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Opportunities for Growth in the Club
Visiting with Toastmasters this Spring from Moncton, New Brunswick,

Canada, to Milwaukee, Wisconsin and from Vancouver, British Columbia,
Canada, to Raleigh, North Carolina (with several district visitations in be

tween), I am personally reassured in my
belief that our Toastmasters programs
offer members many opportunities for
growth through club-level participation.
Members' stories of how they've success
fully used our programs to gain a fuller
life are too numerous to mention here.

I would welcome the opportunity to
share with each Toastmaster the details

of the man in District 37 who used Toast-
masters to blast through his "wall of
stammering" after 40 years; or the wo
man in District 45 who preferred to re
main quiet while growing up in a family
of 13 other children for fear that they
would laugh at her, and later turned to
Toastmasters to build her self-confi

dence; or, the stories of many members
of our organization who are experienc
ing rewarding careers through the devel

opment of their communication and leadership skills.
These successes can be found in all districts. And it's no wonder. A closer

examination of a successful Toastmasters club discloses a group of at least 20
people who are basically heading in the same positive direction—a direction
of deliberate personal growth. Through the simple act of walking into the club
meeting, our members enter an environment for learning which leaves little or
no room for worry about past failures or past rejections.
There are very few places in this world where a human being can go and

have an audience that makes listening a science; where a person can experi
ment with humor without risking devastating humiliation; where a speaker can
share a human experience of near-tragic proportion and look up to see a room
filled with understanding faces.
There are very few places in this world where a person can go and have 20

people or more elect them to guide the group's personal educational progress
for a period of at least six months; allow them to test their skills at inspiration
and motivation; and allow them to create and maintain a reinforcing environ
ment that will enhance their personal growth. And there are very few places
in this world where a person can experiment with the latest techniques and prin
ciples of modern, goal-oriented management; or with team building and the
"science" of cooperation; or enter the role of teacher in the important world of
communications.

The Toastmasters club is that place—a communications laboratory, a leader
ship laboratory and a management laboratory. It's a place where theory can be
tested. A Toastmasters club is about the size of the typical small business where,
according to one weekly business magazine, most of the new employment op
portunities in 1985 are being created. The success of working with 20 to 40
Toastmasters in a club possibly may be translated into other opportunities for
growth—into entrepreneurial challenges if one is so inclined.
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Good gardeners create the proper
environment for their plants, and
their prize is higher productivity.
Good leaders do the same—they
use trust, praise and good listening
skills to cultivate a productive
climate. Our cover story on page 16
tells how to make those around you
blossom.
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LEARNING MANAGEMENT'S UNWRITTEN RULES

CAN BOOST YOUR CHANCES FOR SUCCESS.

Skyrocket to
Corporate Success

Every single day people get pro
motions on the job. Granted,
some people undeservingly move

up through the corporate ranks ahead of
others who seem more qualified for the
position, but why does this happen? If
ability itself isn't enough to get tihead
anymore, what else does one need? Let's
take a look at the "rules" we should be

aware of in order to advance in the cor

porate structure.

Our capacity for promotion actually is
related, to a degree, to the vtJue system
instilled in us during our formative
years. Traditional values such as hard
work, fair play and honesty are not the
only ingredients in the recipe for success.

In addition to a person's value system,
an understanding of how the real world
operates can determine what that person
eventually becomes.

Career Obstructions

Generally speaking, people are limited
in their career advancement and growth
for three reasons. First, being with the
right company at the wrong time wiU de
finitely impede your progress up the
company ladder. In order for you to
move up in your job, there has to be a
vacant position for you to fill.
Common sense will tell you that your

chances for advancement in any corpora
tion are gready enhanced if persons in
management positions are scheduled for
retirement in the near future, or perhaps
vacancies become available due to an un

usually high attrition rate.
Regardless, your potential for promo

tion in a conservative, moderately ag
gressive organization is gready diminish
ed if your supervisors are not much more
your senior. When interviewing with
other companies for employment oppor-

by Donn LeVie, Jr.

tunities, make sure the room is there for
advancement.

Second, our sometimes unobjective
view of ourselves can on occasion dis

guise our true capabilities. When it
comes to assessing our own strengths and
weaknesses, we quite naturally tend to
be a bit partial. It is very important that
you know your limitations.

Often desire can exceed ability, so
realize early on the importance of being
honest with yourself regarding your
talents and abilities. Spend the time now
to correct any skill deficiencies that may
later prevent your promotion.

Develop your
UNIQUENESS TO
DEVELOP POWER.

The basic ingredients for success are
similar to those for converting organic
matter to petroleum—heat and time. The
heat will come by way of increased pres
sure as your responsibilities increase.
Time will make you aware that you knew
a lot less than you thought about your
new responsibilities and even yourself.

Third, many people fail to realize the
"unwritten rules" of corporate protocol.
These will be dealt with in detail later.

You won't find these guidelines in any
textbook and you won't learn them in
company training seminars. Lack of
awareness of or disbelief in these most

important principles is typically the
single most significant reason for career
stagnation.

Do you know a successful person close

to your age group? Chances are that per
son had, in addition to the necessary
qualifications, ambition—not just the
desire to succeed, but the drive to suc

ceed. Your willingness to make more
personal sacrifices and put forth longer
work hours than co-workers may give
you the edge necessary to be recognized
as promotion material.
Become aware of any and aU resources

available to you and begin to develop
and utilize them as necessary. Your best
external resource to start with is people.
Take the time to cultivate relationships
with several prominent people in your
community. These contacts are prefer
red over ones you could develop within
your own company. It is in your best in
terest to avoid any relationships with
superiors that could sooner or later be
perceived by your peers as "brown-nos-

> )

mg.

Self-image and Image Projection
Self-confidence and a positive self-

image go hand in hand. A lack of self-
confidence usually implies non-assertive-
ness. The aggressive, assertive individual
creates opportunity—he or she does not
wait for it to happen. Remember, 99
percent of the world will stand aside for
the one percent who know where they
are going. Do you know which group
you are in?
The image you project to others is as

vital to your success as your own self-
image. When people are up for promo
tions, management looks for certain per
sonality characteristics that project im
ages of strength, power and cool under
pressure, in addition to the ability to do
the job.
Some of the very personality charac

teristics that attract other people to us

THE TOASTMASTER / JULY 1985 5



in a social environment can be detrimen

tal in the business environment and are
viewed as signs of wetikness at the up
per levels of management. Personality
traits such as emotional openness and
warmth, when frequently displayed in
the workplace, could be just the thing
that prevents you from being promoted
beyond mid-management positions.
Of course, there are exceptions, but

it is wise to keep in mind that most of
us are evaluated more on how we appear
than how we actually are. If you can
maintain a cordial but dignified and con
trolled manner, you have a very definite
advantage over your peers when it comes
to being noticed by upper-echelon man
agement—assuming you are performing
your job responsibilities too.

Develop Your Power Base
No matter what career you choose,

you must develop a uniqueness that will
somehow set you aside from the masses
and make your services more valuable
and in demand. Inventory your skills,
use your power of self-image and image
projection and look for a void in the
marketplace you believe you can fiU with
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WORLD'S LARGEST SELECTION OF
MEETING AIDS A PRESENTATION SUPPLIES
• Custom 35mm Slides
• Stock Slides and Slide Sets
• Custom & Stock Overheads
• Slide Filing Systems
• Projectors & Accessories
• Light Tables & Viewers
• Video Furniture & Supplies
• Slide & Fllmstrip Duplication

Hundreds of items available. Quick, expert
assistance by mail or phone.
Send lor a FREE 40-Page, Full-Color Catalog

Company _

Address —

City-

_Zip_ —Telephone .

Visual Horizons, 180 Metro Park
Rochester, NY 14623-2666 (716) 424-5300

your talents and imagination.
Developing uniqueness is developing

power, and when you stand out in the
crowd, you will be noticed. Leaders are
always chosen by followers for these very
reasons.

The only way to use power successfully
is to use it conservatively. Truly effec
tive management personnel use their
power to establish respect from their
workers by being qualified to do the job
and by being accessible to their subordi
nates.

There are three basic types of man
agers/supervisors. The first manages by
intimidation—he is the company man,
the corporate mouthpiece. He insists that
his workers follow company rules and
regulations to the letter.

This type of manager misuses the
power that goes along with his position,
and this may cause his workers to lose
respect for him personally, though they
may still have regard for the position.
This type of unproductive manager has
a negative effect on both morale and
productivity.

The second type of manager is the
maverick—he has a rather loose policy
of adhering to company rules and regula
tions and allows himself to become too
familiar with subordinates. Once an em
ployee becomes complacent toward his
supervisors, morale will increase
somewhat, but productivity will fall
sharply—another example of misused
power.

The effective manager is the third
type. He utilizes the power available to
him by maintaining just enough fear in
his workers so they wUl not become com
placent, yet he gives them free reign to
perform their job responsibilities without
too much supervisory interference.

The effective manager makes sure his
people are aware of company policies by
following the spirit and intent of those
policies. He maintains a professional but
cordial distance from his workers socially
but works with them as an equal.

The effective manager has an open-
door policy to address any problems his
subordinates should have. In effect, he
realizes that his greatest resource is the
people that work under him and with
him. If morale and productivity are high,
which they should be with a manager of
this type, this demonstrates to others his
capacity as an exceptionally good leader.

The previous examples illustrate that
insufficient utilization of power can and
will be just as detrimental to your posi
tion as excessive use of it. Generally
speaking, a position just to the strong

side of center should place you in the pro
per power scheme to be the most effective
and to maximize employee morale and
productivity.

The Unwritten Rules
As your career develops, you will begin

to acquire a sense that a different collec
tion of unwritten rules exists with each
succeeding advance in the corporate
structure. Your continued success is
governed partly by your awareness of
these rules, so let's examine the most im
portant ones that will make your life in
the management environment challeng
ing and rewarding.

Let me begin by stating that manage
ment isn't for everyone. If remaining
with your technical specialty suits you
and you are happy, then think twice be
fore accepting a promotion that wUl have
you shuffling papers and people around
instead of working at what you enjoy
doing.

A trend developing over the last few
years among many younger professionals
has been to refuse promotions because
of pressures and stress involved with ma
jor decision-making executive positions.
This has led to a gap of younger mid-to-
upper level managers. However, armed
with ability, self-confidence, intuition
and knowledge, you can succeed. Here's
how:

• Visibility. To get noticed by execu
tive-level management, you must main
tain a visible profile in addition to a high
performance level on the job. There are
basically two ways to increase your visi
bility. One is to be eager, energetic and
enthusiastic—a very definite way of be
coming noticed.

However, outside of sales positions,
these characteristics are often viewed
with suspicion by upper management, as
they tend to equate immaturity and im
pulsiveness with eagerness and en
thusiasm.

The other way to maintain visibility is
by having your accomplishments (and
those of your subordinates) speak for
themselves. I know of a manager who is
very highly regarded not only by the peo
ple who work directly for him but by
everyone else in the office because of his
proper use of power.

His subordinates have the highest mo
rale in the office and their productivity
is equally as high. His reputation and
character speak louder than any words
ever could, and his visibility has led him
to another large promotion within the
company.

• Knowledge and Flexibility. It is
very important that you become familiar
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with the company or organization you
work for. For example, in sales or market
ing, eagerness and enthusiasm may be
just the qualities necessary to be con
sidered for promotion. But the point is
to know the "rules of the game'' to suit
your situation.
In many instances, you will be eval

uated on how closely you resemble your
sufservisor's values and behavior and not
on how well you fit the company mold.
The higher up the corporate ladder you
climb, the less leeway you have of depart
ing from "the path." Also, upper level
managers usually have been groomed to
follow company policy and philosophy,
so be prepared to alter your game plan
as the situation dictates.

• Praise and Criticism. Both prais
ing or criticizing your superiors could
have very negative repercussions and
prevent your climb to the top. The last
thing any of us want to hetir if we make a
mistake is criticism or judgement. This is
magnified more when people are in
management positions and especially
when it comes from subordinates. You

will be wise to keep your observations,
critiques and opinions to yourself be
cause '' silence is golden'' and to your ad
vantage.

At the same time, frequent "atta
boy's' ' from you to your superior weak
en your position in his eyes and the eyes
of your co-workers. He will see through
your superficial lauds and your peers will
know exactly what you are doing. Oc
casional praise is proper when it is
deserved, but do so only sparingly.
• Preparing for the Worst. When

you assume a position of increased re
sponsibility, you have to answer for the
work of your subordinates. They are fully
aware of this and are sometimes reluc

tant to bring up on-the-job problems to
supervisors. They realize that any poor
performances or planning reflects not
only on the group of workers but on the
supervisory staff as well.

It is best to learn early on how to
counteract negativism by adequate pre
paration and to encourage your subor
dinates to confer with you at the earliest
signs of any problems. You must assure
them that reprisals will not be necessary
if you can work as a team to prevent
potential disasters from occurring. Keep
in mind that your subordinates realize
that a bad report from you could very
well threaten their jobs, so remember to
deal with their pride in their work (and
themselves) and their sensitivities (emo

tions) as well as the hard evidence when
problems arise.

Knowledge, understanding and appli
cation of corporate protocol will do as
much for your career as will your abili
ty. The key is to plan ahead and be flex
ible with each different situation. Com

bined with ability, company require
ments and personal goals, these guide
lines will more than adequately help you
achieve success. ♦

Donn LeVie, Jr. is
a geobgistfor Highbnd
Resources in Houston,

Texas and an adjunct
faculty lecturer with the
University of Houston
downtown college in the
Department ofNatural

Sciences. He has received a distinguished service
awardfrom Philips Petroleum for his work with
the energy speakers bureau, and several special
achievement awardsfor his work as a research
oceanographer. In additwn to his writing several
textbooks, Donn is a candidate for NASA's mis
sion specialist training program for the space
shuttle. He is a member of the Fort Bend Toast-
masters Club 5129-56 in Rosenberg, Texas.

Attention Toastmasters Attending the 54th Annual Toastmasters International Convention

AGOLUMBUS BONUS!
Stay over on Saturday afternoon after the speech contest and hear the man who won it in 1
Michael Aun, tell how he made the transition from toastmaster to pro.

DATE: Saturday, August 24,1985 LOCATION: Hyatt Regency Ohio Center, Columbus
TIME: 1:30-5 PM informal session will continue as long as necessary
ADVANCE REGISTRATION: $99 REGISTRATION AT DOOR: $ 125

Late registration could mean registrant will receive materials In mail at later date. Seating will be limited.

Here's what you'll learn from Michael's seminar -Brochure Design, Speaker's Showcase, Booking Agents, Advertising, TV &. Radio,
Your First Book, Cassette Video Tapes. Overhead Use, Running a Speaker's Office, Handouts, Direct Mail, Being a Consultant, Evaluation Forms,
Newsletters, Designing a Speech That Will Sell, Marketing, Mailing Lists, Syndicating Your Writing, Getting the Second & Third Speech.

B With Your Registration, You Will Receive h

• Dozens of pages of handouts • Michael's list of booking agents
•Samples of forms and catalogs -Samples of Seminar Handouts
•Michael's 92 page press packet 'Samples of Michael's Brochures
•Confidential copies of Michael's contracts and direct letters
•A packet of Michael's direct mail teasers, staffers & other items.

SPECIAL BONUS: In addition to the seminar you'll
receive Michael's Best Selling 6 cassette tape album—

"'From Fear To Fame in Public Speaking"...A $79 Value!

MAIL REGISTRATION AND PAYMENT TO:

Michael Aun P. O. Drawer 40 Lexington, 5. C. 29072 (803)356-0777

Mail by 8-1-85

Name

Address.

City . State. .Zip.

Signature. .Phone.

Enclosed is my check for $

for seats in Michael's seminar.

Charge my advance registration to;

Master Card:.
Card Number Interbank #

Visa:.
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Cliches Out of
M n exasperated editor once told his

gjL staff to come up with some fresh
^ M. cliches if they insisted on using
them. Traditionally, cliches are aged in
wood. They become cliches only through
repeated use that leaves them thread
bare.

We are now living in a faster age,
where processes of every kind are sped
up. Cliches have not escaped this trend.
In an age of instant tea and coffee, in
stant communication, frozen dinners
and microwave ovens, cliches have
abandoned traditional repetition.

These modern cliches are easy to rec
ognize;

Conventional wisdom. Since this

unfortunate expression appeared on the
scene several years ago, it has supplanted
consensus, general opinion and popular
belief. Although it has an ironic tone,
especially when applied to political situa
tions, those who perpetuate it use it, not
ironically, but as a glittering ornament.
Meaningful input. This encom

passes anything contributed to a plan,
project or conversation, no matter how
trivial. The word "contribution" has

ceased to exist.

Ongoing dialogue. This seems to add
importance to what otherwise would be a
mere discussion or meeting.
Interpersonal relationship. A

member of the "ongoing dialogue"
family. Has the same bad side effect. Us
ed indiscriminately for a chance en
counter on the street, a more intimate
encounter in a bedroom or an office

party.

Bottom line. What did we ever do

without it? Wouldn't it be nice to try
again?

Thrust. Thrust sounds more ag
gressive than point, premise or thesis.
Remember, this is an aggressive age.

Charisma. Used as a synonym for
''personality" by those who never use a
dictionary.

Scenario. When used as a synonym
for "plan," it becomes a sad attempt to
camouflage an ordinary procedure in
flashy garb.

State-of-the-art. Only a few products
can claim the distinction of not having
been described as state-of-the-art. Swim-

suits to electronics, till are state-of-the-
art. What does it mean? Probably the
"latest," "most modern," "most up-to-
date;" which are all perfectly good
words, clear and succinct. And all are
free of the burden of ostentation.

Posture. Popular with politicians
because of its vagueness. "Policy" or
"position" might commit the user to a
definite course. "Posture" is vacillat

ing—and pretentious. All gloss, no sub
stance.

There are many others of course.
Three family traits make today's instant
cliches quickly identifiable. Some are
pompous, some cutesy and some falsely
erudite. Since some don disguises from
time to time to avoid easy recognition,
here are a few rules that may help to un
mask them.

1. Watch for words that sound im

portant. Examples: Parameter, viable.
They are treacherous. They have one
goal in life—to make their admirers look
foolish.

Recently on a TV program concern
ing the suicide rate among teenagers,
one of the panelists declared that teen
agers of her youth did not consider
suicide a "viable alternative." If the

panelist had ever considered the diction
ary an alternative, she might have dis
covered how incongruous the use of "vi
able" (meaning "capable of living, grow
ing and developing") was in this context.

Does "parameter" sound even more
important? All the more reason to avoid
it and consult the dictionary. It is a
mathematical term that should be used

only by mathematicians conferring with
other mathematicians.

2. Watch for "cute" words or ex

pressions. Example; A good read.
While this type of cliche is not particular
ly treacherous, its cloying cuteness is
sickening. "Read" is a proud verb. It
resents being pressed into service as a
noun.

3. Watch for words or expressions

that sound erudite. Examples; Conven
tional wisdom, initiate some interfaces,

ongoing dialogue, viable alternative.
Underneath the cap and gown, we find
an old enemy of writers and speakers,
pomposity. He may not identify himself
to the user but he surely wUl to the audi
ence.

A number of reference books also wiU

help writers and speakers recognize to
day's cliche tribe despite its clever dis
guises. Fowler's Modem English Usage,
now available in paperback, is an invalu
able tool.

A Dictionary ofCliches by Eric Part
ridge is "full of the things better left un
said, hackneyed phrases, idioms battered
into senselessness, infuriating Galli
cisms," according to the blurb on its
cover.

A good dictionary also is essential to
give one the exact meaning of words that
suddenly become so popular they are
used indiscriminately without regard for
their true meaning (i.e. parameter, vi
able).
With all the faults today's instant

cliches possess, one wonders why they
were not stillborn instead of mature over

night. They are so pervasive and perdur
able, however, that they raise an impor
tant question; Are we developing into a
nation of cliche mentalities? Worse yet,
are we becoming computerized to the
point where we need code words to com
municate? It seems so.

Never in the history of the English
language have we been so eager to
pounce on each new and debilitating
cliche as it is spawned. Apparently we
have abandoned original expression. It
is much easier to communicate in pat
phrases. The next step is a return to the
grunts and growls of prehistoric man.
So what's wrong with that, one might

ask, if the code words (or grunts and
growls) do thejob? The answer is simple;
We would be the poorer for it.
In addressing Parliament after the

battle of Dunkirk, Winston Churchill

could have copped out and used the tried
and true expression "tooth and nail" in
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by Kermit D. Small

THANKS TO INSTANT

COMMUNICATION, OUR
LANGUAGE IS CAUGHT IN A

WHIRLWIND OF NEW CLICHES.

describing how the British would fight
if invaded.

Instead he chose originality, and not
only inspired a battered British empire,
but left the world an oratorical gem.
' 'We shall fight on the beaches,'' he said.

"we shall fight on the landing grounds,
we shall fight in the fields and in the
streets, we shall fight in the hiUs; we shall
never surrender. . ."

No one can deny that "tooth and nail"
conveys the same thought in shorter

form. A loaf of stale bread can ease
hunger too, but most of us would prefer
filet mignon.

Occasional efforts are made to stem
the tide of trite expressions. In 1981,
United States Secretary of Commerce
Malcolm Baldrige issued an order prohi
biting the use of such favorite bureau
cratic words as ongoing, prioritize, final
ize, viable, parameter and bottom line.
Turning nouns or adjectives into verbs,
which is another way of creating instant
cliches, also was forbidden. Among those
specifically banned were "to impact, to
interface and to optimize."

Three years later, you may be happy
to know, Baldrige's order still stands firm
against the onslaught. According to B.J.
Cooper, Commerce Department press
secretary, there has been a 60 to 70 per
cent improvement in the quality of corre
spondence.

A drop in the bucket, you say. So it
is. Nothing, it seems, can stop the trend.
There is one small hopie. Cooper says that
computers have been enlisted in the
Commerce Department's good fight and
have been programmed to reject words
or phrases on the banned list. A shrewd
move. Have you ever had an argument
with a computer? If so, you know who
is likely to win.

On the other hand, this might be com
parable to entrusting Frankenstein's
monster with corporal acts of mercy.
Can any device that gave us such bar
barism as "to access" and "to format"
really be trusted? ♦

Kermit D. Small
has worked in an edito
rial capacity for the
Omaha World-Her
ald, Chicago Sun
and Chicago Sun-
Times and as an ad
vertising copywriter and

account executivefor Batten, Barton, Durstine
and Osborn. His articles have appeared in
Modern Maturity, Exclusively Yours,
Mature Years and others.
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Kou regularly give speeches to
groups and organizations so that
by now structuring the main

pcuts of your speech—the introduction,
body and conclusion—is routine. But is
this enough? Does your introduction
catch attention and impel the audience
to listen until the end? Does the body of
your speech effectively deliver what your
introduction promises while providing
substantial and credible material to your
audience? And does your conclusion
unite the parts of your speech together
and urge the audience to act on your sug-

brackets?

Where do you locate such background
information on your audience? You
might begin by gathering all the infor
mation you can from the individual who
asked you to speak. He or she will cer
tainly be able to provide you with demo
graphic data as well as copies or a list of
special publications geared toward that
audience.

Other background information on
your audience may be equally as impor
tant. You will want to know the posi
tions the group takes on issues. For ex-

stantly compete for the attention of your
audience. Consequently, in addition to
using non-verbal techniques such as body
movement and voice delivery, you need
to catch the attention of your listeners
with words. You want to captivate the
audience in your introduction so they
will follow the rest of your speech. Your
introduction becomes more ear-catching
when you choose from a number of at
tention-jarring devices.
One enlivening technique is the use

of humor. Humor can take the form of

a joke, pun, colorful story or trivia. Some

Revww Up Your Speeches
by Sharon Thomas

gestions or advice?
The best speeches go beyond this sim

ple framework of introduction, body,
conclusion. First, you need to become
familiar with the background of your au
dience. This allows you to better tailor
your presentation and eliminate possible
alienation. Second, you will want to in
clude in your introduction (and through
out) quotations, anecdotes, colorful quips
or other devices to arouse and maintain

audience interest.

The same interest-arousing techniques
used in your introduction can be used
in the conclusion by presenting in sum
mary those points or recommendations
you want the audience to remember. Fi
nally, for your audience to believe or ac
cept your message, they will have to per
ceive you as an authoritative, credible
source.

The Audience's Background
The purpose of your speech should be

dictated by the audience's attitudes and
interests. Because each audience—wheth
er business, professional, student or civic
group—has its own special attributes
and subde nuances, background knowl
edge becomes even more important. A
speech for executives of a major auto
motive company, for example, requires
a different slant than a speech of the same
topic intended for assembly line workers
of that same company.

Understanding your audience begins
with becoming familiar with its demo
graphic makeup. For example, what is
the ratio of females to males? What age
groups are represented? Races? Income

ample, if the American Medical Associa
tion is your audience, you need to know
that it is opposed to the adoption of na
tionalized medicine in the United States.

It may also be helpful to know what
previous speakers and opponents have
said about the same topic. If the group
you are speaking to has been in the news
recently, you might check media outlets
such as newspapers, magazines and tele
vision and radio stations.

For general and in-depth information
on a group or issue, related articles may
be located in some of the general and
specialized indices such as the New York
Times Index, the Social Sciences Index
or the Public Affairs Information Service

Bulletin (PAIS). Let the topic suggest the
appropriate index.

Regardless of the audience, a trade or
professional publication most likely ex
ists for its members. Much information

on the specieJ problems or positions of
an audience can be gleaned from such
publications.
You may also find information about

an industry in such publications as an
nual reports, company studies or con
sumer reports available from the public
information offices of the groups or organ
izations you're to speak to. If your topic
is controversial, perhaps varying view
points on the issue would be helpful in
preparing your speech. Topics as diverse
as busing to population shifts to the Sun
Belt are covered in Editorials on File,
Facts on File and Vital Speeches.

Arouse Attention: Introduction

When you make a speech, you con-

especiaUy good sources may be often-
quoted humorists such as Will Rogers or
S.J. Perelmem. Or you might prefer the
works of contemporary prolific hu
morists like Woody Allen, Lenny Bruce
or Art Buchwald, depending on their ap
propriateness.
Sometimes a quotation in your intro

duction can assist you in communicating
the mood of your speech. You may want
to use quotations from famous persons,
in which case numerous sources are

available to you. An indispensable
source of quotations is Bardett's Familiar
Quotations, which alphabetically lists
quotations by author.
Some quotes you use may be very

familiar, but you may not know their
origins. For example, "Too little, too
late" is an often-quoted phrase of his
torian Allan Nevins. Or a familiar Chi

nese proverb is, "Behind an able man,
there are always other able men.'' In ad
dition, the Bible is an excellent source

of quotations and some versions of it
feature a subject index of popularly-quot
ed scriptures. Be sure to attribute any
material you use to its originator.

Politicians frequendy use witticisms of
their own or those of other well-known

personalities in their speeches. In The
Fine Art of Political Wit, the anecdotal
style of persons like Disraeli, Abraham
Lincoln and John F. Kennedy are illus
trated to show how each person used
various techniques in their speeches.
For example. Franklin D. Roosevelt

handled a speech introduction before the
International Brotherhood of Teamsters
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Where to Find It: Sources
Statistics

There are nothing quite like figures
to support the positions you take. The
U.S. Bureau of the Census publishes
the first three sources listed below along
with individual censuses for agricul
ture, business, population, social
sciences and figure statistics:
• Statistical Abstract of the United

States—general statistics of social,
political and economic organization of
the U.S. as revealed by decennial cen
suses.

• Historical Statistics of the United

States—a historical supplement to the
Statistical Abstract. Summarizes social

and economic development of U.S.
from colonial times. Includes figures on
agriculture, communications, armed
forces, banks and foreign trade.
• City and County Data Book—a sup

plement to Statistical Abstract, pub
lished every five years. Lists 144 items
in tabular data format for each county,
city, state and region; 113 items for
each standard metropolitan area and
148 items for each city over 25,000 po
pulation.
• The World in Figures—published

by Facts on File.
• World Tables—published by the

World Bank.

• International Encyclopedia of Sta
tistics—interesting contents such as
standard of living figures for countries,
including national incomes and con
sumption of energy per person.

Facts and Trivia

These are excellent for locating his
torical and current facts to inject a
lighter touch to your speeches:
• Almanacs: Information Please

Almanac, The People's Almanac,
Reader's Digest Almanac.
• Trivia & Facts: The Trivia Ency

clopedia, The Guinness Book of World
Records, Book ofLists, Famous First
Facts.

• Special category trivia sources are
also available, such as the Guinness
Book of Sports Records, All Sports
World Record Book and Encyclopedia
of Sports.

Quotations

Suitable quotations always add
spark to your introductions and conclu
sions:

• Bartlett's Eamiliar Quotations—
an indispensable source with general

quotations arranged alphabetically by
author.

• The Crown Treasure of Relevant

Quotations—quotations arranged by
topic.
• Nobody Said It Better—2700 wise

and witty quotations about famous
people.
• The Toastmaster's Treasure Chest

—quotes, quotations, toasts and inspi
rational sayings.
• The Book of Quotes—by Proch-

now & Frochnow, Jr.
• Quotation Einder
• The New Dictionary of Thought:

A Cyclopedia of Quotations

• The Great Quotations*—filled
with contributions of over 1300 great
thinkers of all time.

• Uncle Ben's Quotebook* —a pot
pourri of unforgettable quotes.
• 20,000 Quips and Quotes * —over

900 pages of wit and wisdom.

Humor/Jokes

The works of popular humorists are
good sources for witty remarks, quotes
and anecdotes:

• Will Rogers—The Illiterate Digest;
Ether and Me: Or "Just Relax;" and
Letters of a Self-Made Diplomat to His
President.

• S.J. Perelman—Crazy Like a Fox;
The Last Laugh.
• Carnival of Humor—published by

the Saturday Evening Post.

Anecdotes

Quotations, anecdotes and wit
ticisms geared to familiar holidays and
unusual commemorations can be

located in the following:
• Complete Speaker's Index to

Selected Stories for Every Occasion,
Speaker's Special Occasion Book, The
Public Speaker's Treasure Chest, and
The New Speaker's Treasure of Wit
and Wisdom.

• The Fine Art of Political Wit—

anecdotal stories of Churchill, Franklin

D. Roosevelt, Disraeli and the like.
• The World's Great Speeches—

contributors such as Socrates, Patrick

Henry, Clarence Darrow and literary
figures such as Mark Anthony.
• 10,000Jokes, Toasts and Stories* —

a virtual encyclopedia of wit and
humor.

* These items are available through
the Toastmasters International Sup
ply Catalog.

in 1944 (a period of dissension) this way:
' 'You know 1 have a sentimental attach

ment for the Teamsters, and besides,
(making gesture of applause) they have
such big hands."
John F. Kennedy concluded a speech

promoting world peace by quoting a
French marshaU who told his gardener to
plant a tree, to which the gardener re
plied that a tree was slow-growing and
would not reach maturity for a hundred
years. The marshall replied, "In that
case, there is no time to lose, plant it this
afternoon."

Finally, trivia can enliven your ex
planation or strengthen your argument
with a measure of entertaining, little-
known facts. Furthermore, the interest

value of your speech goes up once your
central idea is made vivid to the audience

in an entertaining and memorable way.
Trivia can be obtained through a num
ber of almanacs and books of record or

fact such as the Trivia Encyclopedia or
the Information Please Almanac.

Credibility: Body
How audience members react to your

message depends in large measure upon
their perception of your competence.
You may try to establish your credibility
on a topic in the introduction by men
tioning the importance of your back
ground (i.e. educational degrees, per
sonal experiences) on the subject. But
your credibility is more soundly implant
ed and demonstrated throughout the
body of the speech.

Credibility can be achieved by build
ing your argument on effective support
ing material. This material might be in
the form of expert opinion, statistics,
historical data or current information.

The testimony of accepted sources in
your speech, because of their perceived
authoritativeness, gives credence to your
presentation. Therefore, you should be
careful when relating any expert opinion
to your audience. That is, what person
or source will your audience perceive as
authoritative and credible? Is your audi
ence familiar with the authority? One
audience's perception of authority will
differ from another's.
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For example, while business audi
ences would generally perceive the Wall
Street Journal as an authority on finan
cial issues, readers of women's magazines
might perceive monthly financial col
umns of Working Woman as adequate.
SimOarly, interior designers would prob
ably consider Interior Design magazine
more authoritative thtm the consumer

publication. Better Homes & Gardens.
Frequendy you may be able to contact

local experts on a variety of subjects. Per
sonal contact with local professionals pro
vides direct, current information and in
sight into a topic, which can enhance
your credibility. Specialists in the sub
ject may also be found in area colleges
and business and technical schools. Fur

ther, many universities have eminent
study programs. Such national and in
ternational educational programs are
listed in the Gourman Reports.

Additionally, several publishers offer
directories for locating expertise among a
variety of associations, agencies and re
search institutes. Encyclopedia of Asso

ciations and Research Centers Direc

tory are two of the most notable.
Statistics, probably more than any

single source, go a long way to insure
your credibility with an audience. Facts
and figures substantiating your claims
also make those claims difficult to dis

pute. Perhaps the most well-known
source for general statistics is the Statis-

WhAT SOURCE
WILL YOUR AUDI-

LNCL PLRCLIVL AS

CRLDIBLL?

tical Abstract ofthe United States, pub
lished by the U.S. Census Bureau.

However, there are also many others.
Thousands of governmental agencies and
organizations, listed in the U.S. Organi
zation Manual, are also good sources for
statistical data in their respective areas.

JOKES fir SPEAKEKS!
For Toastmasters, Business Executives, Club Officers,

Banqueteers, or anyone who has to talk.
An up-to-the-minute Topical Joke-Bulletin with approximately 100 funny
one-liners, stories and roast lines. Created by top Hollywood comedy
writers. A great source of fresh professional material to humorize your

speech for any audience; any occasion. Current issue: $8.50.
Our 13th Year. Send check or M.O. to:

JOKES UN-LTD.
8033 Sunset Blvd., Dept. 0-5, Hollywood, CA 90046

How to

Motivate

People

Tape #1:

MOTIVATING YOURSELF

Tape #2:

MOTIVATING OTHERS

Ho»

VINCE DA COSTA is a specialist in Communication and Leadership
techniques, a lecturer and course coordinator for Public Speaking
courses and a seminar leader on motivational themes. He is a past District Governor, and
an award winning speaker. He represented Ontario at the Federally sponsored Canada Day
Speech Contest, and was chosen Second Best speaker in Canada.

This "mini" seminar gets right to the heart of the matter without philosophic jargon or
psychological complexity. It tells you what to do in simple everyday language...
ONLY $14.95 ($17.95 in Canada)

Make cheque payable to: SPECIAL MOTIVATION TAPES

Mooeyback guarantee if returned 17 Ferrah St.. Unionville

Ontario. Canada L3R 1N4
within 30 days

If you get frustrated sifting through
the maze of U.S. agencies and commit
tees, contact local elected officials—they
are adept at getting hold of government
information. City, county and state pub
lic information departments may also be
able to provide you with statistics and
data. Area corporations are also a poten
tial source.

Before speaking to a group, you
should know the topic's background.
Speaking before a parent/teacher group
on bUingualism in education? What are
the local parents' and educators' attitudes
about it? What has been said nationally
about it? Has there been any current
legislation concerning it? Has it proved
effective in those schools which have

adopted it?
Encyclopedias, both general and spe

cialized, are good starting places. Other
factual information may be located in
biographical and geographical sources as
well as almanacs, special dictionaries,
books of facts and who's who directories.

Taking the time to get basic facts about
your audience can go a long way toward
improving your credibility.

Wrap It Up: Conclusion
Your conclusion should primarily do

two things: It should feature a summa
tion or restatement of your ideas and it
should tie or wrap up all parts of your
speech in a succinct and memorable
way. The techniques used in the intro
duction and body to arouse audience at
tention, add color and establish your
credibility are also effective in the con
clusion.

If your speech has been carefully struc
tured, you have made sure to include
several items: You have included interest-

arousing techniques in your introduction
and conclusion; you have made every ef
fort to sustain your credibility in the
body; your conclusion pulls together all
parts of the speech. Above aU, you have
guaranteed that no parts of your speech
are left to chance, unlike the aviation in
structor who concluded a lecture on

parachute work with, ' 'And if it doesn't
open—well folks, that's what is known as
'jumping to a conclusion'." #

Sharon Thomas n

afreelance writer based
inDunwoody, Georgia.
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sion in Detroit, Michi
gan, and a production
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editor for TV Guide.

12 THE TOASTMASTER / JULY 1985



HOW TO SOFTEN ITS BIRTH, AVOID A MID-LIFE
CRISIS, AND ENSURE A SMOOTH END.

RAISE
YOUR SPEAKERS
BUREAU RIGHT
by Sharon Lynn Campbell, ATM

Two years ago, Graybar Toast-
masters Club 1436-46 in New

York City faced a very pleasant
problem: what to do about increasing
the speaking opportunities for an in
creasingly large membership. In parti
cular, the more advanced speakers
were itching for more challenges.
One of several tactics we tried was

setting up our own speakers bureau.
We started the bureau in the summer of

1981, and in two years, 21 members
gave over 50 speeches to outside organ
izations. The majority of those speech
es qualified for manual credit too.
My assignment was to coordinate the

bureau. It was a challenging and some
times difficult job, and I learned a lot
about what works and what doesn't. This

article is a step-by-step guide to starting
your own club speakers bureau. Much of
what I share here will also apply to a
district speakers bureau.
A speakers bureau, like a living or

ganism, has a beginning, middle and
end. To stretch the metaphor farther,
there are ways to deal with the growth
process—from softening the bureau's
painful birth to avoiding a mid-life crisis
to ensuring a smooth transition at the
end.

The Painful Birth

The start of a speakers bureau is a
long, slow process, at least in a large
metropolitan area. It took six months of
hard work before we had our first book

ing, but you can do better if you leam
from our mistakes.

A solid groundwork must be laid with
in the club before you approach any out
side organization. You need an enthu

siastic, committed coordinator and
enough reliable and interested speakers
to fill the demand. The job of coordina
tor is time consuming, so the coordinator
should not also be a member of the ex

ecutive committee.

The coordinator must maintain very
good records of speakers and outside or
ganizations. Two of the qualities requir
ed of the coordinator are patience and
enthusiasm, so that he/she continues to
call for bookings after being rejected fre
quently. It may be necessary to remove
a poor speaker from the bureau roster,
or to tell an organization that you no
longer wish to deal with them, so tenacity
is also required.

Possibly the most important quality a
coordinator needs is resourcefulness.

When a speaker comes down with the flu
three days before an engagement, the co
ordinator must move heaven and earth

to find a replacement, even if he/she has
to go outside the club to do so. It is best
if this paragon of virtue can also commit
to at least a one-year term. The quality
of the coordinator will either make or

break your bureau.
The bureau speakers wUl represent

your club to the world outside; make
sure they project the club's image appro
priately. To be fair, select a measurable
level of speaking abUity and allow club
members to vote on which speakers will
represent them in the bureau. If your
club is a young club, you may not be
able to use the level I recommend: a

minimum of ten manual speeches com
pleted.

This level of progress ensures that the
speaker has a fair amount of experience,
and it also gives senior members a reason

to stay with the club. Just make sure
bureau members keep their skills sharp
by giving regular club speeches too.

If your speakers cancel, it is not always
possible to get a substitute speaker.
Therefore reliability is as important a re
quirement of bureau members as speak
ing ability. Your bureau will not be used
if word gets around that you cancel on
short notice.

It is more important to keep the bu
reau's reputation solid than it is to avoid
hurting the feelings of unreliable mem
bers, so you may have to get tough with
any chronic cancellers.

Setting Policy
Various policy decisions must also be

made before you start contacting other
organizations. You may have questions
about criteria for acceptable outside
organizations, giving manual credit for
speeches and what to do with tmy money
the bureau might earn.

Generally there is no problem with out
side organizations' credentials, especially
with the organizations I list later in this
article. However, you may encounter
racist organizations, sexist organizations
or organizations with goals that conflict
with yours. Will you send club members
to these meetings, representing Toast-
masters? It is wise to think about these

issues before you get involved with or
ganizations of dubious reputation.

Usually outside speeches last from 20
minutes to an hour, far longer than nor
mal manual speech assignments. Sup
pose the speaker meets all the require
ments for a manual assignment except
the time limit? The Graybar club decid-
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ed to give manual credit for the speech
if the speech was ev^Juated by a Toast-
master and if it was close to the time limit

requested by the outside organization.
If the talk was shorter than a manual

assignment, no credit was given.
Another policy decision regards mon

ey. The issue of money is a sticky one.
Toastmasters clubs are non-profit organ
izations, so obviously the bureau can't
rake in thousands of dollars a year with
out spending a like amount on the club.
(If your bureau finds itself in this awk
ward position, write and tell me how you
came to have such problems!)
More likely, you'll find the club's gen

eral treasury must support the bureau.
Graybar club policy was to speak for no
fee if the organization normally did not
pay speakers. If they ordinarily paid
speakers, we requested that the bureau
be given their standard honorarium.

Incidentally, it is against Toastmasters
International's policy for a speakers bu
reau to charge a set fee to organizations
for their speakers. If you have any ques
tions about the legality of your financial
policies, check with your district officers.

Get the Word Out

Once you have laid the groundwork.

club, sales and
political meetings
SURE NEED HUMOR!

IF YOU'RE

INVOLVED.

SEND FOR

THIS BOOK

''UNACCUSTOMED AS I AM"
.  . gives you 238 pages of good, current humor
Indexed for easy use. A bonanza for busy chair
men and editors. Good reading for anyone with
a sense of humor.

Pointed material to fit any occasion compiled
by the international President of a world-wide
service club for his own personal use.

NCM/, Second Prmting.

Send Check for i 795ptus i.95 Mailing or your
Master Charge-Visa number, Indiana odd 4% Tax.

THE LORU COMPANY
PO.BOX396,NORTH WEBSTER,INDIANA 46555

you can really get started. You must
publicize your services.

Start by developing a brochure describ
ing your speakers and their speech topics.
Our bureau had more success printing a
list of speakers and their brief biograph
ies, along with a list of topics they could
cover, than if we had tried the more un
usual method of working up a canned
speech or two per speaker and describ
ing them.
The topic list gave us a chance to ne

gotiate with program chairpeople until
we found a mutually agreeable topic.
Canned talks often just do not fit into a
program theme, especially in New York
City.
Our brochures also mentioned other

services our bureau offered besides

speaking. Organizations that don't need
speakers can often use judges for speech
contests, moderators for panel discus
sions, debate judges, masters of cere
monies or Speechcraft classes. (Seek out
the Business and Professional Women's

Club in your area—they run a speech
contest in early spring every year, and
they need outside judges for these con
tests.)

Other things that should be in the bro
chure are the name, address and phone
number of the coordinator, and testi
monial quotes from organizations that
have used your services. People have an
easier time deciding to use your services
if they know someone else has used your
services with success.

Create a cover letter, too. If someone

has access to a word processor, appoint
them assistant coordinator and they can
save hours of letter-writing time for the
bureau.

Now that you have your brochure and
cover letter ready, you can start contact
ing organizations. In a metropolitan area,
don't waste your time with blind mail
ings. It is far more effective for you to
call each organization's programming
coordinator, explain who you represent
and what you can offer and only send
literature to those who are interested. It is

important to have the material ready to
mail practically as soon as you hang up
the phone. Otherwise people forget who
you are, and worse, decide that you are
unreliable.

How to Find Bookings
Since sales skills don't vary much from

the big city to the small town, the phone
approach will probably work well any
where. However, clubs in small towns

have one big advantage over those of us
in large cities: You can easily fmd outside
organizations to contact. All you have

to do is contact the Chamber of Com

merce (with whom your club is register
ed, right?) and ask about sJl other orga
nizations registered.

This is guaranteed to immediately put
you in contact with service clubs such as
Lions, Rotary, Kiwanis, Optimist, Sor-
optimist and others; the Elks, Moose,
and other such clubs; religious/fraternal
organizations such as the Knights of Col
umbus, Masons, Demolay, Eastern Star,
Shriners, Rainbow Cirls and related or

ganizations; youth organizations like the
Scouts, Campfire Cirls, etc; and profes
sional societies active in the area.

You may wonder why I bothered enu
merating all of the above organizations
if they are listed with the Chamber of
Commerce. Well, gende reader, that list
took me six months to compile for the
New York City area. For all you pro
spective coordinators, I'll tell you how
I found them.

Start with club members who are also

members of other organizations, and ask
friends and relatives for leads too. Search

the phone directory yellow pages under
the following headings: "Associations,"
"Fraternal Organizations," "Service Or
ganizations' ' and any other heading that
might be promising. Try the white pages
too, looking specifically for organiza
tions' names. (Don't look for the "Elks"
though; they are the "Benevolent Protec
tive Order of the Elks" in the phone
book.)

Eventually you'U have your first book
ing, everything will go well, you'll get
referrals to other groups and you can de
clare that the beginning of the bureau is
officially at an end. Now the bureau has
to maintain momentum to have a suc

cessful mid-life.

Avoid a Mid-Life Crisis

The first problem will probably be that
you'll soon fmd your bureau members in
danger of being overbooked. Be careful
not to make commitments you can't fdl,
and be careful not to commit to organiza
tions untd you clear the engagement with
the speaker.
Your bureau must be reliable for the

outside organizations to use it, and a
frank "no" is infinitely superior to an
unfilled "yes.'' If you get too many book
ings, pass the overflow on to another
club, or the district speakers bureau.
Once the speaking is going well, think

about scheduling Speechcraft or Youth
Leadership classes. Even if someone else
in the club is in charge of this, it saves
time and energy if the "selling" of the
classes is done at the same time as the
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"selling" of the speakers.
Try to get referrals, but don't stop

contacting new organizations all along.
There will be some attrition as new pro
gram chairpeople decide to deal with
other sources of speakers, so you need to
keep getting new clients. You will also
want to drop some organizations that
prove unsatisfactory as time goes by.
What is an unsatisfactory organiza

tion? After we got started, we stopped
booking talks with singles' clubs. The au
diences were not there to listen to our

speakers; they just wanted to socialize.
Another organization consistendy fouled
up details on where and when our speak
ers were to appear. A third kept giving
us impossibly short notice. You have to
decide if the hassles are worth the oppor
tunities you get dealing with each organ
ization.

It is important to keep club members
who are not in the bureau interested too.

The club newsletter is a good tool for
this, and it helps to frequently mention
the bureau at meetings. Special recogni
tion for bureau speakers should be given
at annual awards time. This will keep
beginning Toastmasters interested in
progressing until they too can join the
bureau.

One problem with interest in the bu
reau is that many Toastmasters are mem
bers of more than one club, and you may
find that they spread the word to other
clubs. Then you'll get calls from people
outside your club asking to join your
speakers bureau.

I don't recommend allowing members
of other Toastmasters clubs to speak on
your club's behalf. The coordinator has a
responsibility to keep the quality of pre
sentations high, and it is hard enough
telling a club member that he/she doesn't
meet your standards. Imagine telling a
member of another club that they are
"fired!"

On the other hand, you may decide
that that isn't much of a problem, and it
certainly doesn't apply to a district speak
ers bureau.

The End

The bureau's birth was hard, the mid

dle easier and fun, but what about the

end of the project? For me, the question
was; How do you turn a smoothly run
ning spieakers bureau over to a new coor
dinator and end up with a smoothly run
ning speakers bureau?

I'll confess to a pang of regret at hav
ing to give up control when I finally select
ed my successor and he accepted (a very
important consideration in choosing a
successor). But knowing that he met all

the qualifications for a good coordinator
gave me confidence that he would do
well. To smooth the transition, he took

over in the summer, when the schedule
was fairly slow. I gave him all written
records, described the needs of each or
ganization, offered suggestions for deal
ing with the contacts in each and answer
ed questions.

List ser vices
THE BUREAU QU

EERS BESIDES

SPEAKING.

We discussed the problems I'd had as
coordinator, and decided on some

changes. We reviewed the brochure and
decided to change it somewhat too. A
few organizations were removed from
our list of clients, and a few speakers
were dropped.
The new speakers bureau coordinator

is doing a super job, and the organiza
tion is as strong as ever.

There is another type of ending that is
possible, however. It is conceivable that
the time might arrive when a successful

speakers bureau must close shop. Perhaps
the current coordinator is leaving and
you can't find someone else to take over,
or you lost your best speakers to job
transfers.

Whatever the reason, it is essential that
you handle the closing in such a way that
the clients—the outside organizations—
hold no hard feelings. Then, if someone
later decides to revive the bureau, he/she

won't have to buck a bad reputation left
by the sloppy closing of the current
bureau. Before you terminate the bu
reau, it is very important to fulfill any
scheduled engagements, tell your con
tacts when and why you are closing and
thank the speakers for their services.
A speakers bureau is a lot of work—

but like anything else, it pays off in
marvelous opportunities for your club
members, and in good publicity for your
club. I encourage every club to give it a
try! f

Sharon Lynn Campbell, ATM, is the
President of Chazzer Watson Advanced
Toastmasters Club 5508-46 in New York Ci

ty, and Past President of Graybar Toast-
masters Club 1436-46, also in New York Ci
ty. She is also a Certified Safety Professional.

Help Build
the Leaders of
Tomorrow

Your Toastmasters training has
helped you learn to verbalize your
ideas so that they are heard, un
derstood and acted upon. Why
not share some of your commu-
nieation expertise with the leaders
of tomorrow?

That's what Toastmasters'

Youth Leadership Program is all
about. It's a way for Toastmasters
to prepare today's youngsters for

tomorrow's challenges.
By helping them to

discover their abilities

you encourage them to
become participants in
society —not d^dream-
ers or delinquents.
An individual Toast-

master who coordi-

nates a Youth Leader

ship Program not only

recaps the satisfaction that
comes from helping others, he or
she also earns credit toward Dis

tinguished Toastmaster (DTM)
recognition. But there's another
reward that's just as important-
discovery.

If you would like to share your
Toastmasters benefits with tomor

row's leaders and gain a valuable
learning experience for yourself,
why not start making plans to
coordinate a Youth Leadership
Program in your community?

All the necessary materials are
listed in the current TI Supply
Catalog. If you'd like more in
formation about the Toastmasters

Youth Leadership Program, con
tact World Headquarters.

It may be one of the most sa
tisfying things you'll ever do.
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otivation and productivity are
now matters of national con-

— — cern in the United States. We

are all aware that we cannot compete in
world markets because of poor produc
tivity.

Perhaps this is why certain books have
become national best sellers: The One

Minute Manager, In Search of Excel

lence and Theory Z: How American
Business Can Meet theJapanese Chal
lenge. If we condense each of these books
and extract the essence of what they are
saying, we wUl find that each one has
much the same message.
That message is best put in the words

of .the author of Theory Z, William
Ouchi: "The key issue over the next dec
ade wUl not be technology or investment,
not regulation or inflation. The key issue
will be the way we manage people.'' In
creased productivity can only come
through learning how to better manage
and motivate people.

Profile of a Motivated Person

If we want to motivate people, a good
way to start might be to find out what a
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motivated person is. The traditional con
cept of a motivated person seems to be
someone who comes to work on time,
does what he is told without any ques
tions asked and has a pleasant and co
operative attitude.
But truly motivated people have far

more than a pleasant and happy de
meanor. A motivated person is involved!
A motivated person has a deep urge to
achieve.

I had the pleasure some years ago of
working with a truly motivated person
whom I called Mister Motivation. Cer

tainly Mr. "M" was always there, was
always early and had the kind of en
thusiasm that affected those around him,
which caused them to be more enthusias

tic also. But he had far more than that.

He had interest and concern which

consistently prompted him to do more
than he was asked to do. He had the initi

ative and imagination to develop solu
tions for the problems he encountered.
Finally, Mr. "M" displayed creativity
bv df'veloping new approaches to meth
ods and systems that were growing ob
solete. • .

Study tmd analyze tlie people aiound
• you who are enthusiastic, excited, in-

terested and motivated. You will find

that like Mr. "M," they all have one
common denominator. They all generate
their own enthusiasm, their own excite

ment, their own interest and their own
drive. Motivation is really something
that we generate ourselves.
The question then is not how to moti

vate people, but rather how to get peo
ple to motivate themselves. When we
learn the techniques of getting people to
motivate themselves, we will have dis
covered the answer to greater productivity

It

and bigger profits. But perhaps most im-
- portandy, we will have discovered the
• answer to helping people enjoy their
work more while enjoyirig ourselves
more as managers, teachers, parents and
club presidents.

Creating the Positive Climate
How can we get people to motivate

themselves? It's really very simple—put
them in a POSITIVE CLIMATE!

People are just like seeds. Take an
orange seed or a tomato seed. If you put
it on your desk at the ofTice, what would
happen to it? Nothing! But take that same
seed and put it into some good rich earth,
with the right amount of water and fertil
izer. Care for it, weed it and soon you
will see leaves, branches, blossoms and
fruit. It is productive, because it is in an
environment which encourages produc
tivity.
And people are just like that. Put them

into a negative climate and they will turn
off, get cynical and sarcastic, stay away
from work or strike or sabotage the ma
chinery or worse. But take those same
people and put them into a positive
climate, and then be prepared for a
surprise!
Not only will they come to work, but

they will enjoy coming to work. They will
take an interest in their jobs and they will
cooperate. They might even make sug
gestions for improvement or show where
savings could be made—all because they
are in a climate which supports their self-
esteem and respects their humanity.

Positive climates cannot be bought or
generated with money. Positive climates
are the result of the following ingredients:
mutual respect between employer and
employee, recbgriition and appreciation
for achievement, a willingness to listen
and a caring, empathetic attitude.

After studying the Japanese environ
ment and comparing it with the North
American business climate, Ouchi found

die first ingredient needed was trust.
'"Productivity and trust go hand, in
hand,'' says Ouchi in his popular book.
Theory Z. ■
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Trust is like the "glue" that holds an
organization together. When it exists
people cooperate, share their findings
and knowledge, have open discussions
and are honest with each other.

Without trust the organization be
comes fragmented. Departments become
isolated, withholding information critical
to productivity, while individuals be
come defensive, protecting themselves
and covering up their mistakes. The or
ganization deteriorates through lack of
communication, feedback and teamwork.
When the question is posed in my

seminars, "What are the personality
traits in a manager that are most likely
to result in employee trust," the answers
are quite revealing. Honesty is usually
at the top of the list. Openness and
sincerity are a close second. Listening
and enthusiasm are edways mentioned.

Recognize Achievement
Another powerful ingredient for gen

erating a positive climate is recognition
and appreciation of achievement. I call
it PRAISE!

"The deepest principle in human
nature is the craving to be appreciated,''
said William James, the father of psycho
logy in North America. Yet we constantly
pass up legitimate opportunities to satisfy
this craving in others.

Winning the annual prize for sales
volume is achievement, but merely reach
ing the quota or exceeding last year's
volume by one percent is also achieve
ment. The way to help people improve
and grow is to recognize their achieve
ments and positively reinforce them on a
consistent basis.

"Catch people doing something right"
is a new, refreshing phrase from the
popular book. The One Minute Man
ager. The old stereotype of the manager
catching people making mistakes must
give place to a new positive image of a
manager who helps people reach their
full potential.

Cultivate Good Listening Skills
We tell people what we think of them

by the way we listen! We can significant
ly change the climate in a positive way by
merely exercising good listening habits.
Most of us are not even aware that the

way we listen can sometimes have more
impact on others than the way we talk.
Talk is often seen as a positive, active,
assertive kind of activity, while listening
is incorrectly seen as a weak and passive
role.

Good listening is so important that we
unconsciously pick our best friends by
the way they listen. In my seminairs, I

WE TELL PEOPLE

WHAT WE THINK

OF THEM BY THE

WAY WE LISTEN.

sometimes ask people to think of their
two best friends. I then ask them if these

two people are good listeners, and invari
ably the answer is yes.

Actually, if our friends or wives or hus
bands didn't listen to us, we'd go off and
find someone who would. That explains
why husbands and wives and children
sometimes leave home, and of course
why sometimes employees leave good
jobs and choose a lower salary with an
employer who has a more sympathetic
ear.

Notice the listening habits of people
whom we enjoy talking to. They show
their interest with their eyes, posture and
facial expression. At times they might
smile, raise their eyebrows and nod their
heads in agreement. In effect they are
saying, "I enjoy listening to you. You
are important to me." This raises our
self-esteem and makes us feel good about
ourselves.

Through good listening we can tap into
the enormous potential of motivated em
ployees. Who better understands the
problems of productivity than the per

son on the production line? Who better
understands the needs and wants of the

customer than the person serving them
at the counter? Yet in many instances,
these people are not listened to and not
encouraged to give any input.

High Expectations
The manager who has high expecta

tions for his or her employee wiU nearly
always receive a high level of productiv
ity, while the manager who exhibits low
expectations wOl get low results. This
phenomenon is referred to as the "Pyg
malion effect." It suggests that the way
you expect people to behave is very likely
the way they will behave.

In a widely-publicized and well-docu
mented experiment, a group of students
in a school were tested at the start of a

school year. The teachers were given the
names of several students in each room

who would show unusual intellectual de

velopment. At the end of the year, tests
showed these students had made greater
intellectual gains than other students.

Actually, these students were picked
completely at random. The only differ
ence between the children selected and

their classmates was in the minds of the

teachers. The teachers expected these
students to show unusual abilities, and
they did. The concept at work in the class
room applies also to the business environ
ment. A manager's positive expectations
have a profound effect on the produc
tivity of his or her subordinates.

Trust, praise, listening, expectations
—these are the dynamic factors which
contribute to the development of a posi
tive, productive climate. Under the speU
of these ingredients, people feel appreci
ated, wanted and supported. Their self-
esteem is enhanced and their confidence

increased. They feel good about them
selves, and to quote from The One
Minute Manager, "People who feel
good about themselves produce good re
sults."

[Editor's Note: Vince DaCosta will lead a
presentation on motivation at this year's Toast-
masters International Convention in Columbus,
Ohio.]

Vince DaCosta,
DTM, is Past District

Governor of District
60. A communications

and leadership special
ist, he is a member of
Markham Toastmas-

ters Club 4782-60 in

Canada.Markham, Ontario,
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PODCOR IS A MIRACLE DRUG FOR
SLUGGISH COMMITTEES—

A SYSTEMATIC APPROACH

TO TASKS.

injEcr

Your Committee

with PODCOR

Committees have a deplorable re
putation. Some of them deserve
it. Some committees bicker end

lessly, wasting time and achieving litde.
In some clubs, getting appointed to a
committee is cruel and unusual punish
ment and probably should be uncon
stitutional.

Yet, there really are committees which
proceed with efficiency, produce remark
able achievements and provide their
members with a warm glow of satisfac
tion and good fellowship. The difference
lies in the systematic process used by the
successful committees, a process you can
readily use yourself in the next commit
tee you are assigned to.
The process is PODCOR, which

stands for:

Planning—Deciding what it is you
want to do.

Organization—Determining how you
want to do it.

Direction—Who is to do what.

Coordination—Getting everything
to mesh smoothly.
Operations—Carrying out the plan.
Review—What went wrong? What
went right? Why?
The PODCOR process is the same, re

gardless of the committee' s task. It will

help you plan a picnic and social outing
or build a city on the moon. The only
difference is in frequency of reviews—
for larger projects you review how
you're doing more often. For an exam
ple of how PODCOR works, let's see
how a committee applies the process to
organizing a speech contest.

Planning
A committee always starts any task

by analyzing the charge given to it by
the board of directors. Usually, the
charge is very general and must be
fleshed out by the committee. '' Please
put on a speech contest," may be all
the direction you get from the board.
So the committee must start there and

build a complete plan, surveying all the
alternatives in order to select the best

components for the plan:
Will we invite neighboring clubs?

Will we publicize the contest to the
general public, or only among Toast-
masters clubs? Should we try to get tele
vision coverage?

Shall we limit the number of speakers?
How long should each one speak? Shall
we allow speakers to use charts, projec
tion equipment, props, costumes? Shall
we give prizes?

Will we use the contest to try to re
cruit new members? What length of
time should we allow for the entire con

test? Where should we hold it? What

by Joel David Welty

date is best—a weekend or weekday
evening?
The best planning is done by a com

mittee of four to 10 people, to optimize
the committee's consideration of each

person's ideas. The more ideas you
have to choose from, the more likely
you will end up with a selection of really
good ones for your plan.
To build a good list of ideas, try

brainstorming, a process which is re
markably successful in stimulating the
creativity of each person in the commit
tee. Each person speaks briefly, just long
enough to present an idea. Often two or
three words are sufficient. No argu
ments for or against any idea are allow
ed—you are just listing, not selecting,
at this point.
Use a felt tip pen to record aU ideas on

large sheets of newsprint paper taped
to the wall where everyone can see. The
goal is to make as long a list of ideas
as you can, and quality is something
you don't worry about. Even the most
absurd idea may suggest other ideas to
other committee members, so you put
everything on your list. You may pig
gyback on another's idea, suggesting a
new twist. Or you may reverse an idea,
turn it inside out. Break through those
assumptions which have inhibited think-
ing.

It is essential to the success of brain-

storming that no one is permitted to ex
press approval or disapproval of any
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idea. Every new idea is welcome, and
judgment is put off for now.
You will end up with a long, long list

covering many sheets of newsprint.
Some of those ideas are going to be real
gems, many of them will be entirely ori
ginal and fresh and you will have a list
with more good ideas than you can use.
What a luxurious feeling!

Next you analyze the ideas on your
list. What are the costs involved? How

much time would this idea take? Will

people respond to that idea?
For the sake of our example, let's as

sume your committee chooses to put on
the speech contest for Toastmasters
merabers only ̂-inviting the other three
clubs in your corhMtunity to join you.
You've decided that you will publicize
the contest as widely as possible ahtFdo.^
it on television if you can, because
you've decided one of your purposes is

use

Moderating the contest
Judging the speeches
No one person can ever think of all the

things which need to be done, but a
committee can. What one person over
looks another will discover.

Note how the role of the committee

chair has changed in moving from the
planning phase to the organizing phase.
In planning, the neutral chair was trying
to stimulate everyone's thinking, get
the longest possible list of ideas and
select the best ideas for the final plan.

In organizing, the chair becomes a
producer, a persuader and a bit of a nag:
How are we going to get this done? Will
it really work this way? What else will
we have to do?

The plan decided on earlier is referred
to, worried over and probed for possi
ble disasters to be headed off: Are we

COMMITTEES OITEM FAIL BECAUSE

THEY DOM'T RECORD DECISIONS.

to attract new members and the possible
development of new clubs in yotir com-
munity.
You will give modest prizes of $50,

$25, $10, and $5. Several committee

members will solicit funds for the prizes
from the corporations they work for.
You'll hold the contest in the community
room of the local bank—or the local TV

studio if you can get video coverage.
Speeches will be limited to 15 minutes,
with no more than 10 contestants, on a
Thursday evening six weeks from now.
A phone number and address of a Toast-
masters contact will be shown during
the contest for people who want more
information about Toastmasters.

Organization
There are any number of ways you

could proceed. You might hire an ad
agency and have them produce the
show, just like an advertising cam
paign. You might ask the speech teach
ers at your local community college to
do the whole thing. You could do it as
a project for just your club. Or you
could ask for assistance from the three

clubs you'll be inviting to participate.
Let's assume you invite the other

three clubs' committees to meet with

your committee to jointly plan the en
deavor. At the joint committee meeting,
break down the work to be done in

smaller tasks. For example:
Publicity
Recruiting contestants
Soliciting prizes
Lining up television time and studio

pverlooking anything? The committee
'-rehearses the whole show mentally,
checking and re-checking to make sure
all points are covered.
A common cause of failure in this or

ganizational phase is to neglect to write
down all the decisions made. Yes, at the
time everyone thinks they'll remember
what was said, but a week later com

mittee members' minds are blank and

the only trace of your decisions is what
was put on paper.

That is especially true of decisions
about money. Preserve friendships by
putting your budget on paper too, and
give copies to everyone involved. Don't
wait until the next meeting, when a
member presents a bill for advertising
and printing of $5000, to decide that
your total budget is only $50.

Include in the written record exactly
what each person has volunteered to
do. Who will handle the publicity?
What will the publicity consist of?
Posters? Newspaper stories? News
paper advertising? Write it all down.
Some people will volunteer the services
of others, and will volunteer to ask
them. Write that down too.

Okay, now that you're organized,
plans can start to unfold.

Direction

Now the committee chair's role is like

that of a movie director, telling everyone
what to do. It is wise to put the basic
directions in writing for everyone, to
avoid misunderstanding. But the chair
should also consult with each committee

member to be sure each member does

understand what he or she is to do.

Each volunteer will have new wrinkles

to add to the basic task, and the chair
should know what those details are, just
to be certain any revisions are consis
tent with the committee's plan.
There are always those less glamor

ous tasks which are unpopular, and the
committee chair must persuade and ca
jole someone into doing them. There
are also members who find they have
unavoidable schedule conflicts and

cannot do what they said they would.
The chair must find substitutes.

Once everyone understands what he
or she is to do, you have completed the
direction phase.

Coordination

Will the person who is to line up the
television studio accomplish that task in
time for the publicity person to include
the information in the newspaper arti
cle? Will the contestant recruiter get
busy soon enough so that contestants
will have time to prepare and practice
their speeches? Will the prizes arrive
on time? * ?'

All the various tasks must mesh

smoothly. Securing the television studio
the day before the contest will not do at
all. Rather, well before the event, visit
the studio. How many chairs are avail
able for the audience and the speakers?
Will speakers sit behind the table on
stage while waiting their turns to go to
the lectern? Or is there, in fact, a lec
tern? Should the speakers wait their
turns standing behind a curtain? How
will the club's address and phone num
ber be presented to viewers? On the day
of the event, what time should speak
ers be in the studio?

The committee chair should have a

diagram showing where things will
happen and a schedule showing when.
Distributing copies of these to everyone
will help keep people on track.

Operations
Everything has been planned, or

ganized, directed and coordinated. To
night is the big show. A few prudent
phone calls help avoid such responses
as "Oh, you mean it's this Thursday,
not next Thursday?"

Is everything happening which is sup
posed to be happening? Is the television
program director really expecting
everyone to come this evening? Have
the prizes been delivered? Are the
judges ready to judge?
The committee chair's role has

changed again. Now the chair is the
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boss, the stage manager, riding herd on
everyone participating: Put those prizes
on that table. Sit here, not there. Give
the moderator that big chair. Everyone
know who's next?

The chair carries out the committee's

plan, overcoming every last-minute
obstacle, making decisions to meet
emergencies on the spot. The chair is
the undisputed boss, right up to that
last minute when the moderator is

thanking everyone for everything.

Review

Within a few days of the event, your
committee should meet once again to
conduct a post-mortem on the speech
contest: What went wrong? Where did
our process break down? What went
right? We must be sure to remember
how we did that for next time—we'll

write it all down.

During the review, no one is permit
ted to attack anyone. The committee is
not assigning measures of guilt; the
committee is checking over the ma
chinery of the PODCOR process, to
see if it needs repair.
The person who answered all those

phone calls should report on the num
ber and nature of phone calls received.
Letters received at the club's address

should be produced and summarized
for the committee. Did people really
seem to get an accurate idea of what
Toastmasters is all about, or did they
think they had tuned into a program of
politicians asking for their votes? What
could be done to correct any miscon
ception next time? Did the processes
you used actutilly achieve the objectives
you set?
The PODCOR process works. It also

has a cumulative effect, as the written
record you have created becomes the
starting point for next year's commit
tee. Don't you wish you'd had such a
written record of last year's contest
when you started this one? Try this
systematic procedure the next time you
are on a committee with a task to com

plete. You may even enjoy yourself. %

Joel David Welty
is author 0/Welty's
Book of Proce

dures for Meet

ings, Boards, Com
mittees and Offi

cers, 270 pages,
Caroline House Pub

lishers. Welty conducts seminars for groups
wanting to improve the way in which they
operate.

THE GOOD OF ORDER

by Bob Leiman, DTM
In May, we covered practicing the use of parliamentary terms, and the six

steps in handling motions. This month will be devoted to more basics, because
the foundation is extremely important in gaining continued parliamentary
expertise.
The competent leader needs to know and be able to use about 10 motions.

He (she) should know the rank, which ones need a second, which are debatable
and when recognition is required. Many motions have priorities and those
with lower rank cannot be made when higher rank motions are pending.

Several motions may be on the floor (before the group) or "pending;"
however, only one motion (question) may be the "immediate pending ques
tion," and the one debated at the time. A chart of 10 motions used frequent
ly, their rank and actions allowed and needed, is listed below:

CHART OF MOTIONS

Motion Interrupt
Speaker

Second Amend Debate Vote Purpose

*10 Division of yes no no no none visual vote

the house
ask question* 9 Point of infor yes no no no none

mation

• 8 Point of order yes no no no none enforce rules

7 Adjourn no yes no no maj. close meeting
6 Recess no yes yes no maj. take a break

5 Close debate no yes no no 2/3 stop debate
4 Postpone to a no yes yes yes maj. delay action

certain time
refer for more3 Refer no yes yes yes maj.
study

2 Amendment no yes yes yes maj. modify motion
1 Main motion no yes yes yes maj. introduce

business

No order of precedence in these motions

VOTING: Much time may be saved by "voting by consent" or by
"unanimous consent." The Chair may use this method of voting automatical
ly or it may be requested by the members. Some common phrases are: "Are
there any objections? " or " If there are no objections—(pause)—the minutes
will stand approved as read." Voting by consent may be used on routine
questions and motions normally having no objections. They may include
withdrawing the question, allowing extra time for debate or dividing a ques
tion. If there is one objection, members may move and second the same ques
tion, or the Chair may put the question by a voice vote without a motion.
The most common method of voting is by voice. In its simplest form, after

the Chair restates the question, he or she says: "All of those in favor say aye (or
yes)—(pause)—all opposed say nay (or no),'' then announces: "The motion
is carried—or defeated.'' If the vote is close, any member may request a visual
vote (show of hands or stand) by calling "Division," or "Division of the
house" or the presider may say: "The Chair is unsure of the vote." Then
the Chair takes a visual vote by saying, "All those in favor, please stand—
(pause)—be seated. All those opposed, stand." Again, the results of the vote
are announced.

Voting terminology should be practiced to gain poise and expertise in pre
siding. Make your own list and repeat them aloud—like practicing a speech.
Watch for September's column: more on voting, when the Chair votes, less
frequently used motions and "Chairperson." Your comments and questions
are appreciated—write Bob Leiman at 124 W. Washington Blvd., Suite 144,
Ft. Wayne, Indiana 46802 or call 219-422-3680.

Bob Leiman, DTM, ExecutiveDirectorofthe American Institute of Parliamentarians
(AlP)since August 1983, operates that organization's World Headquarters in Fort Wayna,
Indiana. A Toastmasterfor 28years. Bob is a Past District Governor and was Toast-
masters' 84th Distinguished Toastmaster. His parliamentary programs at four TI con
ventions have been popular and prompted strong interest and activity in parliamentary
procedure.
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THE SPEAKER/AUDIENCE RELATIONSHIP IS

LIKE THAT OF QUARTERBACK/RECEIVER—ONE
NEEDS THE OTHER TO WIN.

D

□

Intercept Your Messages

'T

1  I

he problem with you people,"
my art professor said, "is that
you don't listen.'' He slammed

(as much as he could) his folder of notes
closed, looked over the class angrily for
a moment and then stalked off the
stage.

"A fine exit," I remember thinking.
Then I realized that he had been right
on the money about the behavior of his
audience. It was not that we were loud
or obnoxious; we were just, well. . .else
where. I felt guilty enough to stop by
his office later in the day to apologize.

He looked up from what he was do
ing, smiled a bit and invited me in.
"Tell me," he asked, "do you think
my performance this morning will en
courage better listening on Wednes
day?" I nodded and started to open my
mouth to apologize. He shook his head
and held up his hand.

"Nope," he said, still shaking his
l^ad, "it won't help a bit. Students will
sfill sit there dreaming about whatever
it is they dream about." He paused.
"And I'll still be a boring lecturer."
I startedto protest but couldn't quite
figure out how one told a boring profes
sor that he wasn't.

"The problem I guess, is that I'm
not really a teacher. My field is art. I
love art. I want Cpcommunicate what I
feel about art to students.'' He frowned
and continued. "What I find myself«
doing is getting so involved in the com-*'^
plexity of my subject that I lose con
tact with what I'm supposed to be do
ing. Ever hear of the KISS method?"
he asked. e
I wasn't quite ready for this unex

pected shift in conversation but stutter
ed inanely that I knew about a few kiss
methods. . .

"The KISS method," he interrupt-

by John D. Stammer

ed, "means simply this: Keep It Simple
Stupid. And that's where I fall down.
I can't keep art simple." I pondered
this revelation while he turned in his
chair and looked out the window. I'll
give him this; he did have my atten
tion here in the office.

"Let me give you a suggestion you
can use, or at least treasure, forever,"
he said. He turned back around and
then sounding like Vonnegut writes,
said: "This is the suggestion. Always
listen to everything, everything a per
son has to say. It doesn't matter how
boring the speaker might be."

He paused and grinned a bit rueful
ly, thinking perhaps of his own style—
or lack of it. "No matter how boring,'':
he continued, "the audience, orte or
one hundred, must presume the speak
er has something to give them." I
nodded lamely at this bit of advice and
began to squirm a bit in my chair.

"Listen," he smiled as he closed a
folder. "I have a class shortly. Think
about that though. A speaker may not
always be able to keep it simple. But
an audience can always assume the
speaker has something to say. An audi
ence can actually help the speaker say
what he or she has to say. Listeners just
need to be receptive and in some man
ner responsive."

That episode occurred over 20 years
1 ago and while what he said had no im
pact for some time, it turns out to have
been about as good as any advice I've
received about the communication pro
cess. I even remember that I tried ap
plying his suggestion to the lectures he
subjected me to. And on reflection, I
believe he did somehow get more in
teresting.
I teach now, and while I may not al

ways use the KISS method, I try to lis

ten to speakers with care. As a result I
usually manage to pick up some infor
mation that either increases or alters
my understanding about the topic.

That conversation with my art profes
sor also gave me the first clue that it
is a lot easier to speak to an individual
than a group.

"When you're talking to one per
son," one of my colleagues says, "you
only have to monitor two things: what
you are saying, and how one person is
reacting or responding. When you're
talking with a group, you can still mon
itor yourself, but you also have to mon
itor the responses, or lack of them, from
a large number of individuals."

He didn't have to add that it is much
easier to alter what you say, or how you
say it, when you are in a one-to-one
situation.

What Listening Is. . . and Is Not
The listening process is as much tak

en for granted as it is misunderstood.
We have long assumed that since we
have eyes and see, so too must we hear
if we have ears. Seeing and hearing are
sensory modes of course and both can
function in very rudimentary ways.

We might stare out a window and
not actually see a thing. We also hear
things all the time without either noting
or acknowledging those sounds.

Obviously we need to focus on a
visual image if we hope to see it. We
must also attend actively to sounds if
we hope to get meaning from them.

Educators speak of the listening pro
cess as having three levels. First, we
hear. The ears pick up noise such as
the buzzing of a fluorescent light or a
car passing by. We seldom consciously
note these sounds.
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Second, we listen. We consciously
attune ourselves to some sound stim

ulus. But we may derive no meaning
from these sounds.

Finally, we "aud." That is we are
able to understand what we are listenji^"
to and aiTe. hearing. It is only at thislhst
stage that effective listening takes place.
We often think we are using our hear

ing and visual senses and perhaps we
are. But whether the phrase "Hafa tata
mano hao?" iis seen or heard, it is mean

ingless npise—unless one has the back
ground (in this case, an understanding
^^rChamorro) to apply to that message.

Other obvious factors can affect lis

tening, but only one needs to be dis
cussed here: the responsibility of the
listener, of the audience.
As a friend of mine loves to point out,

"In the speaker-audience environment,
one party is always disadvantag-
ed. . . and it ain't the speaker.'' He goes
on to suggest that a person who is
willing to stand in front of a group of peo
ple and speaik to them may be a touch
strange, or more likely a ham.
The sad part, according to him, is that

since the speaker has all the advant
ages and the listeners all of the prob
lems, the audience often lies in wait,
subconsciously ready to get even. Au
diences often assume a resistent rather

than receptive manner and communi
cate a "you ain't gonna convince me"
posture in a number of ways.

Sensitivity to the following three
premises can help people in the au
dience help the speaker—and insure
that what they do is more than just
'hear' what the speaker has to say.

1. Most of what we learn is bas

ed on what we know.

Marshall McLuhan (in Understand
ing Media) points out that, "... speech
is a cool medium of low definition,

because so little is given and so much
has to be filled in by the listener.'' Most
of what we learn is based not on some

thing totally or even mostly new, but
rather on an increased understanding
of what we already 'know.'
In a speaker/listener environment

then, the speaker seeks to present infor
mation that is probably familiar to the
audience. Perhaps the speaker tries to
liven it up. Certainly he or she attempts
to present what he or she has to say in

("afashion thaf establishes and maintains
audience attention.

The audience, on the other hand,
has heard this topic before. They al
ready have ideas about the theme or
premise. In varying degrees each

V

member of the audience is, or thinks
he is, something of an expert about
what's being discussed.
So what results? A shifting around in

seats (getting as comfortable as possible
for the worst), rolling eyeballs (how
could he pick that topic), thinly disguis
ed exhalation (oh boy; not again). And
all the time the audience is smiling
away, pretending to make the speaker
comfortable. I refer to this as the "sink

ing audience syndrome." The more
familiar the topic, the lower the au
dience sinks into their seats.

2. Messages do not have to be
in print to be read.

I find it disconcerting that a friend
raises an eyebrow whenever he does not
understand something I say. At the

same time I find myself restating or
elaborating on my point when his eye
brow flutters. When I'm listening to
him, he may stop and inform me that
the crease between my eyebrows is get
ting deeper and, '' what is it I don' t un
derstand?"

The point is, we all have means of
communicating without having to open
our mouths. My concern is not with the
grins or laughs or nods. These trans
missions are usually consonant with the
speaker's intent.
What I do care about are the frowns,

the slight shakes of the head, the lean
ing toward a tablemate to mutter some
thing. I am disconcerted by the silent
tapping of fingers or by what I call the
"sudden habits."

You've all used the sudden habits.

You scratch your nose continually (to
cover a yawn); you rub your eyes (to
keep them open). And you strive to
make an unnatural movement natural

("Oh, I often pinch my ear. It's an old
habit!").

3. "Receivers" are part of the
game.

It's a funny world. The quarterback
keeps zipping it out there and the re
ceivers keep dropping the ball. What
happens? Do they yank the flankers or
the tight ends? Heck no. The quarter
back sits down, although he may be get
ting more than a fair share of the blame.
Of course the receivers feel bad but

they are still out there playing.
The people in the stands are fast to

identify the guilty party. They're call
ing for the quarterback's scalp even
before the coach mercifully sits him on
the bench.

What does this have to do with a

speaker and his audience? Simply this:
Audience, you may not have great
hands, but you have great ears. The
better you use them—the better re
ceivers you are—the more successful
your speaker is going to be.

Karl Menninger probably summed
it up best when he said, " . . .people
who listen to us are the ones we move

toward. . .when we are listened to, it

creates us, makes us unfold and ex
pand." So remember, you can keep
a speaker in the game by being a good
receiver, 'fl

John D. Stammer is an Associate Profes
sor of Education at the University of Toledo,
in Toledo, Ohio, USA. He has published
listening articles in professional journals and
refers to himself as an 'aspiringfreelancer.'
He lives in Toledo.
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The Excitement:And Discover... The City:
• Museums

• Parks

• Shopping
• Ohio State Fair (for early arrivals)
• A clean, attractive, enjoyable city
on the move

Proxy Prowl Party
Golden Gavel Luncheon

Hall of Fame

Down Home Country Picnic
President's Dinner Dance

World Championship of Public
Speaking

1^.

Great Speakers:
• Alan CImberg
• Dale O. Ferrler, Ph.D., ATM
• Mike Frank

• Pat Pantile, DIM
• Dr. Nina Harris, DIM
• Dr. Charles Dygert
• Roy Fenstermaker, DIM
• Pat Vivo

• Dr. Steve Boyd
• Art Gllner, DTM
• Marva Collins, 1985 Golden Gavel

recipient

Our Facility:
• Hyatt Regency at Ohio Center
• Magnificent modern luxury hotel
• Shopping mall with dozens of
shops and restaurants

• Indoor pool
• Atrium lobby bar

The Programs:
• Successful Listening
• How to Motivate

• Dynamic Delivery Techniques
• Humor Workshop
• Evaluation

• Technical Speaking
• Communicating with Your Family
• Women In Speaking
• "What Every Club Officer

Should Know"
• Competitive Speaking
• Parliamentary Procedure
• "Superwinners"
• Overcoming Platform Fear
• Successful Clubs

• Communication Showcase
• Accredited Speaker Finals

A Great Airfare Deai:

• Call Trans World Airlines at (800)
325-4933 ■ In Missouri (800) 392-1673,
In St. Louis 291-5589. Tell them you're
from Toastmasters and our code num

ber Is 99-11504. Ask about their con
vention fare and other low promotional
fares that may be available.

REGISTER TODAY!

\

Discover Yourself in Columbus, Ohio
August 20-24, 1985

Hyatt Regency Hotel at Ohio Center
Columbus, Ohio, U.S.A.



TOASTMASTERS

54th ANNUAL CONVENTION
August 20-24, 1985
Hyatt Regency Ohio Center
Columbus, Ohio

MAIL THIS PART TO: Toastmasters International, P.O. Box 10400, Santa Ana, CA 92711 (This form Is not to
be used by International Officers, Directors, Past International Presidents or District Governors elected for 1985-86.)

To attend general sessions on Wednesday, Thursday and Friday, a registration badge will be required. Pre-register and order meal-
event tickets now! ATTENDANCE AT ALL MEAL EVENTS WILL BE BY TICKET ONLY. Advance registrants will receive a receipt
for a packet of tickets and materials, which can be claimed at the registration desk, Tuesday, August 20.

ALL ADVANCE REGISTRATIONS MUST REACH WORLD HEADQUARTERS BY JULY 15.

Member Registrations @ $25.00

.Joint Registration: Husband/Wife (both Toastmasters) @ $35.00

Spouse/Guest Registrations (each) @ $10.00

.Tickets: Golden Gavel Luncheon (Wednesday, August 21) @ $16.00

Tickets: Spouses & Guests Luncheon (Thurs., August 22) @ $12.50

Tickets: DTM Luncheon (Thurs., August 22) (Note DTM# ) @ $12.50
Tickets: "Country Picnic" Fun Night (Thurs., August 22, Dinner, Show) @ $27.00

.Tickets: President's Dinner Dance (Fri., Aug. 23, Dinner, Dancing, Program) @ $29.00

.Tickets: International Speech Contest Breakfast (Sat., August 24) @ $13.00

TOTAL

Check enclosed for $.
accepted after July 31. Cancellations not accepted on site.

(Please Print)

NAME

.(U.S.) payable to Toastmasters International. Cancellation reimbursement requests not

Club No.. .District.

SPOUSE/GUEST NAME.

ADDRESS

CITY .STATE/PROVINCE.

ecu NTRY

NO. CHILDREN ATTENDING.

.^IP CODE.

JVGES.

If you are an incoming club or district officer, please indicate office:.

MAIL THIS PART TO: Hyatt Regency Columbus at Ohio Center, 350 N. High St., Columbus, Ohio 43215
TOASTMASTERS INTERNATIONAL 1985 ANNUAL MEETING ★ ★RESERVATIONS MUST BE* ★

AUGUST, 1985 RECEIVED BY
JULY 28, 1985

□ Single $55.00
□ Double (King Bed) $66.00
□ Double (2 Beds) $66.00
□ Triple $77.00
□ Quad $88.00

For Suite or Regency Club reserva
tions—please call the hotel directly.

All reservations must be received by
the hotel 21 days prior to arrival.

HYATT REGENCY—COLUMBUS

Dial Direct 614-463-1234

PLEASE PRINT

Date of arrival
Date of departure

Check In time: 3 p.m.
Check out time: 12 noon

Guest Name
Sharing with
Confirmation mailing address:
Name
Address

City

Telephone.
state 'W

Area Code

Your reservation may be guaranteed by
advance deposit or major credit card.
Failure to cancel 24 hours prior to ar
rival will result in 1 night's charge bill
ed to your credit card.
Guarantee to one of the following:
Deposit of $ (enclosed)
American Express #
Diners Club #
Carte Blanche #
Master Card #
Visa #
Expiration Date
I have verified that all information is correct.
Signature
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by Robert Orben

roast is sort of a testy-monial—
and in one form or another, it

^has been with us through the
centuries. Poking fun at our peers and
our leaders seems to be a part of hu
man nature.

Fortunately, we're living at a time
and under a political system that im
poses no arms limitations on comedic
shafting. As a result, the roast has
never been more popular—and chances
are, before long, you will be asked to
participate in one. If the conditions,
advantages and risks are acceptable
and you choose to do the roast, here
are some suggestions that may keep
you from getting burnt:

Who's on First

First, positioning. Obviously, if you
are the roastee, the guest of honor, you
go on last.

If you are one of the roasters, you
automatically become part of a group
of speakers who will be sharing a limit
ed amount of subject material. Your
position in the program becomes a key
element in your success.

Now it might be felt that the order
and structure of an event is the pre
rogative and responsibility of the pro
gram committee. On the other hand,
it usually isn't all that easy to get
speakers—particularly speakers for a
roast. I have also found that since most

participants accept the performing slot
they are given—those who negotiate
get what they ask for.
An audience rarely analyzes why a

speaker does well or badly. They don't
consider the effectiveness of the sound

system, the ventilation in the room, the
lighting, the length of the program,
the order of the program and all of the
other major and minor conditions that
affect their judgement and apprecia
tion of the entire event and each ele

ment in it.

Consequently, speakers performing
under optimum conditions will meet
with considerably more laughter, ap
plause and good will than if they made
the very same presentation under min
imum or adverse conditions. Need sell

ing? Take your best two jokes or sto

ries and do one of them early in a
three-hour program. Do the other late
in the three-hour program. The audi
ence will be your instructor.
So what sort of positioning do you

negotiate for in a roast? I used to ask
for the second spot among the roasters.
I did this on the theory that it would
be best to let the first speaker cope with
getting the audience's attention and
interest. The emcee or Toastmaster

should break the ice and focus the

group on the program, but all too often
it falls to the first speaker to overcome
the remnants of restlessness, conversa

tion, and dessert and coffee consump
tion.

These factors still concern me but

I no longer ask for second slot on a
roast program. I try to get first. I feel
that the disadvantages are far out
weighed by the one big advantage: You
get first crack at cJl the fat, juicy recog
nition points associated with the
roastee's personality, job and career.
In a roast situation, when you get

there first, you don't even have to have
the most. The audience is hearing the
high-recognition subject matter for the
first time at this event. The initial im

pact of the irreverence and the fresh
ness of it all can turn even weak lines

into winners.

But with each succeeding use of the
identical subject peg, the audience's
resistance stiffens. If they hear the
word "golf and you're the fifth speak
er to address the guest of honor's golf
game, the audience is already thinking,
"All right, how bad is he?" and your
joke answer had better be a block
buster.

To avoid this problem, try to snare
first place in the roast line-up and let
those next in line deal with repetition
as best they can.

The Next Best Place

What if you can't lead the parade?
Sometimes the best laid plans of mice
and Machiavellis "gang aft a-gley."
What do you do if first spot is taken
but you still have a choice?

I would then go over the list of your
fellow roasters and ask for a spot as
early in the program as possible but
immediately following the speaker who
figures to be the bomb of the evening.
The whole idea is to follow someone

who doesn't stop the show—but who
does slow it up.

While roasts aren't an Olympic
event, there is always a competitive
factor involved. You don't want to fol-
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low a professional comedian or an ex
perienced banquet speaker. Even if you
do well, if they do substantially bet
ter, your efforts will suffer in com
parison. So pick your spot and try to
spot the easy pickings.
Now what about the roast situation

where you don't have a choice and
you're positioned at the end of a long
line of roasters? If you decide against
suddenly remembering a previous en
gagement—then keep your presentation
short, lively and different.

Short—because, to the audience, five
minutes of jokes early in the program
will seem like three. Five minutes of

jokes late in the program will seem like
23.

Lively—because a tired audience re
quires more to hold its attention. Be
come a little more expansive. Step up
your pace a bit. Address or involve
other members of the head table or au

dience. It's the home stretch; psychol
ogically and literally you're at the back
of the pack, so your oratorical stretch
drive has to be a strong one.
Most important of all, your presen

tation should be different. Don't even

consider addressing any of the easy,
high-visibility aspects of the guest of
honor. By the fourth roaster, it will be
old news. Concentrate on peripheral or
invented bio material, and book pass
age on any additional flights of fancy
you may have. These could include
gag awards, plaques, gifts, visuals,
props—anything to add a new comedic
note to the proceedings.

Comedic Detente

Roasts do tend to excite the compet
itive spirit. After such events, you fre
quently hear postmortems that decide
who did best, who didn't. Who won,

who lost. But in preparing for a new
roast, it might be useful to consider
Grantland Rice's thought: "It's not
who won or lost, it's how you played
the game."

Except for show-business roasts
where the competition is traditional
and intense, the average business or
charity roast need not result in win
ners and losers. All can be winners if

a little cooperation is employed.
On occasion I have written for a

speaker who has frequently shared
events with a top comedian. The two
are good friends and so the goal is not
for one to top the other, but for both
to look good and well-received.
To achieve this, I am in touch with

the comedian's head writer and be

tween us, we diwy up the subject mat
ter. He tells me what subjects his client
will cover and I tell him what areas my
client will address. We keep in touch
right up until the event so that we are
not blindsided by a new approach on
either side. We may also exchange
jokes or premises that more appro
priately belong in the other client's
speech.
The result of this comedic detente is

a balanced performance, the elimina
tion of potential tension between the
two performers, a better total product
for the audience and dual winners. If

there are only a few roasters, this hu
mane approach should be considered.

Tr y to snare
FIRST PLACE IN

THE SPEAKERS'

LINE-UP.

Bringing It Home
Now it may appear to some that this

obsession with placement on a pro
gram is overdone. So you do your thing
first, fifth or tenth—does it matter that
much?

I can only tell you about an incident
that happened over thirty years ago,
but it has been a useful reminder to

me ever since. I was friends with a

young comedian who sometimes vol
unteered to be on shows that were

given at civic organizations or hospi
tals. (In the days before comedy clubs,
these shows provided a good place to
try out new material.)

During the week before Christmas,
I went with the comedian to a veterans

hospital where he was to be the fea
tured performer on their show. There
were a few hundred service men and

women in the audience. Most were

seated in chairs but a few rows of

wheelchair and wheeled stretcher pa
tients were up front. The hall had an
overlay of Christmas and New Year
decorations in a brave attempt to add
a festive seasonal note to the event.

Well, the first part of the show was
acceptable but unexceptional. A dance
act and a juggler got on and off with
out mishap. But then, as my comedian
friend was getting ready to go on, the

producer of the show came up to him
leading a young, rather forlorn looking
young man in a faded hospital bath
robe. He explained that the young man
was a patient and would the comedian
mind if he just went out and sang a song
or two before the comedian closed the

show? After a quick survey of the new
comer's appearance, my friend, with a
magnanimous sweep of his hand, said,
"Be my guest."
The comedian and I stood in the

wings as this waif-like veteran padded
out to center stage, tightened the belt
on his bathrobe, nodded to the piano
player, and then proceeded to sing
"I'm Dreaming of a White Christmas"
in a soft tenor voice that had to be

fashioned by angels. My friend started
to groan quietly.
The second number was "Danny

Boy" and before it was half over, the
audience was experiencing a group
lump in its throat. Beside me, the co
median's groan had turned into a
whimper.
And finally, to these few hundred

sick and lonely patients, miles and
miles away from family, friends and
loved ones, our bathrobed Caruso clos

ed with "Coing Home." The collec
tive tears, before and behind the cur

tain, would have threatened Hoover
Dam.

The singer left, the emcee returned,
and my comedian friend was then intro
duced as that "funny funny man who'll
have you rolling in the aisles"—and out
he went. What can I tell you? For the
next 10 minutes, if that auditorium had

been a public librtuy, no one would ever
have had to point to the SILENCE IS
REQUESTED sign.

So if you are ever tempted to doubt
the importance or the wisdom of posi
tioning, think again—or you may also
be "Coing Home"—in silence. -J
© 1984 by Robert Orben

Bob Orben is the author of 46 books of
professional-level humor. He has written for
Red Skelton, Jack Roar and Dick Gregory, as
well asfor leading business and political figures.
He was a special assistant to President Gerald
R. Ford and director of the White House
speechwriting department. Orben now speaks
on the use of humor in speeches and business
communication. His latest book is 2400 Jokes
To Brighten Your Speeches (Doubleday).
He also edits "Orben's Current Com

edy, '' a humor service for public speakers. For
details, write The Comedy Center, 700 Orange
Steet, Wilmington, Delaware, U.S.A. 19801.
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Congratulations to these Toastmasters who have
received the Distinguished Toastmaster certificate,
Toastmasters International's highest recognition.

Brenda Keeling
Positive Communicators 3708-F, Anaheim,

OA

James Burr
Early Words 433-3, Phoenix, AZ

Arthur M. Allen

Santa Cruz 150-4, Santa Cruz, CA

Jaek W. Stell
Tumbleweed 916-9, Pasco, WA

Norman H. Stuart

Checker Flag 2007-11, Indianapolis, IN

Jerry F. Coen
TNT 4533-25, Dallas, TX

Henry E. Hyehe
State Farm 3513-48, Birmingham, AL

Greg C. H. Ching
Mary Kay Cosmetics 4908-49, Honolulu, HI

David J. Walker
Bexar Facts 846-56, San Antonio, TX

ATM Silver

Congratulations to these Toastmasters who have
received the Able Toastmaster Silver certificate of
achievement.

Jim R. Lowe
Rogue Valley 5633-7, Medford, OR

Willie Prenell

Gusto Speakers 746-16, Farris, OK

Joseph E. Orzano Jr.
Greenwich 3357-53, Greenwich, CT

ATM Bronze

Congratulations to these Toastmasters who have
received the Able Toastmaster Bronze certificate of
achievement.

Rete Jeannette Geller
Spacemasters 5045-F, Downey, CA

Richard Lee Peterson

Marshall 1276-6, Marshall, MN

Keith L. Patterson

Flyers and Floaters 5467-16, Oklahoma Ci
ty, OK

D. M. Levine

Truckee Meadows 178-39, Reno, NV

Kenneth E. Tanner

Sunset 3619-42, Regina, Sask., Can

ATAAs

Congratulations to these Toastmasters who have
received the Able Toastmasters certificate of
achievement.

Jack R. Terry
Westwinds 2436-F, West Covina, CA

David Harrington
Totem 41-2, Seattle, WA

Gordon E. Elliott

Mount Vernon 258-2, Mount Vemon, WA

Gloria J. Guttadauria
Rio Salado 3152-3, Tempe, AZ

Jim E. Blackstein
Speakeasies 1401-4, San Francisco, CA

Stan O. Animo

Fasae 2697-4, Daly City, CA

Donna Louise Zehring
Carlsbad-Oceanside 47-5, Carlsbad, CA

Rita Pierce

Victory 221-6, St. Paul, MN

David Ralph Weyeneth
Portland 31-7, Portland, OR

Paul D. Marsh

Toastburners 997-7, Salem, OR

Gurie H. O'Connor

Clatsop Co-Eds 1516-7, Astoria, OR

Judith L. Kirkpatrick
Wrip City 1597-7, Beaverton, OR

Charles Dailey
T5 3091-7, Vancouver, WA

Lois Jean Dailey
T5 3091-7, Vancouver, WA

Emmet M. Duffy
Berea 2917-10, Berea, OH

David J. Dempsey
Buck Lead 1520-14, Atlanta, GA

Larry Owens
Conyers-Rockdale 2579-14, Conyers, GA

Ann B. Henderson

All American 5307-14, Columbus, GA

Lloyd Clark
Mount Ogden 1614-15, Ogden, UT

Samuel A. Aaron

Raconteurs 4828-15, Salt Lake City, UT

Timothy C. Brodbent
Lexical 1367-16, Lexington, OK

Greta Thompson
Ada 1971-16, Ada, OK

Margaret E. Ott
Jay Cee 2446-17, Havre, MT

Gene E. Burnett

Top O' The Mornin 3777-17, Butte, MT

Harvison Hunt

Towson 2707-18, Towson, MD

Mary L. Wheeler
Veterans Admin. Med. Ctr. 4680-19, Des
Moines, lA

David W. Metcalfe

Victoria Beaver 790-21, Victoria, B.C.,
Can

Amy Ethel Cadorette
Cowichan 950-21, Duncan, B.C., Can

Tremaine L. Coolen

Langley 2743-21, Langley, B.C., Can

Bruce Bird

Norvic 5060-21, Victoria, B.C., Can

Page Carter
University Park 2984-23, University
Park, NM

Marvin H. Schultes

Hastings 2218-24, Hastings, NE

N. N. Panicker

Metro-Speakers 1470-25, Dallas, TX

James C. Hunter
Sunrise 3253-25, Longview, TX

Joette Dorothy Burke
Early Birds 3546-25, Waco, TX

Billy F. Hill
Texins 3859-25, Dallas, TX

Benny Rosenburg
Cheyenne 798-26, Cheyenne, WY

Jack F. Roeller
Morning Tour 2503-26, Casper, WY
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James C. Valliant
Free Speakers 2630-26, Rocky Ford, CO

Joyce Axton Jamison
Dawn Yawn 3218-26, Lakewood, CO

George D. Klein
Loveland 4553-26, Loveland, CO

Marilyn L. Grine
Fostoria 4514-28, Fostoria, OH

Robert E. "Buzz" Lee

West Florida 4100-29, Pensacola, FL

Linda M. Murphy
O'Hare Plaza 2683-30, Chicago, IL

Nicholas S. Dimasi

TSC 1167-31, Cambridge, MA

George Hast
Central 2277-31, Worcester, MA

Diane K. Lindblad

DCASR-Boston 3991-31, Boston, MA

Paul A. Smyth
Santa Barbara 5-33, Santa Barbara, CA

Ernest Bauer

Silver Spring 1314-36, Silver Spring, MD

Gordon J. Levine
Keynoters 1316-36, Arlington, VA

Yeiichi Kuwayama
Challenger 1642-36, Arlington, VA

Thomas F. Privette

Wilkes County 1302-37, Wilkesboro, NC

James Edwards Andrews
Gateway 3092-38, Philadelphia, PA

Jacquelyn Keith
Gateway 3092-38, Philadelphia, PA

Gary A. Thompson
Princeton 3954-38, Princeton, NJ

Jacob P. Rayapati
Gheyney 4538-38, Cheyney, PA

Rae-Dean Taylor
A-R 1481-39, Fair Oaks, CA

Cherylene Anderson
Old Town 2060-39, Auburn, CA

Joseph P. Samora
AG Orators 1352-39, Sacramento, CA

Henry F. Mendez
El Bohemio 4163-39, Stockton, CA

Dean L. Border

Mound Builders 511-40, Grandville, OH

Ruth Beckett

Susanville 3444-39, Susanville, CA

Gloria B. Kenley
Accuray 1008-40, Columbus, OH

Fred T. Murphy
Accuray 1008-40, Columbus, OH

James J. Gawby
TM Of The Bluegrass 4271-40, Lexing
ton, KY

Gloria Gunnare

Beresford 1992-41, Beresford, SD

Richard J. Loges
Huber Heights 1740-40, Dayton, OH

Jim Evans
Northern Lights 489-42, Edmonton,
Alta,, Can

Philip James Pazdor
Foothills 3073-42, Calgary, Alta., Can

Sharma Ravi

Tuesday Nooners 3868-42, Calgary,
Alta., Can

W. G. Fleming
Electric Toasters 5167-42, Calgary, Alta.,
Can

Sara Adame

Sunrise 3035-43, Memphis, TN

Harry McCorkle
Crack O'Dawn 4430-43, North Litde
Rock, AR

Ellis D. Hart

Sundown 4834-43, Vicksburg, MS

Douglas R. Daniel
Postal Expressers 4674-43, Memphis, TN

Courtney E. McClure
Woodfords 816-45, Portland, ME

Randolph James Scott
Hub City 2173-45, Moncton, N.B., Can

Russell E. Wolicky
HMC Dockyard 3182-45, Halifax, N.S.,
Can

Stephen L. Revoy
Sackville 4588-45, Sackville, N.S., Can

Richard E. Pflaum

Merck 260-46, Rahway, NJ

Terry Menner
Northern Valley 1040-46, Dumont, NJ

Joseph T. Shuler
Bergen 2581-46, Hackensack, NJ

Robert L. Dixon

State Farm 1178-47, Winter Haven, FL

Herb Middleton

Seminole 3771-47, Tallahassee, FL

Harold E. Rambo

Seminole 3771-47, Tallahassee, FL

Bobbie Herren Piper
Vulcan Voices 512-48, Birmingham, AL

Gail D. Ashburn

Hawaiian Telephone 1942-49, Honolulu,
HI

Francis H. W. Man

Hawaiian Telephone 1942-49, Honolulu,
HI

Syed Hasan Reza
Ralph M. Parsons 2151-52, Pasadena, CA

Lawrence R. Stern

DSD 3757-52, Van Nuys, CA

Virginia A. Tucker
Zip Masters 4956-52, Van Nuys, CA

Ronald E. Brown

CE 1333-53, Windsor, CT

Margaret D. Jacobson
Twin Town Gaveliers 850-54, Bloomington,
IL

Lili B. Kuczynski
Novato 166-57, Novato, CA

Carole A. Jones
Tri-City 1579-57, Livermore, CA

Rufino Mosquera
Brampton 2347-60, Brampton, Ont., Can

Claude Pare

Le Club TM Lemoyne 1261-61, Montreal,
Que., Can

Dennis R. Jones
Luncheon Troupers 5458-61, Ottawa,
Ont., Can

Gregory A. Preihs
Breakfast 3581-62, Muskegon, Ml

Gwendolyn K. Galbreath
Moneychangers 802-63, Knoxville, TN

Robert C. Williams

Chatter Masters 3264-63, Chattanooga, TN

Nancy A. Crawford
TM of Hixson 4376-63, Hixson, TN

Dorothy Barbara Sholdice
Centurion Speakers 4852-64, Brandon,
Man., Can
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Robert Miserentino

Tactical Air 2619-66, Langley Air Force
Base, VA

Elsie Frances Moore

Mackay 3283-69, Mackay, Qld., Aust

Kenneth D. Thompson
Lafayette 2678-68, Lafayette, LA

Gary R. Darnell
St. Tammy Ozone 4325-68, Slidell, LA

William John Aspden
Rockhampton 3732-69, Rockhampton,
Qld., Aust

Marilyn Pithers
NSW Building Society 1570-70, Sydney,
N.S.W., Aust

Alice Helen Scott

Belconnen 4237-70, Canberra, Act., Aust

Roy Davis Bray
Belconnen 4237-70, Canberra, Act., Aust

Ian D. H. Preston

Aylesbury 762-71, Aylesbury, Eng

Nenita A. Belen

TM Club of Metro Davao 4403-75, Davao

City, Philippines

New Clubs
1049-1 Forty-Niners
Long Beach, CA—Tues., 6:30 p.m.. Uni
versity Student "Senate" Chambers,
1250 Bellflower Blvd. (438-8036).

5839-1 A.M.I. Corporate
Beverly Hills, CA—Fri., noon, American
Medical International, 455 N. Camden
Dr. (205-3537).

5834-1 SFI

Los Angeles, CA—2nd & 4th Wed., 11:30
a.m., SFI Corp., 5933 W. Century Blvd.,
9th Floor (216-7600).

5838-3 By Thunder
Glendale, AZ—Thurs., noon, Thunder-
bird Samaritan Hospital, 5555 W. Thun-
derbird Rd. (588-5770).

5858-3 Conquistador
Tucson, AZ—Thurs., 6:45 p.m., Solana
Y Sombrera Mobile Home Court, 4828 E.
Grand Rd., Recreation Rm. (323-0412).

5815-4 Willow Glen

San Jose, CA—Thurs., 7:30 p.m.. Divine
Science Church, 1540 Hicks Ave. (356-
3312).

5825-4 Toast Busters

Palo Alto, CA—Thurs., 11:45 a.m..

Hewlett-Packard, 3000 Hanover Street/20.

5846-6 Sunset Country
Fort Frances, Ont., Can—Wed., alternat
ing weekly: 7 a.m. & noon. Gramma's
Good Old Fashioned Food, 620 Mowat
Ave. (274-5395).

5850-6 Twin Ports

Duluth, MN—Sun., 6:15 p.m.. Federal
Prison Camp, Visiting Room (722-8634,
X 235).

5859-7 Kaiser-Permanente

Portland, OR—1st & 3rd Wed., 6:30 a.m.,
Kaiser-Permanente Regional Office, 3600
N. Interstate Ave. (280-2050).

5823-8 Sikeston

Sikeston, MO—2nd & 4th Mon., 7 p.m..
Hunter Memorial First Presbyterian
Church, Corner of Wakefield and Allen

Blvd. (471-5585).

296-10 Avon Lake

Avon Lake, OH—Tues., 8 p.m., Avon
Lake Library, 32649 Electric Blvd. (934-
4608).

938-10 Saint Luke's Hospital
Cleveland, OH—Thurs., noon. Saint
Luke's Hospital, 11311 Shaker Blvd.
(368-8382).

5862-11 Plainfolks

Plainfield, IN—2nd & 4th Wed., 12:05
p.m.. Public Service Indiana, 1000 E.
Main St. (838-1457).

5842-13 Community Banking
Pittsburgh, PA—1st & 3rd Tues., 6 p.m.,
Mellon Bank, Area 4 Regional Office,
Rm. FP-130, 501 Holiday Dr. (922-1557).

5817-14 Speakeasy Northeast
Atlanta, GA—Thurs., noon. Burroughs
Corporation, 2888 Woodcock Blvd. (457-
9500, X 396).

5849-14 Main Post Office

Atlanta, GA—Wed., 5 p.m.. Main Post
Office, 3900 Crown Rd., Rm. D-218
(765-7493 or 761-7191).

5852-14 South Georgia
Valdosta, GA—Mon., 6:30 p.m.. Golden
Corral Steak House, 2801 N. Ashley St.
(242-4792).

5863-17 High Noon
Butte, MT—Wed., 11:30 a.m., MSE,
Inc., Butte Industrial Park (723-8634).

5822-18 Fantastics

Fort Meade, MD—Thurs.,

of Defense (647-3543).
11 a.m.. Dept.

5845-19 Easy Speakers
Moline, IL—1st & 3rd Wed., 6:30 p.m.,

Denny's Restaurant, 5304 23rd Ave.,
(764-9774).

5866-19 Cedar Tower

Cedar Rapids, lA—Thurs., noon. Cedar
River Towers, 100 First Ave., N.E., 6th
Floor (366-1251).

5816-20 Lighthouse
Moorhead, MN—Thurs., 4 p.m., Com-
stock Memorial Union, Moorhead State
University (236-7478).

5830-25 Plaza

Dallas, TX—Thurs., 7 a.m., Texas
Commerce Bank, Plaza of the Americas,
3rd Fl. (969-5333).

5829-28 Voice of Sterling
Sterling Heights, MI—Wed., noon. Gen
eral Dynamics Corporation, 6000 E. 17
Mile Rd.

5835-28 NCA Voices of Excellence

Detroit, MI—Wed., noon, 18th Floor,
Kales Building, 76 W. Adams (963-2987).

5856-31 Atex Word Rappers
Bedford, MA—2nd & 4th Thurs., noon,
Atex, Inc., 32 Wiggins Ave., (276-7329).

4177-33 Talents Unlimited

Lancaster, CA—Mon., 7:15 p.m., A.V.
Church of Religious Science, 1030 West
Avenue L-B (947-8966).

5827-33 Gas House Gang
Las Vegas, NV—1st & 3rd Tues., noon.
Southwest Gas Corporation, 5241 Spring
Mountain Rd. (876-7132).

5857-35 Ayres
Eau Claire, WI—1st, 2nd & 3rd Tues., 7
a.m.. Holiday Inn, 1202 W. Clairemont
Ave. (834-3161).

5828-36 First Wave

Arlington, VA—Tues., 5:05 p.m.. Bell
Atlantic Management Services, Inc., 1310
North Court House Rd. (974-3697).

5865-36 Glenechoes

Bethesda, MD—1st & 3rd Wed., noon.
Logistics Management Institute, 6400
Goldsboro Rd., 4th Floor Conference
Rm. (320-2000).

5819-38 Bell of Pennsylvania-Commer
cial Gem District

Bala Cynwyd, PA—2nd & 4th Fri.,
AAMCO Building (Bell of Pennsylvania),
#1 Presidential Blvd., 2nd Fl. (578-5100).

5840-38 Bell of Pennsylvania Business
Marketing
Bala Cynwyd, PA—Fri., noon. Bell of
Pennsylvania, #1 Presidential Blvd., 2nd
Fl. AAMCO Bldg. (578-5075).

30 THE TOASTMASTER / JULY 1985



5853-40 Ohio State Life

Columbus, OH—1st & 3rd Wed., 11:30
a.m., Ohio State Life Insurance Co.,
2500 Farmers Dr. (764-4027).

5820-42 Engineers
Saskatoon, Sask., Can—Mon, 6:15 p.m.,
Parktown Motor Hotel, 924 Spadina
Crescent, East (933-0005).

5824-42 Advanced Speakers
Calgary, Alta., Can—Sat., 10 a.m.,
Down Town Business Association, 2nd
Fl., 808 — 1st St., S.W. (288-0444).

5826-42 Toastbusters

Edmonton, Alta., Can—Mon., noon,
Scotia Place, P.O. Box 2356 (434-1864).

5847-42 Word Runners

Edmonton, Alta., Can—Mon., 7:30

p.m., Sandman Inn, 17635 Stony Plain
Rd. (487-7058).

5813-46 Bayway
Linden, NJ—2nd & 4th Tues., 12:30
p.m., Bayway Office Building, 1400 Park
Ave. (474-7831).

5848-46 Bellcore

Livingston, NJ—Wed., noon, Bell Com
munications Research (740-4536).

5855-46 Chicopee Research
Milltown, NJ—Mon., Bi-Weekly, noon,
Chicopee Research, Two Ford Ave.,
Box 8.

5867-46 Queens
Woodhaven, NY—2nd & 4th Mon.,
Emanuel United Church of Christ, 91
Ave. & Woodhaven Blvd. (441-1681).

5851-47 Family Health Center
Miami, FL—1st & 3rd Mon., 4 p.m..
Family Health Center, 5361 N.W. 22nd
Ave., 2nd Floor (635-7701, x 260).

5854-47 Leesburg
Leesburg, FL—Wed., 7:30 p.m.. Senior
Citizens Center, Penn St. (787-4916).

5809-56 Sohio Petroleum

Houston, TX—Thurs., noon, Sohio
Petroleum Co., 5151 San Felipe (552-8679).

5811-56 Brown & Root Concourse

Houston, TX—Thurs., 11:30 a.m.. Brown
& Root USA, Inc., 10200 Bellaire Blvd.
(679-2547).

5831-56 Singly Speaking
Houston, TX—Tues., 7 p.m.. Wok's
Cafe, FM 1960 (443-6225).

5841-56 Get Up And Go II
Austin, TX—Tues., 6:45 a.m.. Thread-

gill's, 6416 N. Lamar (331-6796).

5833-61 Pembroke & Area

Pembroke, Ont., Can—Tues., 7 p.m.,
Algonquin College, 315 Pembroke St.,
West (735-0400).

5832-62 Mt. Pleasant

Mt. Pleasant, MI—Wed., bi-weekly, 6
p.m., Cascarelli's West, 1700 W. High
St. (773-6418).

5836-69 Redlands

Redlandshire, Qld., Aust—2nd & 4th
Mon., 7:30 p.m., CWA Hall (286-3146).

5843-69 Pioneer

Mackay, Qld., Aust—Mon., 7:30 p.m.,
Mackay State High School, Milton Street
(543164).

5812-71 Kilkenny
Kilkenny, Ireland—2nd & 4th Tues., 8:15
p.m.. Club House Hotel, John Street
(052-41232).

5807-72 Marton

Marton, New Zealand—Wed., 7:30 p.m..
Rotary Lounge, Broadway (6061 or 8832).

5806-U Wordmeister

Wiesbaden, West Germany—2nd & 4th
Tues., 5:30 p.m., American Arms, Frank
furter Street (49 6121 7635772).

5808-U Prestige
Taipei, Taiwan—Mon., 6:30 p.m., Amer
ican Club In China, No. 47, Pei An
Road (5112025).

5814-U Tsukuba

Tsukuba, Ibaraki, Japan—1st & 3rd Sat.,
2:30 p.m., Electrotechnical Laboratory
Building, Industrial Science & Technology
Agency (54-5271).

5821-U Community
Bad Kreuznach, Germany—1st & 3rd
Tues., 7:30 p.m., NAHE Club, HQ
53rd ASG, Attn: Nahe Club (49-671-
609-7170).

5837-U Communicacion Y Participa-
cion, A.C.
Monterrey, Nuevo Leon, Mexico—Thurs.,
8:30 p.m.. Casino de Monterrey, S.C.,
Zuazua Y Abasolo (51-39-95).

5844-U China

Taipei, Taiwan, R.O.C.—1st & 3rd Tues.,
6:30 p.m.. National Taiwan University
Alumni, 2-1 Chi-Nan Road, Sec. 1
(7136965).

Anniversaries

40 Years

Augusta 326-14, Augusta, GA

35 Years

Temple City 554-F, Temple City, CA
Orange Belt 828-33, Porterville, CA
Tuscaloosa 858-48, Tuscaloosa, AL
Pearl Harbor 123-49, Honolulu, HI
Greater Stamford Chapter 865-53, Stam
ford, CT
Harlingen 860-56, Harlingen, TX

30 Years

Lancaster 1723-38, Lancaster, PA
Auburn Sundowners 712-39, Auburn, CA

25 Years

Hi-Noon 1165-11, Ft. Wayne, IN
Westinghouse Gaveliers 3160-18, Baltimore,
MD

Hi-Noon 2217-43, Little Rock, AR

Pop-Up 3165-44, Midland, TX
Cronulla 3034-70, Cronulla, N.S.W., Aust

20 Years

Westinghouse Friendship 1054-18, Balti
more, MD

Scottish Rite 1817-19, Des Moines, lA
Delavan 3925-35, Delavan, WI
Art-O-Rhec 2604-43, Memphis, TN
Greater Houston 2386-56, Houston, TX
Devonport 3913-73, Devonport, TAs.
Bridgetown 2660-U, Bridgetown, BDOS

15 Years

Bechtel 3589-F, Norwalk, CA
The Governors 3031-16, Oklahoma City,
OK

Truckee Meadows 178-39, Reno, NV
Preston Hill 1361-53, Middlebury, CT
Landmark 3291-66, Norfolk, VA

10 Years

In Earnest 387-3, Phoenix, AZ
Apple Valley 50-9, Union Gap, WA
Voice Squad 728-29, Pensacola, FL
Bryant Park 2895-46, New York City, NY
Glendale Civic Center 1256-52, Glendale,
CA

Dandenong 1269-73, Dandenong, Vic.,
Aust

Vereeniging 1834-74, Vereeniging, RSA
Protea 2132-74, Port Elizabeth, RSA
Grand 1447-U, Taipei, Taiwan

1985 INTERNATIONAL CONVENTION

HYAH REGENCY-OHIO CENTER

AUG. 20-24

Columbus, Ohio

1986 INTERNATIONAL CONVENTION
MGM GRAND HOTEL

AUG. 26-30

Reno, Nevada

THE TOASTMASTER/JULY 1985 31



I

0S53I

With Fast Forward Tapes
From Nightingale-Conant Corporation
Cassettes are last becoming a necessity for busy people on the way up.
There's not always time to read the information you need to stay on

top of things. But there § time to listen. Think of all the time you spend
in your cac Time that could be well spent with top consultants in busi
ness and personal development. Fast Forward Tapes won't get you to
work any faster, but you 'II go a lot hither once you get there.

Name

Compa

Choose Any Six'Cassette
Program hr Your Tree Trial
Send no money now!
If, after auditioning your selection hr 30 days, you haven't profited many times
over your specialprice of$40, plus $3 shipping and handling, return the program
and owe nothing.
# 1 Possibility Thinking by Dt Robert H. SchuIIer
"People who win big in liki' says Tk SchuFer; "set big goals. Any goal of yours
that is noble, admirable, or beautiful can be achieved'.' Listen as Tk SchuIIer telh
you how to think like a winner

#2 Focus by Mike McCaffrey
How to use the power of selfimage psychology. Exert a more ehective, positive

influence on others. Redirea tension and stress. Learn to visualize and contrd

your future—and more.

#3 The Psychology of Achievement by Brian Tracy
The same seminar that IBM and other leading companies pay $10,000 hr live,
now yours on cassettes. Learn to buFd a positive selfconcept and eliminate
doubt. This powerhl program will help you take charge of your life.

#4 Mind Over Illness by Norman Cousins
The author of the best selling. Anatomy ofan Ulness, ofkrs evidence of the
powerhl healing influence of positive thou^ts and emotions. Integrate your
mind and body to more My develop both mental and physical potentials.

#5 'Yocab by Bergen Evans
Inhse more than 2,000 wonk into your vocabulary and speak with newfound
confidence. Build your vocabulary and build your career

#6 Love byleoBc^aglia .j ,. , ,, Any Other Time CaS 1-800-6215199
rrom his wnangs, and his appearances on worldwide I V and m crowded lecture residents call 1 •SOO'972'5855)
hallSf Leo Busc^ba provic^ an upliiting and inspiring luess^e. Learn how to ^ oniy-<MJtsid€ US add cen dollars to price-iijll in US currency
build more rewarding reladonships, Prodt more from yair potential. ddday money back guarantee.

m

#2

cx^IljlSess

#4
#3

t

t

Mail the attached card on

For Faster Service; Durit^ Chicago Office Hours Call:

Drive Yourselfto Excellence with a 30 Day Free trial
YES! Rush the cassette program I've checked below hr my JO day Fee trial. If, alter JO days I have not profted many times over my spedal price of $40, plus $J shippa^ and

handling, I'll ignore your invoice, renim the program and owe nothing.
O Possibility Thinking EJ fvcus EJ The Psychology ofAchievement
EJ Mind Over Illness D Vocab O Love

Name

Street Address

Mail to: Nightin^e-Conant Corporatbn, 7300 North Lehigb Avenue, Chicago, Illinois 60648

Phtme

Sate "75"

TMSE


