: 

 ConfidenƟal client maƩers: "I can't discuss my clients' specific situaƟons." 



 PredicƟons: "I can't predict how a court will rule, but I can explain the factors they'll 
consider." 

 Legal advice: "I'm presenƟng educaƟonal informaƟon, not providing legal advice. 
Consult with your own counsel for advice." 

 PoliƟcal/personal opinions: "That's outside my experƟse. I sƟck to what the law 
provides." 

8.3 Closing the Q&A Session 

When Time is Limited: 

"We have Ɵme for two more quesƟons. Let's take this one." 

Final QuesƟon: 

 Select one that allows you to reinforce key message 

 Answer comprehensively 

 Use answer to return to thesis 

Closing Statement: 

"I want to thank you for excellent quesƟons. They illustrate exactly why this area is so 
important. As I menƟoned at the start, [key message]. I'm confident you'll apply that as you 
face these issues. Thank you." 

 

MODULE 9: VIRTUAL & HYBRID PRESENTATIONS 

DuraƟon: 12 minutes 

With remote work and hybrid events becoming standard, virtual presentaƟon skills are 
essenƟal. 

9.1 Technical Setup for Virtual PresentaƟons 

Equipment Checklist: 

EssenƟal: 

 Quality webcam (built-in laptop camera is weak) 

 External microphone (USB microphone, ~$30-100) 

 Good lighƟng (soŌbox or ring light, or posiƟon facing window) 

 Stable internet (wired connecƟon beƩer than WiFi) 

 Backup internet (hotspot on phone as backup) 



 Quiet, professional background (or virtual background) 

Recommended: 

 Second monitor (one for slides, one for notes) 

 Headphones (prevents audio feedback) 

 Camera at eye level (look professional, not down nose) 

Room Setup: 

PosiƟon: 

 Camera at eye level or slightly above 

 Face camera directly 

 Professional background (bookshelf, neutral wall, company logo) 

 Or use professional virtual background 

 Minimal distracƟng movement in background 

LighƟng: 

 Light source in front of you (facing you), not behind 

 Avoid harsh shadows on face 

 SoŌ, even lighƟng preferred 

 Test before presentaƟon (record short test video) 

Audio: 

 Test audio quality 

 Avoid echoing rooms (add soŌ furnishings) 

 Minimize background noise 

 Close doors and windows 

 Silence noƟficaƟons 

9.2 Delivery Differences in Virtual Seƫngs 

Engage Differently: 

In-Person Engagement: 

 Eye contact builds connecƟon 

 Body language visible 



 Easy to see reacƟons 

Virtual Engagement: 

 Look at camera (not screen) when speaking 

 Larger facial expressions (harder to see on screen) 

 Speak with more energy (screen dampens enthusiasm) 

 Pause for quesƟons even on webinars (don't just monologue) 

Tips for Virtual Success: 

1. Eyes on Camera 

 When speaking to audience, look at camera lens 

 This makes you appear to make eye contact 

 When looking at notes, it's okay (very brief) 

 But camera eye contact is essenƟal 

2. Animated Delivery 

 Virtual delivery requires more energy 

 Camera compresses body language 

 You need to "over-deliver" slightly 

 Larger gestures (within frame) 

 More vocal variety 

3. Visible Enthusiasm 

 Enthusiasm translates to energy on screen 

 Smile when appropriate 

 Show genuine interest in topic 

 Lean slightly forward (shows engagement) 

4. Slide Visibility 

 Slides must be clear and readable on screen 

 Larger fonts (minimum 24pt for body text) 

 High contrast (dark text on light, or vice versa) 

 Avoid cluƩering slides 



 Verify legibility before presenƟng 

5. InteracƟon Techniques 

 Use chat feature for quesƟons 

 Poll features for engagement 

 Screen sharing to walk through materials 

 Designate Ɵme for Q&A (don't wait unƟl end) 

 Ask direct quesƟons to individuals (creates accountability) 

6. Virtual Hand-Raising 

 Teach audience to use hand-raise feature 

 Acknowledge and call on raised hands 

 Makes it feel less like tradiƟonal webinar 

9.3 Hybrid Event Challenges 

Challenge 1: Serving Two Audiences 

 Some in-person, some remote 

 Can't just ignore one group 

 Strategy: PosiƟon yourself to face camera periodically 

 Acknowledge both groups 

 Include both in interacƟon 

Challenge 2: Technology Failures 

 Have backup presenters or co-presenter 

 Know how to present without AV 

 Have phone dial-in opƟon for internet failure 

 Test everything 30 minutes before 

Challenge 3: Engagement Across Seƫngs 

 In-person audience easier to read 

 Remote audience feedback invisible 

 Check chat and raise-hand indicators regularly 

 Ask specific quesƟons to virtual parƟcipants 



 

MODULE 10: ETHICAL CONSIDERATIONS & PROFESSIONAL CONDUCT 

DuraƟon: 10 minutes 

Legal professionals are bound by ethical obligaƟons even in public speaking contexts. 

10.1 Maintaining Professional Integrity 

Core Ethical Principles: 

Principle 1: Honesty and Accuracy 

 Present facts accurately 

 DisƟnguish between seƩled law and evolving jurisprudence 

 Acknowledge limitaƟons in law or evidence 

 Never misrepresent authority 

 Correct errors immediately 

Principle 2: Avoiding Misleading Statements 

 Omission can be misleading (don't omit material facts) 

 Don't exaggerate credenƟals or experience 

 Present balanced view of issues 

 Acknowledge opposing arguments fairly 

 Don't cherry-pick evidence 

ApplicaƟon**: 

What You Can Say: 

 膆 "The trend in recent cases suggests..." 

 膆 "One interpretaƟon of this statute is..." 

 膆 "In my experience, most clients in this situaƟon..." 

 膆 "The law is unseƩled on whether..." 

What You CANNOT Say: 

  "The law clearly requires..." (when actually unseƩled) 

  "My approach has a 95% success rate" (without data) 



  "There are no opposing authoriƟes to consider" (if false) 

  "I've never lost a case" (misleading) 

10.2 ConfidenƟality ObligaƟons 

Legal Requirements: 

What's ConfidenƟal: 

 Client names and idenƟƟes (unless previously disclosed) 

 Details of client maƩers (cases, agreements, disputes) 

 Privileged communicaƟons with clients 

 SensiƟve business informaƟon shared by clients 

 Non-public strategic informaƟon 

Public vs. ConfidenƟal: 

 膆 Can discuss publicly reported cases 

 膆 Can discuss published court decisions 

 膆 Can discuss general legal principles 

  Cannot discuss confidenƟal client maƩers 

  Cannot idenƟfy clients without permission 

  Cannot share sensiƟve client informaƟon 

PracƟcal ApplicaƟon: 

Allowed: 

"I represented a company in a trademark opposiƟon. The opponent used a mark so similar 
that [describing publicly decided case paƩern]. The key lesson was..." 

NOT Allowed: 

"My client, XYZ CorporaƟon, hired me when..." 
[Details about actual client maƩer] 

10.3 Avoiding Unauthorized PracƟce Claims 

Key Principle: 

PresenƟng legal informaƟon is NOT pracƟcing law; giving legal advice to specific persons IS. 

EducaƟonal PresentaƟons: 



 膆 Explaining legal concepts 

 膆 Discussing general legal trends 

 膆 Analyzing hypotheƟcal scenarios 

 膆 Teaching legal frameworks 

 膆 Providing resources for further learning 

NOT EducaƟonal (Legal Advice): 

  Telling specific person what to do 

  RepresenƟng yourself as their aƩorney 

  Providing personalized legal recommendaƟons 

  Client-specific strategy advice 

Disclaimer Example: 

"The informaƟon I'm presenƟng is educaƟonal. It explains general legal principles. It is not 
legal advice. If you need specific advice for your situaƟon, consult with a qualified aƩorney in 
your jurisdicƟon." 

10.4 Disclosure of Interests 

When You Should Disclose: 

Financial Interests: 

 You represent one side of industry (disclose potenƟal bias) 

 You're promoƟng specific products or services 

 You have financial interest in topic 

 You're being paid by sponsor with interest 

Professional Roles: 

 You work for enƟty with posiƟon on issue 

 You hold posiƟon in trade associaƟon 

 You have consulƟng business related to topic 

 You have obvious experƟse interest 

Timing**: 

 Disclose at beginning of presentaƟon 



 Don't hide interests 

 Audience can judge your perspecƟve beƩer knowing your posiƟon 

 Builds credibility, not undermines it 

Example: 

"I should disclose that I work in-house for a pharmaceuƟcal company, so I have perspecƟve 
from that side of IP enforcement. I'll try to present balanced view, but you should know that 
perspecƟve." 

 

MODULE 11: PRACTICAL CASE STUDIES & EXAMPLES 

DuraƟon: 10 minutes 

11.1 Case Study 1: Academic Legal PresentaƟon 

Scenario: PresenƟng "Recent Developments in Patent Law" at law school CLE 

Audience Analysis: 

 Law professors, pracƟƟoners 

 Mixed experience levels 

 Seeking conƟnuing educaƟon credits 

 Interested in emerging trends 

Structure Used: 

1. Opening: Current case generaƟng debate (hook) 

2. Background: EvoluƟon of patent doctrine 

3. Recent Developments: 3-4 key cases analyzed 

4. ImplicaƟons: What this means going forward 

5. Q&A: Address pracƟcal applicaƟons 

Techniques Applied: 

 Used case excerpts (read brief passage) 

 Drew implicaƟons for pracƟce 

 Invited discussion of implicaƟons 

 Provided handout with key citaƟons 

 Ended with "these trends will impact your pracƟce" 



Success Factor: Connected academic content to pracƟcal applicaƟon 

11.2 Case Study 2: Industry Conference Panel 

Scenario: Panel on "IP Strategy in Emerging Markets" at business conference 

Audience: 

 In-house counsel from mulƟnaƟonal companies 

 Business execuƟves 

 Mixed legal/business background 

 Concerned with pracƟcal strategy 

Structure Used: 

1. Framing: Why emerging market IP maƩers 

2. Market-Specific Challenges: Brazil, India, Southeast Asia examples 

3. Strategic Approaches: Case studies of successes/failures 

4. PracƟcal Roadmap: Step-by-step strategy framework 

5. Panel Discussion: Peer perspecƟves and debate 

Techniques Applied: 

 Told client stories (anonymized) 

 Used country-specific examples 

 Provided decision frameworks 

 Acknowledged business constraints 

 Connected to audience's geographic interests 

Success Factor: Balanced legal experƟse with business perspecƟve 

11.3 Case Study 3: Client Seminar 

Scenario: EducaƟonal seminar for clients: "ProtecƟng Your Brand in Digital Age" 

Audience: 

 MarkeƟng and business leaders 

 Limited legal background 

 Concerned with pracƟcal protecƟon 

 Want to understand value 



Structure Used: 

1. Hook: Brand value staƟsƟcs 

2. EducaƟon: Types of IP protecƟon simply explained 

3. Modern Threats: Digital infringement, domain squaƫng 

4. SoluƟons: PracƟcal steps to protect (simplified) 

5. Business Case: ROI of protecƟon investment 

6. Q&A: Address specific client concerns 

Techniques Applied: 

 Minimal legal jargon 

 Maximum pracƟcal examples 

 Visuals showing threats and soluƟons 

 Stories of brand damage (named cases) 

 AcƟon items clients could implement 

Success Factor: Made legal concepts accessible to business audience 

 

MODULE 12: FINAL SYNTHESIS & KEY TAKEAWAYS 

DuraƟon: 16 minutes (includes interacƟve Q&A) 

Master Checklist: Legal Public Speaking Excellence 

BEFORE YOUR PRESENTATION: 

  Know your audience thoroughly 

  Research extensively (know more than you'll present) 

  Create clear outline with transiƟons 

  PracƟce 3-5 Ɵmes (minimum) 

  Record yourself and criƟque 

  Prepare for likely quesƟons 

  Confirm all technology 

  Test microphone and AV 

  Arrive 30 minutes early 



  Hydrate and do breathing exercises 

DURING OPENING: 

  Make eye contact (building confidence) 

  Stand in confident posture 

  Speak clearly at moderate pace 

  Open with hook (quesƟon, staƟsƟc, anecdote) 

  State thesis clearly 

  Provide roadmap 

DURING CONTENT: 

  Follow CRAC structure 

  Use strategic pauses 

  Vary pace and volume 

  Move purposefully 

  Maintain eye contact with different audience members 

  Use appropriate gestures 

  Address counterarguments 

  Use stories to illustrate 

  Check audience engagement 

  TransiƟon clearly between secƟons 

DURING CONCLUSION: 

  Reinforce thesis 

  Summarize key points (2-3 only) 

  State implicaƟons 

  Call to acƟon (if appropriate) 

  Thank audience 

  Invite quesƟons 

DURING Q&A: 

  Listen fully to each quesƟon 



  Rephrase quesƟon to show understanding 

  Answer directly and concisely 

  Bridge back to main message 

  Admit when you don't know answer 

  Maintain professionalism with difficult quesƟons 

  Use final quesƟon to reinforce key point 

The Seven Secrets of Successful Legal Advocates 

1. Know Your Material BeƩer Than You Present It 

 ExperƟse shows through confidence 

 You won't panic if interrupted 

 Can adapt on the fly 

2. Focus on Audience, Not Yourself 

 Their learning maƩers more than your nervousness 

 Eye contact and engagement redirect energy outward 

 When you forget yourself, you're most effecƟve 

3. Simplicity is SophisƟcaƟon 

 Complex ideas explained simply = brilliant 

 Jargon-filled complexity = insecurity 

 Legal brilliance shines through clarity 

4. Stories Trump StaƟsƟcs Every Time 

 People remember stories 22 Ɵmes beƩer than facts 

 Stories create emoƟonal engagement 

 Use stories strategically throughout 

5. Prepare Like Your Client's Case Depends on It 

 Because in some cases, it does 

 PreparaƟon converts anxiety to confidence 

 PreparaƟon allows you to be present 

6. Your Nonverbals MaƩer as Much as Your Words 



 Audience believes your body more than your voice 

 Confident posture makes you feel confident 

 Eye contact builds connecƟon 

7. AuthenƟcity Beats Performance Every Time 

 Audience wants genuine you, not actor 

 Your passion for subject shines through 

 Vulnerability builds trust (admit you don't know) 

ConƟnuous Improvement Framework 

AŌer Each PresentaƟon: 

1. Immediate Feedback: Ask audience for brief feedback 

2. Self-Assessment: Record yourself when possible 

3. Peer Feedback: Have mentor or colleague aƩend 

4. Note What Worked: Keep file of successful techniques 

5. IdenƟfy Improvements: Pick one thing to improve next Ɵme 

6. Iterate: Apply improvement to next presentaƟon 

Long-Term Development: 

 Volunteer for speaking opportuniƟes regularly 

 Take advanced presentaƟon courses 

 Join speaking organizaƟons (Toastmasters, speaking groups) 

 Watch great speakers (legal and non-legal) and analyze technique 

 Read books on communicaƟon and persuasion 

 Mentor junior lawyers on presentaƟon skills 

 

RECOMMENDED RESOURCES 

Books: 

 Steal the Show by Michael Port (performance and authenƟcity) 

 TED Talks: The Official TED Guide to Public Speaking by Chris Anderson 

 Talk Like TED by Carmine Gallo (storytelling techniques) 



 HBR Guide to BeƩer Business WriƟng (communicaƟon clarity) 

 Thinking, Fast and Slow by Daniel Kahneman (audience psychology) 

Online Courses: 

 Toastmasters InternaƟonal (public speaking pracƟce) 

 Legal specific: Commercial Law Academy (lawyer presentaƟon courses) 

 General: LinkedIn Learning presentaƟon skills courses 

OrganizaƟons: 

 Toastmasters InternaƟonal 

 American Bar AssociaƟon Speaking SecƟons 

 Industry-specific bar associaƟons 

 

CONCLUSION 

Legal public speaking is a learnable skill. You don't need to be naturally giŌed to excel—you 
need: 

1. Thorough preparaƟon (know your material) 

2. Clear structure (CRAC framework) 

3. AuthenƟc presence (be genuinely yourself) 

4. Audience focus (their learning, not your performance) 

5. ConƟnuous pracƟce (each presentaƟon improves) 

The legal profession needs voices. Clients need advocates who can explain complex law 
clearly. Courts need aƩorneys who present compelling arguments persuasively. Industry 
needs leaders who can share experƟse and shape thought. 

Your voice maƩers. Develop it. PracƟce it. Use it to serve your clients, your profession, and 
your community. 

 


