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"I'M ALREADY SOLD"
"You don't have to sell me on Toastmasters, I'm already sold." This could be

a statement made by almost anyone who has come into contact with Toastmasters.
However, the remark was made to me by the Chief Executive Officer (CEO) of a

major corporation in Dallas, Texas, during
my visit to District 25.

This highly successful corporation realized
that its most valuable resource was its

employees. The company understood that
people who erijoy what they are doing, have
a sense of accomplishment and sire proper
ly rewarded, are more dedicated, produc
tive and valuable.

With this philosophy cleariy in mind, the
company developed a strong personnel
development program which encouraged
employees to pursue personal growth op
portunities and at the same time develop
skills and qualities that would directly con
tribute to the goals of the corporation. The
program consisted of various in-house
workshops as well as opportunities for
employees to attend seminars outside the
company.

It paid off. However, the cost of travel, registration and time away from work totalled
$500 to $2500 for each participant. Consequently, these activities became the first to
be cut during the recent hard economic times. Still realizing the importance of employee
training and development, the CEO went in search of a more cost-effective program
and soon discovered Toastmasters.

The cost efiectiveness of the Toastmasters program quickly became obvious. First,
the company could underwrite the entire cost of Toastmasters for 25 to 30 members
for considerably less than the company had been paying to send only one or two
employees to a semintir or a workshop. Second, it was learned that the Toastmasters
program is self-sustaining; that it requires little or no effort on the part of the com
pany management, other than a clear signal that the company appreciates and is sup
portive of the self-improvement efforts of those involved. Third, because the program
allowed employees to develop and practice communication and leadership skills on
a continuing basis (as opposed to short-term seminars or workshops), the benefits of
the program were found to be longer-lasting.
The CEO mentioned that an unexpeaed benefit of Toastmasters was that it helped

the company overcome one of the greatest challenges that faces almost all companies—
the development of cooperation and teamwork among departments and individuals.
He went on to explain that the camaraderie and friendships that are develojted

through club meetings carry over into the work environment. He noticed employees
leave the club meetings not just as accountants, engineers or secretaries, but as members
of a team with a common purpose—helping each other achieve personal growth.

In the process, they develop skills and attitudes which are not only beneficial to
themselves but are also beneficial to the company. What is interesting, he emphasiz
ed, is that once the members get to know each other ftersonally, they begin to call
upon each other more readily for input on vaiious company projects. This leads to
a more cooperative and effective working environment.
As 1 was about to leave he called in two of his vice presidents. 1 noticed both were

wearing Toastmasters pins. The CEO just grinned and said to me, "As 1 told you
earlier, you don't have to sell me on Toastmasters. I'm already sdd."
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Art Linkletter is famous for prompt
ing kids to say the 'darnedest
things' on national televisbn during
the 1960s. But his life has tieen fill
ed with many other things, not the
least of whi^ is a 55-year public
speaking career. To Linkletter,
"speaking is the easiest form of
breathing," and in this month's
cover article author Marty Johnson
McGinn conveys Linkletter's en
chantment as she shares a recent
discussion she had with him.
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The small town of Sidney, Mon
tana, has earned a place in Toastmas-
ters International's history with the
charter of Toastmasters' 5000th club.

Members of Sidney Club 5386-17 are
excited about being part of a milestone
club.

"They think it's great," says Club
President Don Anderson. "Members

feel that what they are doing is impor
tant." All members except two are
first-time Toastmasters. Currently the
group is composed of 10 men and
eight women ranging in age from 23
to 55. Their occupations range from
self-employed business persons to city
government employees, a loan officer,
truck driver, farmer and stockbroker.
Club charter ceremonies were held

recently, with Area Five Governor Joe
Kurkowski presiding during installa
tion of officers. District 17 Governor

Duane Ferdinand presented the club
charter and some weeks later Interna-

tionsd President Eddie Dunn recogniz
ed their 5000th club status with a pla
que. The ceremonies received press
coverage with photos in both of the
area's local newspapers.
A Community Club

Sidney, population less than 8000, is
surrounded by farming and oil in
dustry. The town had a Toastmasters
club in the 1960s that thrived until

1975, when it disbanded. George
Swenson, an active member of the
previous club, saw a need last year for
young leaders in the People's Con
gregational Church to gain public
speaking experience. He and church
officials contacted Toastmasters and

formed a club, which blossomed into
the non-church-related community club
it is today. Members meet twice mon
thly at the town's Lalonde Hotel.

Since President Don Anderson and

founder George Swenson are the club's
only veteran Toastmasters, "this year
it is most important to educate mem
bers, since they are all so new to
Toastmasters," says Anderson. "We
also want to solidify a strong member
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Landmark Club—District 17 Governor Duane Ferdinand (left) presents 5000th
Club plaque to Sidney Club 5386-17 President Don Anderson.

core, then work on membership build
ing." Anderson's personal goal is to
have 40 members by next year and he
thinks it's very possible, based on in
terest being shown and logistics. The
closest neighboring club is 57 miles
away in North Dakota.
"The club's first year, member

recruitment will be mainly through
personal contact, which should be very
effective in a small community like
Sidney," says Anderson. "Plus mem
bers work in diverse areas of industry
and will be spreading word in each of
their fields." The press helps too, for
meetings are announced in both local
papers. "As a businessman," says
Anderson, "I know it's important to
keep our name in front of the public,
so we'll continue to submit articles on

our Toastmasters club."

Members' needs this year dictate
that the club's major focus will be
parliamentary procedure. To nurture
members' interest, the club will utilize
the Club Management Plan and the
Orientation Program, which Anderson
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found to be very effective in his
previous Toastmasters experience.
Biggest Challenge
What was the biggest challenge to

forming a club? "Getting everyone
working together," says Anderson.
"Since no one had experience with
Toastmasters and George (Swenson)
and 1 were rusty, it took five or six
meetings before things started smooth
ing out. The worst part was that when
things weren't running smoothly the
meetings were not as interesting and it
was more difficult to retain and recruit

members.

"That's been the only problem,
really," Anderson says. "To overcome
this we gave constant, instant feedback
to members while they were conduct
ing meetings—we Just let them plunge
in with both feet and tutored them.

They are coming along rapidly. They
are quick learners and are doing very
well."

Congratulations, Sidney Club mem
bers, for doing so well and for being
Toastmasters' 5000th club!



by

Marty Johnson McGinn

The scene was Orlando, Florida.
The American Congress on Real
Estate was staging a three-day

seminar for creative real estate in

vestors at the Sheraton Twin Tower
Convention Center, near Disney
World. Master of Ceremonies, Ty
Boyd, had just introduced the keynote
speaker of the evening to a packed
house of nearly 1000. And then the
speaker entered, mounting the plat
form amid thunderous applause.

Linkletter says

THAT EOR HIM

SPEAKING IS THE

"EASIEST EORM

OF BREATHING."



He thanked the audience and began
to speak. His speech? It was entitled,
"Yes, You Can." Its purjxDse?
Motivation. And, motivate them he
did. The audience loved him. Not only
did he motivate them; he was tilso in
formative, persuasive and very enter
taining. . .all in his off-the-cuff style.
And who was he? None other than a

TV and radio persontdity who's wean
ed a generation of kids 'table topics'
style, by letting them say the 'darned
est things' on national television. . .
while parents looked on chuckling,
sometimes cringing, at their offsprings'
candor. If there's anyone who can cap
ture an audience with a twinkling eye,
three-quarter stance, head turned,
hand-on-hip, and tongue-in-cheek
(literally), it's the man who's freed
millions of youngsters to speak their
minds from an early age. . .Art
Linkletter.

A 55-year veteran of public speak
ing, Linkletter says that for him,
speaking is the 'easiest form of
breathing,' though he admits that for
most people, it's not that easy. So he's
written a book Public Speaking for
Private People, in which he seeks not
billy to alleviate the number one fear
of most Americans, but to guide them
as well toward competency at any
speaking task. An excellent book for
beginners, it's also a good reference
for anyone interested in honing his or
her speaking skills.
The Novice Speaker
During a recent interview, Linkletter

shared some of his 'secrets' for suc

cessful speaking. He expressed a
special sensitivity toward the novice
speaker, and began with that in mind.
The apprehension which often accom
panies public speaking isn't necessary,
he says, "not if you really think you
have something to say that will add to
other people's enjoyment or informa
tion. Then you feel that you are shar
ing something."
He says your attitude should be that

"my point of view and my experience
or knowledge or whatever I'm going to
talk about is something that I believe
in and feel good about. Once you
think of giving and sharing," he ex
plains, "instead of being on test or on
trial, then it's altogether different."
He advises the speaker to turn his or

her attention inward first, to ask,
'What am I going to say when I get
up and why am I up here?' "And if
it's something you know, and you're
full of and you've experienced, then
you turn outward and say, 'I want to
give this to somebody.' "
Positive Expectations

Linkletter stresses the importance of
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I BELIEVE
TOASTMASTERS

IS THE IDEAL

PLACE TO GO

(FOR SPEECH
PRACTICE)."

having a positive mental attitude about
the audience and their conception of
you. "You have to have in your mind
a picture before you get up, a positive
picture, that they are going to like you
and that they are your friends and
they're not there to judge you. You
are not competing with Ronald
Reagan for Speaker of the
Year. . .they're not giving you points.
"In other words," he says, you

have to consider that "there's going to
be a non-super-critical reception. As I
said in my book, if you feel the au
dience is just an extension of your
family and friends, you have a good
feeling about it."

Starting Off Right
Getting started on the 'right foot' is

very important when spetiking. Link-
H E TOASTMASTER / JUNE 19.

letter stresses the importance of having
a well-prepared introduction and con
clusion, even if you have to let the
middle of the speech 'take care of it
self.' He warns against several risky
ways to begin a speech, especially if
you're still relatively new at it.
"A joke is the most dangerous way

to start a talk because most people
can't tell a joke," he says. "Most peo
ple don't even know how to pick a
joke, and after they've overcome those
two problems, they don't know how to
connect the joke with what they're go
ing to say next so that it doesn't stand
out like a lighthouse without any
water.''

And how about the dramatic begin
ning? In his book, he mentions a fel
low who used a gun, and fired it into
the air. "That's a risky thing, like the
joke," he warns. "But I think it's a
good thing. It's more important to
have a dramatic beginning if you have
an audience that is eating and drinking
and you're introduced right after that
and everybody isn't through.
"Most beginning speakers make the

mistake, in a situation where there is
some noise and confusion, of starting
their talk over all that confusion. . .

and trying to get the audience's atten
tion. I would never do that," he vows.
"I would either stand there quietly
and just look around until there is
silence, or I would do something that
would be dramatic."

Then how can speakers begin on
relatively safe ground? "They should
start with something interesting, that's
personal and relates to their talk," he
suggests, "whether it's how they hap
pened to be picked or why this topic
fell into their personal horizon or
whatever."

Holding Their Attention
Linkletter is extremely 'well-heeled'

in methods to get and keep the au
dience's attention. First, he makes a
habit of letting nothing come between
him and his audience. He gets out in
front of the lectern, where he's free to
move.

"I want to demonstrate without say
ing in so many words, that I'm not u-
sing notes, that I'm not hiding behind
anything," he explains. "A lectern is
something you hide behind. There are
times you can't help it, because it's
built into the physical presentation—
like a lectern on a dinner table where

you're in the middle and you can't go
out in front of it, or to either side. . .
so you have to stand behind the
lectern. But if there's a choice, I move
out in front and I insist uf)on having a
light on my face. That's very, very
important. And most small dinners at



most hotels unfortunately don't even
have any spotlights."
Do spotlights ever present a problem

with being able to see the audience?
"There are plenty of times when you
can't see because the spotlight is so
strong," he says, "and that's where I
couldn't see three feet, the lights were
so bright. It was just solid black. But I
know the audience is there. And I
know what they look like, and they
can see me and that's more

important."
Giving It a Personal Touch

Linkletter believes in quickly letting
the audience know what kind of
speaker you're going to be. "When I
get up, you see, I have to do two
things. First, I have to relax everybody
and reassure them that this is not go
ing to be a formal, hard-hitting talk.
"I'm a conversational, story-telling

personality. I want everyone sitting
there to have the feeling that I'm talk
ing to him personally. I'm not talking
at the audience," he says, "I'm talk
ing to people. I'm looking around.
That's why eye-to-eye contact with
plenty of lighting is very important."

Linkletter firmly believes in the
value of personal stories. "I believe,
like the Bible, that the greatest way to
preach or to teach is by parable, by
stories. If you just give somebody a set
of rules by which he can become bet
ter, that's not usually absorbable. But
if you illustrate each of the points with
a person or an event in your own life
or with a story, then the point be
comes illustrated.

"An illustration is what everybody
wants," he affirms. "It's a direct com
munication that causes your listener to
have mental pictures. If the person is
with you, he is visualizing what you're
saying. Once he's doing that he's par
ticipating. He's part of the act. In his
mind he has all these things that
you're conjuring up, and he is pro
viding the details while you're making
the broad brush strokes."

Bring the Audience In
Though Linkletter claims his spee

ches are purely spontaneous, because
he has such a wealth of material and
speaking experience, he always
manages to bring the audience in. "I
envelope them," he says. "I just
automatically know what to do even
though I'm ad-libbing."
He cited a recent presentation. "I

explained to this audience what kind of
an audience they were, why they were
different from TV audiences and why
they were different from motion pic
ture audiences. It flattered them in
that it gave them a sense that they
were there for a purpose and were
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motivated, which makes them feel
good about themselves. But it also ex
plains why I am there and anxious to
please them and contribute
something."
Handling Special Situations

The Disarmament Plan. Naturally
there are going to be times when unex
pected problems arise—for example,
the hostile audience situation. Since
Linkletter speaks frequently on drug
abuse to student groups, he's familiar
with this possibility. "But they're not
hostile two minutes after I'm on
stage," he says. "I disarm them. I tell
them why they're hostile and why they
shouldn't be. I bring it right out in the
open. I say, 'You don't want to hear
this. You're here because a lot of you
don't believe me. You don't even
think that I should be here. I'm not
here to tell you not to use drugs. I'm
here to tell you about drugs, so you'll
have a better choice of whether you
should use them or not.' How can you
be mad at anybody who says that?" he
asks.

The Self-Chuckle. What about those
inevitable embarrassing things that can
and do happen? He says everything
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mentionable has happened to him at
some time or another. "People are go
ing to occasionally make slips. I make
slips like everybody else," he says.
"For example, if you thank the chair
man for his nice introduction, and you
mispronounce his name, which every
body does a time or two, and the au
dience laughs. . .and you realize
you've said his name wrong, you say
'Now he knows how I do it!' or, 'Now
he knows how I felt the first time
somebody came into the studio and
asked for Mr. Tinkletitter!'."
Remember the Mike

"Speaking has changed in the last
hundred years," Linkletter reminds
us, "because of very important
mechanical reasons. A hundred years
ago, there was no public address
system, no radio, no microphone. If
you had an audience of more than for
ty or fifty people you had to raise your
voice considerably, almost to a shout.
You also had to make broad gestures
because that went with a loud voice.
When you raised your voice, you
automatically moved more slowly and
more dramatically because you were
speaking more slowly."
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He likens it to speaking from the
back of a train or from a pulpit, and
deepens his voice, becoming dramatic
to illustrate his point. "Your voice gets
Victorian, and you speak like this," he
booms. "Well nobody speaks like this
when he's talking to a person like I'm
talking to you right now. . .conversa
tionally. So the whole conversational
way of public speaking never originat
ed until the invention of the micro
phone," he explains. He says some
speakers don't realize this and begin
an affected way of speaking the minute
they're confronted with a crowd of any
size. And basically that's all wrong.
But he does allow for speakers who are
just naturally dramatic.

Above all, you have to be yourself,
he concludes. "You should go with
what's inside you. Some people are ex
citable, some people are calm. Some
people are philosophical-sounding.
Others are sales-manager types. You
should be what you are, do what is
natural and say what you know."
The Final Key: Practice

How can one best improve his or
her speaking ability? In his book on
public speaking, Linkletter suggests
that beginners should practice their
speaking in the shower because as he
says, "People say things and sing in
the shower because it's the most
private of all places." He thinks a mo
ment. "Demosthenes (the legendary
Greek orator) suggested going out into
the wilderness. He would walk up and
down the beach and put pebbles in his
mouth and practice articulation."

Well how about going to Toastmas-
ters meetings? "Great," he says. "I
said that in my book and I believe it. I
believe Toastmasters is the idetil place
to go. . .it's a friendly yet critical
place. They're criticizing in a construc
tive way."

If he offered one key piece of ad
vice, what would it be? "The key
secret," he reveals "to being a speaker
is to SPEAK. . .under every possible
condition, everywhere you can edge
your way in front of audiences.
There's no way to teach public speak
ing that is not dependent upon practice
and experience. Get out there and do
it as often as possible. That's the key.
Do it." f

Marty Johnson
McGinn is a
writer, columnist and
ad agency director.
She is a member of
Salisbury Toastmas
ters Club 2380-37
in Salisbury, N.C.
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Register now for the
53rd Annual Interna
tional Convention. . .
Tickets are going
fast!

1

Wf*3\

August 21-25, 1984

The luxurious Sheraton Twin Towers
Hotel features a swimming pool and
video arcade for the kids, free park
ing and free airport transportation.
The hotel also provides a fleet of
modern buses to take guests to Walt
Disney World, EPCOT Center, Sea
World of Florida, Circus World and
other Orlando attractions at no extra
charge. Make your hotel reservations
now! Deadline is July 13—see regis
tration form.

Contact United Airlines or Delta Air
lines for special air fares offered
only in conjunction with this
convention.

United 800-521-0810 (Continental U.S.)
800-482-0243 (Michigan)

Delta 800-241-6760 (Continental U.S.)
800-282-8536 (Georgia)

• Dr. Charles Jarvis

• Mike Aun

• Bill Gove

• Jeannie Robinson

• Bob Leiman

• Len Baker

• Chuck Allen

• Dr. John Lee

• Elaine Phillips

• Dick Schneider

• Proxy Prowl
• Opening Ceremonies
• Golden Gavel Luncheon

• Annual Business Meeting
• Spouses and Guests Luncheon
• DIM Luncheon

• Kennedy Space Center Tour
• Fun Night at Circus World

(Reduced-price tickets for
children available—see
registration form)

• President's Dinner Dance

• International Speech Contest -
"The World Championship of
Public Speaking"
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TOASTMASTERS'
53rd ANNUAL CONVENTION
August 21-25, 1984
Sheraton Twin Towers Hotel
Orlando, Florida

Mail to: Toastmasters Intornatlonal, 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 1984-85.)
A registration badge will be required to attend general sessions on Wednesday, Thursday and Friday Pre-register and order
meal-event tickets nowl ATTENDANCE AT ALL MEAL EVENTS WILL BE BYTICKETONLY. Advance registrants will receives receipt
for a packet of tickets and materials, which can be claimed at the registration desk, Tuesday, August 21.
All advance registrations must reach World Headquarters by July 13,

Member Registrations @ $25.00 g
Joint Registration: Husband/Wife (both Toastmasters) @ $35.00 a
Spouse/Guest Registrations @ $10.00 $
Tickets: Golden Gavel Luncheon (Wednesday, August 22) @ $14.00 $ ~
Tickets: "Spouses & Guests Luncheon" (Thurs., August 23) @ $10.50 $
Tickets: DTM Luncheon (Thurs., August 23) @ $10.50 (Note DTM# ) $
Tickets: "Circus World Party" (Thurs., Aug. 23, Dinner, Shows) @ $25.00 $

• Children aged 3-11 @ $15.00 (under 3 yrs. free) S
• Youth aged 12-17 @$20.00 S
(Ticket price includes bus transportation to Circus World and return.) ~

Tickets: President's Dinner Dance (Friday, Aug. 24, Dinner, Dancing & Program) @ $27.00 $
Tickets: International Speech Contest Breakfast (Sat., Aug. 25) @ $10.50 $

TOTAL $
Check enclosed for $ (U.S.) payable to Toastmasters International. Cancellation reimbursement requests not
accepted after July 31. Cancellations not accepted on site
(PLEASE PRINT) Club No District
NAME
SPOUSE/GUEST NAME
ADDRESS
CITY STATE/PROVINCE
COUNTRY 2IP CODE
NO. CHILDREN ATTENDING AGES
If you are an incoming officer (other than district governor), please indicate office:

Mail to: Sheraton Twin Towers Hotel, 5780 Major Blvd., Orlando, PL 32805; (305) 351-1000
Circle room desired. State/local tax will be added to all rates. All rates European Plan (no meals included). Deposit of first night's room
charge or American Express Card guarantee required.

Reserve before July 13, 1984, at the following rates:

Single $53/night Double $63/night Triple $68/night Quad $73/night Parlor Suite $140/night
NAME

ADDRESS

CITY STATE/PROVINCE
COUNTRY 2IP CODE-
Cut-off date for all reservations is July 13, 1984. Consult hotel for prices and availability of larger suites.
• Roliaway $10.00 per day. Cribs free. Children under 18 free when sharing room with parents.
• If room requested is not available, reservation will be made at nearest available rate.
• FREE Airport Shuttle Buses
• FREE Scheduled Buses to most Attractions
• The above rates will be honored two days prior and two days after your meeting by special request —subject to availability.
I will arrive approximately a.m p.m. on August , 1984. Check in time 3pm
□ Check enclosed covers first night. □ Guarantee by Amer. Express Card # Exp. Date
I will depart on August , 1984. Check out time noon.
I am sharing room with
TOASTMASTERS INTERNATIONAL CONVENTION, August 21-25, 1984
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THE GREATEST CHALLENGE TO COMMUNICATION IS
OFTEN POSED BY PEOPLE YOU CARE ABOUT MOST.

INTIMATE COMMUNICATION:

Creating Closeness with People

This article is excerpted from Chapter Nine
of Paul Swets' book, The Art of Talking
so that People Will Listen, © 1983,
published by Prentice-Hall, Inc., Englewood
Cliffs, N.J. 07632.

"We glide past each other. . .because
we never dare to give ourselves."
DAG HAMMARSKJOLD

In the hospital corridor a young
man cried softly. Not until his
father died did he learn from his

mother how much his father had loved

him. Of course, the young man was
expected to have known, somehow.
But the real hurt now was the reciliza-

tion that he knew his father better at

the moment of his death than he did
when he was alive. During his life the
barriers had been kept too high, the
distance too great.
Intimacy means "within." It refers

to a relationship that allows another
person to cross the normal boundaries
of defensiveness and enter into that

space where we are most truly our
selves. Although most of us desperately
want intimacy, at the same time we
fear it.

The risk in intimate communication

is that the other might not accept us
after we have shared our deepest feel
ings. But the alternative is alone-
ness—the failure to know another's
love or deep respect even when it does
exist.

Communication is the key to in
timacy, for it is only through the ex
change of meaning and the sharing of
feelings that deep understanding and
psychological closeness can be achiev
ed.

Intimacy is not necessarily sexual.
In fact, sexual relationships might not
be intimate at all except in a purely
physical sense. Intimacy is experienced
among friends, relatives, even business
partners. When intimacy develops we
experience a sense of relatedness,
belonging and acceptance that is ex
tremely satisfying.
Why Intimacy Is So Crucial Today

Parents, family, friends—what

by Paul W. Swets

would our relationships be without
them? How crucial is our support of
one another, how necessary to our

mutual happiness that we share the
pain and joys of life together, how
vital the smile, the phone call, the kiss
and those words without price, "I love
you!

Intimate relationships are our means
of transcending ourselves, of breaking
out of the loneliness and ugliness of
the egocentered prison. When we come
to a loved one's deathbed, then we
know intuitively that things do not
matter, people do. We know that
although ambition, success and the
pursuit of excellence are high values,
the greatest of all values is love. Love
builds up the other person as well as
ourselves. For these reasons, people
hunger for love.
Why Intimacy Is so Hard to Find

Listen to one married couple tell
their stories.

Mike: I'm intimidated by Susan.
She's beautiful and I'm so

lucky to have her. But I don't
know how to tsilk to her. I

love her and try to show it in
many ways. When I putter
around the garage or fix
things in the house, it's
because I love her. I built this

house for her because I love

her. I bought her an expen
sive coat and ring because I
love her. I will do anything to
make her proud of me. The
real questions are, "Does she
love me?", "WiU she try to
put our marriage back
together?"

Susan: We have not communicated

well for ten years. It's not just
one thing, but many things.
We have built a wall between

us, one brick at a time.
That's why I've been meeting
Roger. He knows what I feel.
I can tell him anything and
he understands. Mike never

had any sisters. He doesn't
know what women feel or

what they like. He doesn't
THE TOASTMASTER /JUNE 1

touch me affectionately or
seem interested in really
understanding me. He seems
to be married to his work.

Although he wants sex, our
sex life is not good. We don't
have a common outlook. We

don't feel a unity.

Susan mentioned that she and Mike

had built a wall between them one

brick at a time. If we are to experience
intimacy, we need to look at these
"bricks" that eventually create barriers.
The first brick is fear. Mike never

revealed who he really was to Susan
because he was afraid of her reaction.

He was afraid that his weaknesses and
faults would be discovered. That kind

of fear is a barrier to intimacy, an
enemy of love. Afraid to let our
defenses down, often we communicate
on the surface and with thousands of
devious disguises of our true feelings.
We isolate and insulate ourselves so as

not to become too vulnerable. In fact,

by these actions, we actually pursue
loneliness.

A second brick closely related to the
first is insecurity. Because Susan did
not sufficiently assure Mike that he
was loved, he began to doubt his own
lovableness. Insecure and defensive, he
developed self-protective games, or
what psychoanalyst Harry Stack
Sullivan called "security operations."
He became "married" to his work. His

will to relate and desire to love operat
ed under heavily guarded conditions.
The thought and energy expended to
protect his fragile ego prevented its
strengthening through genuine contact
and honest interaction.

A third brick that builds a wall be

tween a couple is focus on being loved.
Because Susan was so intent on being
loved her way, she missed the hundreds
of ways Mike tried to show his love.
She was not free to help him express
his love in mutually acceptable ways.
She became resentful that her needs
were not being met and bitter as she
counted jJl her grievances.
A fourth brick is game playing. In

interpersonal transactions, games are

9 8 4
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substitutes for intimacy. They include
ulterior motives and manipulation pat
terns. Susan's affair with Roger is an
example of the game "You Hurt Me,
So I'll Hurt You." Some games provide
mutually accepted patterns for dealing
with frustration, aggression and even
the desire for closeness. But deep down
each partner knows the games are not
the real thing. Manipulating, hiding
and emotional distance go together.
The games are maintained because of
the fear of rejil intimacy and mutual
transparency.

Repressed Emotions
A fifth brick is repressed emotions.

Repression is the process by which we
hide our emotions not only from
others, but ourselves as well. We re

press emotions because they tend to be
so powerful, so often misunderstood, so
elusive of the control of reason.

About nine-tenths of an iceberg re
mains submerged. A similar ratio has
been suggested in regard to emotions.
In one counseling session, Mike in
dicated that he was begirming to feel
emotion for the first time, but didn't
know how to express it because he had
repressed it for so long.
A sixth brick is fatigue. Mike never

showed Susan his best self. In the

morning he was in a rush to get to
work. In the evening, he worked at
odd jobs about the house. When he
finally went to bed, he was exhausted.
In Susan's words, Mike was a
"worktiholic."

When a person experiences fatigue,
his mind and body are intent on self-
preservation, on conserving what little
energy is left. He is not able to listen
well or share deeply.
A seventh brick is time pressure.

Often we hear someone say, "I don't
have time to talk about that now."

Pressured by a hundred and one things
we think we need to do, we cut out the
Joy of intimacy. We treat intimacy as a
luxury, a quality to cultivate when we
"have time." Of course, we will never
have time unless we make time to

develop the kind of relationships we
really want with each other.
Ten Commitments

Commitment is a personal matter.
Reading the following commitments
will not do a thing for you unless you
choose to make them your own. Fur
ther, intimacy, like all effective com
munication, is a two-way street. If the
other person does not care about you,
intimacy will not occur. But caring is
related to knowing, and knowing is
related to sharing and sharing yourself
well is something you can do.

1. I will be a friend. If you want to

have a friend, be one. Think about all
the qualities you want in a friend. List
them on paper. Ask yourself which of
those qucdities you need to work on.
Then commit yourself to improving
those qucdities.

2. I will make the satisfaction,

The risk in in
timate COM

MUNICATION IS

THAT THE OTHER

MIGHT NOT AC

CEPT US AFTER

WE HA VE SHARED

OUR DEEPEST

FEELINGS.

security and development of my
friend as significant to me as my
own. This is an adaptation of Harry
Stack Sullivan's classic definition of
how love acts. It has dynamite power
in destroying barriers and creative
power in building togetherness. It is
the best way to be a best friend.

3. 7 will make time for together
ness. One study shows that married
couples spend, on the average, only
27.5 minutes out of every 24 hours
talking to each other, but more than
six hours per day watching TV. Love
needs time to act. Friendship needs
time to develop. Emotions need time
to become clear and be expressed.
Thoughts need time to be collected,
sifted, organized and articulated. Time
is necessary to express thoughts and
feelings that are consistent with one's
real intentions.

4. I will celebrate the uniqueness
of my friend. A true friendship en
courages each one to be himself, to be
free, to be different. Resist the drive to

create a replica of yourself for the stike
of security or for any other reason. Be
patient regarding all that is unresolved
both in yourself and in the other.
View differences as a chtillenge to your
verbal skill at achieving cooperation.
Develop the attitude that differences in
those close to you are complements
that add to, rather than detract from,
your identity. Encourage differences in
others that represent worthy values
and you will at the same time be
drawing out the best in yourself.

5. I will avoid criticizing, condem
ning and judging the other person.
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This attitude is sensible and necessary
because none of us is perfect. The
"law of mutual exchange" is clear; If
you judge others, you too will be judg
ed. Keep clearly in mind the distinc
tion between a person and his action.
You can support the person even when
you cannot condone his actions. This

distinction will be conveyed in the tone
of your voice and your body signals.
An attitude of personal support also
provides the best climate for negative
behavior to be transformed. It mo

tivates positive change.
6. I will initiate compliments.

When two people have limited inner
resources of self-esteem to draw on in
a crisis, cycles of mutual retaliation

often develop and whirl on with in
creasing momentum. The "mutual ex
change principle" here proceeds like
this: "If you hurt my feelings I'll hurt
yours. If you say mean things to me,
I'll say them back to you." Practice
since childhood makes us experts in
using this principle. But the mutual
exchange principle can work just as ef
fectively in positive interaction as it
does in retaliation. Compliments are
strongly evident in healthy marriages
and friendship. Each is motivated by
the exchange principle to draw out the
best in the other.

Complimentary exchanges don't
continue effortlessly. Stress, frustra
tion, overwork, time pressure, fa
tigue—and perhaps a hundred other
daily pressures—do their work in
breaking the flow of positive state
ments. Someone must take the in

itiative, break the deadlock of silence
and squelch a cycle of retaliation.

Initiatives such as the following
often have simplicity that belies their
power to gradually narrow emotional
distance and produce an interlocking
of personalities. For example:
"I like the way you think."
"I like the way I feel when I'm with
you."
"You make my day."
"Your friendship is valuable to
me."

"You light up my life."
7. I will listen for and respond to

feelings as well as thoughts. Clinical
experience shows that when feelings
receive special attention without judg
ment, they are powerful motivating
factors for stimulating conversation. So
listen for feelings. . . feelings of hurt or
failure, but also feelings of optimism
and victory. When a husband relates
that he gave his best report ever to the
board, the wife could say, "Wow!
That must have felt really good!" in
stead of "Will they give you that raise
now?" Listen for feeling words. Un-
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tangling the logic, clarifying the facts,
moving on to discuss your thoughts—
all that can come later. If you do not
pick up on feelings when they come,
the rest of your conversation will be
next to meaningless. Feelings expressed
in close relationships are almost always
more important than the thoughts that
surround them. Zero in on the feel
ing . . . and your friend will know you
as a friend.

8. I will seek not so much to be
understood as to understand. To

understand means to stand on the

same "ground" where the other per
son is standing. It means to "walk in
the other person's shoes," to see reali
ty through his or her eyes. We can
never understand another perfectly
because reality is always perceived by
our own unique framework for making
sense of it. But we can come close. For

the moment we can disengage our
minds from our own interpretations
and try to see an issue from the
other's viewpoint.
Each moment of conversation re

quires new effort. Understanding in
past moments helps, but it does not
automatically extend into present.
Because thoughts and feelings change
constantly, a concentrated, determined
effort to listen actively is necessary in
each new conversation.

9. I will fight for intimacy. When
most fights occur, the pattern is too
familiar: Two different worlds of
thought and feeling colliding, then an
explosion of hostile words or actions,
followed by hurt feelings and psycho
logical distance. But there is a style of
fighting that results finally in intimacy
rather than distance, a fight that both
partners can win. For this kind of
fight, there are only three rules.

a. Yelling, insults, lies, deceit, name
calling and bringing up mistakes
are all "below-the-belt" and must

be avoided.

b.Each participant must verbally
reflect the other's feelings about a
point, to that person's satisfaction,
before arguing his own point. For
example, a husband might say:
"You feel embarrassed that I

made such a fool of myself at the
party last night." The wife then
accepts or corrects that interpreta
tion and the husband goes on to
make his point.

c. The goal of the fight is understood
to be intimacy, understanding and
closeness—not distance, competi
tion or winning at the expense of
the other.

What a difference following these
three simple rules could make in our
fighting! Of course, there might be

hurt feelings, defensiveness, insecurity,
anger, a need to change behavior. But
the really damaging punches would be
eliminated.

10. / will ask the greatest healing
question. There is one question that
when asked in all sincerity, produces

Although most
OF us DESPERATE

LY WANT INTIMA

CY, AT THE SAME
TIME WE FEAR IT.

miraculous healing in relationships.
Some people seem to have trouble ask
ing it because they grew up with the
idea that they always had to be right.
They believe, probably unconsciously,
that to be proven wrong on some point
of thought or behavior is an indict
ment against their very self—not just
an indictment against some perception
or action. They seem not to have built
up a generalized sense of worth.
But when one grows out of such

ridiculous notions, when one becomes
convinced that his personal value will
remain even if he admits a mistake,
then he can ask this healing question—
"Will you forgive me for what I've
done, for my contribution to our prob
lem?" Mountains of bitterness can
melt in a moment. A thousand-mile
gap of psychological distance can be
closed in a second. Skeptical? Check
with couples and families where the
question is asked. Analyze relation
ships where forgiveness is practiced.
You will find miraculous healing.
When I ask the question, I am not

assuming all blame. I am not deciding
who was "right" and who was
"wrong." Blame is never that one
sided. "It takes two to tangle." But
the question communicates: "I ac
knowledge my part in the problem. I
am asking you to take me back into
your love from which I feel separa
ted."

Exercises for Intimacy
The following questions get to the

heart of our thoughts and feelings.
They will encourage intimate conversa
tion if you ask them in love and listen
in love. Timing is important. Choose
an appropriate time with your spouse,
family members or friends. Don't
hurry through all these questions at
one time. Concentrate on the questions
that seem most intriguing, or make up
your own list of questions. Approach
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each conversation as an opportunity
for creating closeness.
• What makes you happy?
• What do you feel anxious about?
• When do you feel most secure?
• When do you feel most alone?
• What do you think is the most

critical problem in our
relationship?

• If you were sure you could not fail,
what would you attempt to do?

• If you could live your life over, how
would you choose to make it
different?

• What qualities do you look for in
a friend?

• If you had one month to live, how
would you choose to spend the time?

• What gives you a feeling of hope?
• What would have to happen for you

to feel really fulfilled?
• How can we reach our retJistic goals

together?
Action Steps: Winning Self-Direction

1. With your spouse or close friend,
share your thoughts about the seven
"bricks" discussed in the article that

create barriers between people. For ex
ample, which bricks are most trouble
some in your relationships? I^ow did
they get there? How can you eliminate
them?

2. Avoid speaking only about the
problems in your relationships. Also
share some of the vitality and the
reasons that you are attracted to each
other.

3. Tell your conversational partner
of your commitment to a positive,
mutually satisfying relationship. Use
the strengths in your relationships and
the "Ten Commitments for a Close
Friendship" to reach your relationship
goals. Keep choosing manageable-size
goals—steps you can take in the next
twenty-four hours to increase under
standing and create closeness.

4. From the section "Exercises for

Intimacy," select three or four ques
tions from the list of questions that
you and your partner want to focus on
and write your answer on a piece of
paper. Thousands of couples in mar
riage encounter seminars have found
exchanging written answers adds a sur
prisingly helpful dimension to their
communication. You will, too. ^

Paul W. Swets is

a Toastmaster, and
Pastor of Christ
Community Church
in Palm Springs,
Florida. He conducts

communication

seminars and has

taught college communication and American
literature classes.
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For people at the top...
and those who plan to tw there.

HOW TO THINK ANO MAKE SENSE
Dr. Keith Spicer's

WINGING IT
Logic System
A PROVEN TOOL FOR SUCCESS
ON A NO-RISK, MONEY-BACK
GUARANTEE:

Acclaimed by bank presidents, airline executives, CEOs
and professionals in many fields, this fully integrated Teach-
Yourseif Kit drills you In structured thinking for business
communication — the key factor In corporate success cited
by the International Association of Business Communicators
and leading business schools.

Contains all the essentials of the $495 live seminar In
quick anaiysis and coherent communication taken by
hundreds of top executives. Based on the book WINGING IT
praised by Dr. Laurence J. Peter (The Peter Principle), Lester
Thurow (Newsweek columnist), and several other
international authorities on communication.

HOW IT SAVES TIME
WHILE EXPANDING YOUR TALENT TO:

Think:
— quickly analyze new problems
— organize your ideas
— clarify and focus your arguments

Write:
— more crisply and convincingly
— elicit prompt action on your goals
— project credibility and leadership

Speak:
— improvise without notes
— tum shyness into creativity
— convince and motivate listeners. DR. KEITH SPICER

WHAT SOME PARTICIPANTS SAY:
"... outstanding in every respect... and there was a

bonus — it was fun. Many thanks."— President, major
intemational bank.

"I'm quite impressed... an excellent crash course."
— Regional manager, another major intemational bank.
"Your system is practical, time-saving and effective."

— CEO, multinational forestry firm.
"... extremely useful in helping me to express myself

logically and persuasively."— VP, Passenger Sales, leading
international airline.

"Techniques are just plain excellent... takes a dry
subject and makes It appealing. Easy to use... "
— University Executive Program participant.

A MIND-STRETCHING PACKAGE:
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Book free with seminar kit; book alone: $15.95 postpaid.

Six hours of stimulating, often humorous, drills focusing
on business, professions and government. Course includes
Dr. Splcer's 244-page Doubleday book, four 90-minute
cassettes recorded to broadcast standard, 78 pages of
workshop and drill notes — all in a strong, elegant binder.
A "live" seminar you can take as often as you want at a

fraction of the cost of a public seminar.

CALL TOLL-FREE TODAY
FOR NO-RISK 1SDAY TRIAL:
For faster delivery, charge-card users may cali:
USA: 1 •800438-1242 Canada: Call collect (604) 879-761a
OR MAIL COUPON WITH PAYMENT
OR PURCHASE ORDER

MAIL TO:

USA: ESI, Inc.,
Suite 81, Box C34069, Seattle WA 98124-1069

Please ship. copy(les) of complete WINGIN

Canada: ESI, Inc.,
(Can. funds) Box 34007, Station D, Vancouver, B.C. V6J 4M1

Keith Splcer's book WINGING IT at $15.95 each
G IT Logic System Teach-Yourself Kit at $98.00 each-

. copy(ies) of

If for any reason I am not satisfied with this system's value to me, I may return my purchase within 15 days for a prompt refund.

Please print
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I enclose $^
by check or money order □; Visa □,
MasterCard □; American Express □
company purchase order □.

as full payment
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CREDIT CARD NO. EXPIRY
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by Freda Grones

How frequently do you negotiate?
Some 100 people were asked that
question at a recent Southern

California seminar. The answers they
were given to select from included
often, seldom and never.

It was a trick question. The correct
answer, said the instructor, was
always. He had used the question
merely to point out that while most of
us are engaged in some kind of nego
tiation almost all the time, few of us
recognize this activity for what it is.
"Yes, that's probably true," says

Bonnie Castrey, a commissioner with
the Federal Mediation and Concilia

tion Service. Castrey is one of 240
commissioners, only 13 of whom are
women, whose job it is to mediate
negotiations between major organiza
tions such as labor unions and cor

porations.
"Everyone negotiates much of the

time—with spouses, children, parents,
co-workers, bosses, store clerks—the
list is almost endless," says Castrey.

Negotiating is an important part of
our daily interaction with others and
as with other skills, it can be learned
and improved, according to Castrey.
Four Outcomes

She says that sill negotiations end in
one of four ways: win/win, win/lose,
lose/win or lose/lose. "One reason peo
ple are often unsuccessful is because
they go for a win/lose outcome. They

probably feel that nothing short of a
total victory for them and defeat for
the other person will be satisfactory.
"In reality," Castrey says, "a nego

tiation is most successful when it ends
win/win. That is, both parties get
something they want, both feel satis
fied and each will be willing to nego-

One of the keys
TO SUCCESSFUL
NEGOTIATION IS

COMPROMISE.

tiate again with the other at some
future time. So one of the keys to a
successful negotiation is compromise."
But another such key is knowing

your goals and your bottom line. "It's
imperative to know where you're head
ed," Castrey says. "You have to know
your overall goals and exactly how
much you can give up yet still get
what you want. That's the only way
you can develop your information and
your strategy."
Goals should be neither too high nor

too low. Setting your aspirations at a
low level might psychologically tumble
you into the T'm-a-loser' pit while
aspirations that are too high will prob
ably have you struggling for a win/lose
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outcome.

"It's best to be realistic about goals.
For example," Castrey explains, "in
today's economy it's unrealistic to try
to negotiate a 10-percent salary in
crease. Yet several years ago, when we
had double-digit inflation, such a goal
was realistic. Today a four-percent in
crease should be reasonable."

Know the Other's Goal

It's equally important to know the
other party's goals and bottom line—
especially if you're negotiating on
behcilf of another person or organiza
tion. "You can't hope to persuade
others to give you what they might not
be authorized to give," Castrey says.
"That type of strategy will probably
result in a lose/lose outcome or

deadlock."

For example, Castrey says, a union
negotiator once attempted to persuade
a corporation's representative to in
clude private rooms for hospitalized
employees as part of the company's
medical benefits plan.
"That negotiation was doomed,"

Castrey says. "There was just no way
the union could get the private room
benefit because it was not within the
corporation representative's power to
give. But the union man should have
known that."

According to Castrey, the more we
know about our fellow negotiators,
their goals, limits and the organiza-
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You are cordially Invited to join a dynamic
group of top achievers...
the TORg^CLUB

c

i

with this special
Charter Membership offer
to readers of TOASTMASTER:

Save 40% on Your
First Success-
building Audio
Program—and i
Get One Issue of
INSIGHT, the New '
Cassette-a-month
Digest of Action Ideas
for Top Achievers

Save 30% on One Additional Program and Get
Three Months of INSIGHT—a $32.50 Value FREE!

Save 30% on Your Third Program and Get Six
Months of INSIGHT—a $65.00 Value FREE!

Start profiting now as a Charter Member of a most exclusive club. The TOP 5%
CLUB represents that 5% of the population who are, or who will be, the leaders
in every field.

This unique club offers a convenient, systematic method of being a Total
Winner...with direct-by-mail access to exciting new cassette programs, hundreds
of money-making ideas and guidelines for success...

Programs on a wide range of subjects by Earl Nightingale, Denis Waitiey,
Leo Buscagiia, Joyce Brothers, Robert Schuiler, Mike Vance, Marvin Cetron,
Kenneth Cooper, Clay Sherman, and many others.

How You Profit from this Offer
To become a Top 5% Club charter member, choose any one of the $65.00 six-
cassette programs shown here for only $39.00—a Charter savings of 40%.

You'll receive not only the program of your choice, but also one Free issue of
INSiGHT—a monthly cassette and beautifully printed book of idea stimulators
from Earl Nightingale and other outstanding authorities.

There is no hassle in returning a card to reject a Club offer. No automatic shipment
of programs. You simply agree to buy two or more additional programs whenever
you wish during the next two years at a savings up to 30% or more.

Buy one additional program from this ad—and you receive three months
of INSIGHT free. Or fulfill your agreement now—and start profiting even more—by
ordering two additional programs today and receive six months of INSIGHT free!

Satisfaction guaranteed. If you're not completely satisfied with your introductory
program—or any additional program—you can simply return it within 15 days for
a prompt refund or credit.

Please note the additional opportunity to purchase a quality Sanyo cassette
player/recorder. Fully guaranteed, with AC cord, batteries and built-in microphone.
Suggested retail—$55.00—yours for only $50.00

The

NEW—from the author/narrator of
The Psychology of Winningi
Seeds of Greatness

by Dr. Denis Waitiey

Another landmark in personal develop
ment and high-level performance based
on new perspectives, in-depth research,
and scientific studies of every phase of
human behavior.

700A $65.00 (Club Price: $45.00)
The Ten Best-kept Secrets of Success:

1. Setf-appraisai: From Self-love to Self-
worth. Only when you have a deep, inter
nalized feeling of your own value will you
have anything to share.
2. Creativity: How to Master It. Left brain/
right brain behavior functions and their
impact on creativity.
3. Responsibility: We Become What We Do.
Each day we write our own destiny and are
largely responsibile through what we do
today for what happens tomorrow.
4. Wisdom: Living "Without Wax." Honesty
combined with knowledge in action. A new
perspective on aptitudes as well as attitudes.
5. Purpose: The Gold Mine in Your Goals.
Goal starters from "the wheel of fortune."
Mining your "goal mind," and the awesome
power of suggestion.
6. Communication: Reach Out and Touch
Someone. The key to effective communica
tion. Listening and non-verbal communica
tion. One-on-one communication.
7. Faith: The Power of Positive Believing.
The relationship between mind and body,
and the concept of the "self-fulfilling
prophecy."
8. Adaptability: Turning Problems into
Opportunities. Using stumbling blocks as
stepping stones.
9. Perseverance: The Will to Win Is Every
thing. Succeeding against incredible odds.
Handling the unexpected.
10. Perspective: To Be a Star Thrower.
How to live "in balance" to achieve true
success and happiness.
11. Renewal and Commitment: Part One.
Physical relaxation exercise.
12. Renewal and Commitment: Part Two.
Affirmation self-talk exercise.

ACT TODAY!
Charge card users call TOLL-FREE

1-800-323-5552 during Chicago office
hours (Illinois, Alaska and Hawaii residents call
1-312-647-0300). Any other time call

. 1-800-621-5199. (Illinois residents call
1-800-972-5855)....or mail in the Charter
Membership Certificate now!
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The No. 1 best seller

now updated on six cassettes!
Megatrends
by John Naisbitt

John Naisbitt describes 10 massive

trends that earmark the emergence of a
"new society" and tells you how to
capitalize more fuliy on today's changing
opportunities.

110A $65.00 (Club Price: $45.00)

Twelve audio sessions help you prepare
for and profit from the forces shaping
tomorrow:

1 .Discovering Vfaur Future. How 10 massive
trends will affect your career, your business,
and all other aspects of your life.
2.lndustrial Society—Information Society.
Today's strategic resources. Promising
new opportunities for entrepreneurs.
3. Forced Technology—High Tech/High
Touch. How high tech fosters a growing
need for personal contact, self-fulfillment.
4. National-World Economy. What nations
have the fastest growing GPNs and what
a global economy will mean to you.
5. Short Term—Long Term. The change
to longer range planning. Redefining your
long term objectives to maximize results.
6. Centralization—Decentralization.
How you can benefit from the shift in power
from centralized organizations to state and
local groups.
7. Institutional Help—Self-Help. New
opportunities as we reiy less on institutions
and become more self-reliant.
8. Representative—Participatory
Democracy How consumerism, share
holders activism, employee rights, ERA, etc.,
are restructuring society.
9. Hierarchies—Networking. Learn how you
can benefit from the change in authority
from the old pyramid structure to more
effective, informal networks.
10. North—South. How you can profit from
the migration of people and business from
the North to the South and West
11. Either/Or—Multiple Option. The trend
toward increased freedom, new alternatives
in almost every aspect of your life.
12. Megatrends Continue Unfolding. Why
you now have greater leverage than ever
before to influence the future.

100% NO-RISK GUARANTEE

You must be completely satisfied with every club
selection you order now or in the future—or you
may return it within 15 days for a prompt refund.

FOR FASTER SERVICE

Charge card users call TOLL-FREE

1-800-323-5552 during Chicago office
hours (Illinois, Alaska and Hawaii residents call
1-312-647-0300). Any other time call
1-800-621-5199, (Illinois residents call
1-800-972-5855) .or mail in the Charter
Membership Certificate now!

FREE for

New Charter

Members
INSIGHT trial of a

monthly cassette
and book digest
action ideas for

top achievers.

As good as you are now, you
can be even better with...

Build a Better You

by Joel Weldon

Learn from the experiences of others,
famous and not so famous, how to make
the most of your time, your opportunities,
your unique talents and creativity-and
how to enjoy your life every day.

158A $65.00 (Club Price: $45.00)

Building blocks to help you realize even
more of your potential:

1. You can Build a Better You. Your infinite
capacity and the power of belief. Removing
your "mental governor."
2. Consistent Improvement. With the
knowledge explosion, seif-improvement is
essential. Adapting to change.
3. Absolute Responsibility. How It leads
to greater persistence and courage.
Concentrating only on what's in front of you.
4. Opportunity Awareness. Recognizing and
creating opportunities. The keys to financial
success. Problems as opportunities.
5. Attitude. To change others' attitudes,
change your attitude. Your tremendous
influence for good in the lives of others.
6. Practical Creativity. Allowing ideas to
come through you, not from you. Testing
and rearranging ideas.

TOP 5% CLUB CHARTER MEMBERSHIP CERTIFICATE
To: Nightlngale-Conant Corporation • World's Largest Producer of Audiocassette Programs

7300 North Lehigh Avenue • Chicago, IL 60648
Please enroll me as a Charter Club Member and send the cassette program I've indicated at
only $39.00 .. .plus any additional programs I wish to buy now at the Club discount price of
just $45.00 each.

I simply agree to buy three programs (including my purchase today) in the next two years.
Send me one, three or six FREE monthly issues of If^SIGHT, depending on my purchase of
one, two or three programs at this time. If for any reason I'm not pleased with any program
I receive, I may return it within 15 days for a prompt refund or credit

□ Enclosed is my check. (Please use envelope with address shown above.)
□ Charge to my credit card:

□ MasterCard □ VISA □ American Express □ Diners Club □ Carte Blanche
Qty Program Total

INSIGHT
This Sound/Print Digest of Action
Ideas for Top Achievers is an exciting
new monthly audiocassette and printed
book of new ideas from Earl Nightingale
and other top achievers widely recognized
as experts in their fields. Ideas in all
areas that can impact your life. Ideas
most often made available to you within
a few days of their appearance.

7. Defining Values. Testing the consistency
of your values and actions. Taking time to
ponder what you're chasing and why.
8. Identifying Goals. Goal setting keeps you
excited, interested, involved. Keeping your
goals in sight. Using a goal card.
9. Focused Thinking. How to adjust your
mental focus and avoid distractions. Quality
versus quantity. Learning to say "no."
10. Effective Use of Time. Differentiating
between efficiency and effectiveness.
Thirty-four ways to save time.
11. Positive Humor. Nature's best antidote
to trouble. The increasing power of humor
through continued use.
12. Total Commitment. Love what you're
doing, with whom, and where; maintain a
positive, expectant attitude.

Seeds of Greatness (700A) $_

Megatrends (110A) (1200A)

Build a Better You (156A)

Sanyo Cassette Player/Recorder
(S12)@ $50.00

Illinois residents add 7% Tax

Stiipping/Handling Charge $_
Total $_

PLEASE NOTE: Offer limiled to residents of U.S.A.

Acct. No. Exp. Date

Signature

Company

300 Address

City Zip TM4FP



tions they represent, the more suc
cessful we are likely to be.
She says, "You £dways have an ad

vantage when you know something
about someone. If I were going on a
job interview—which is one type of
negotiation—I would want to know as
much as I could about the company
and about the person I was interview
ing with. I'd probably try to talk with
people who knew the interviewer or
worked for the company, and I would
certainly look the company up in Dun
and Bradstreet and try to find some
articles about it."

Admittedly, there are those who seek
information about others so that they
can have something to use against
them. But win/win negotiators shun
such tactics. Castrey says, "It's simply
easier and usually more pleasant and
productive for everyone when negotia
tors know each other.

"Besides," she smiles and continues,
"there's an old saying among profes
sional negotiators, 'I don't get mad—I
get even.' And that's really the reason
why successful negotiators will always
go for a win/win. If you get a win/lose
where does it leave you the next time
you have to negotiate with that same
person?"
Role Playing
Knowing your opponent includes

putting yourself in the other person's
shoes. "Part of my preparation is role
playing," Castrey says. "Before an
important negotiation, I try to imagine
myself as the other person. I ask my
self, 'What am I after? What am I

during the negotiation itself.
Body Language

"It's very important to observe and
resilly listen to the other person,"
Castrey says. "Listen to body lan
guage as well as to spoken words. Par-

MeETING on your OPPONENT'S
PURE MAY MAKE HIM OR HER

MORE AGREEABLE.

willing and able to give? What will my
strategy be?' "

People who fail to prepare properly
are more likely to make a major mis
take or paint themselves into the pro
verbial corner.

Castrey says, "Once that happens,
it may be difficult or impossible to get
out. In such a situation, the entire out
come may depend on how well you
know the other person and what your
relationship is with him or her. If the
rapport is good, you might be able to
get out of it by simply being honest.
Even if it's bad, honesty about the
predicament is probably your best
alternative."

The information-gathering process
should not only precede but continue

ticularly note what it is you say that
might make the other person lean
away from or toward you, flinch,
grimace, smile, reach for a cigarette or
unconsciously make a fist."
Such gestures are usually reliable in

dicators of how a person is consciously
and unconsciously reacting to you and
in negotiations can indicate what type
of strategy he or she plans to employ.

For instance, the body language of
negotiators who are after a win/lose
will probably be as negative and
demanding as their words. They are
more likely to sit with arms folded
across their chests, lean away from
you, slam a fist into the table, point a
finger when they speak and use
phrases such as "you must" and

Body Language isn't taught in school.
and Creativity isn't either!

How Important Is Your Image To Vou?

It has been estimated that some 70-90% of our day-to-day communication is
conducted non-verbaily. Unfortunately, to many men and women, body language
is a foreign language.

This course will teach you how to signal posrtiue se//-assurance without opening
your mouth!

Vou Need This Course!

• If you are a professional whose career is dependent upon effective
communication.

• If you are ever called upwn to speak before a group.
• If you desire to improve your marketability.
• If "first impressions" are important to you.
• If you are in a cut-throat industry in which every tool that enhances

your credibility will increase your chances for success.

Is Creativity 'Career Essential'?

A recent survey of top executives listed the ability to think creatively and
imaginatively as an "essenfia/ asset" to an upwardly mobile career.

This course will teach you to tap unlimited creative resources you never knew
you possessed!

This Course Is For You!

• If a reputation as a "creative thinker" would enhance your professional
image and career opportunities.

• If "being innovative" is important to you.
• If you have ever faced a creative mental block.
• If you are often asked for "creative input."
• If competency in proven, pragmatic, and put-it-to-use idea generating

techniques will benefit you professionally or satisfy you p>crsonally.

Body Language:
TEN BASIC POWER SIGNALS

Learn the power signals utilized by leaders
throughout the world, including presi
dents, corporate CEOs, professional sales
executives, and dynamic motivational
speakers.
Course includes: Audio Cassette Tape
instruction detailing body language do's
and don'ts; 15 Signal Cards for personal
role playing and rehearsal including the
TEN BASIC POWER SIGNALS plus eight
"killer" negatiue signals to be auoided.
Additionally, a Power Signal 21 Day
Rehearsal Chart is enclosed for turning
the Power Signals into a life-long habit.

OOPjEie.
RMTS Unlimitttd Potential, incorporated

PO Box 507, Salam. Or*gon 9730B

Please rush the course(s) checked below! I understand that, if for any reason
I am not satisfied after examining contents for 30 days, I may return it for a
full refund.

CD Body Language: Ten Basic Power Signals, only $24.95 ea.
Q Innovative Thinking; The Creative Imagineer, only $24.95 ea.
Q Send me both courses for this low price: $39.95
MAKE CHECK PAYABLE (U.S. $) TO RMTS UP. inc.

Name

Address .

City. State . .ZIP.

(Allow 3-4 weeks for processing and delivery.)

Innovative Thinking:
THE CREATIVE IMAGINEER

Establish a reputation as innovator, par
excellance! Learn to generate quality ideas
in unlimited quantities using exciting,
innovative techniques.
Course includes: Audio Cassette Tape
instruction and 20-page manual of mental
skill building exercises and practical
techniques for generating new ideas; Ten
"Trigger Cards" for on-the-spot innova
tion; special attention is given to "Group
Techniques," enabling you to lead others
in Creative Imagineering. Additionally, a
21-Day Innovator's Guide is provided for
on-going stimulation of creative juices.
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"unless you do."
"You may employ a win/win style

when you negotiate, but it's just as
important to know what kind of style
your adversary usually employs,"
Castrey says. "If you haven't got a
clue before the negotiation, you will
have to work that much harder during
it."

On the other hand, it's generally
unwise to quickly stereotype opponents
since they might surprise you. The
lamb may very well turn into a wolf in
sheep's clothing.
"You can never totally know the

other person," Castrey says. "To do
that you would have to know the per
son's value system, pressures and the
input he or she received from others.
So it's best to observe closely and re
main objective."
Three Stages of Negotiation
That course should be followed

through the three stages of a negotia
tion: 1) posturing—each party presents
its demands and an agenda is agreed
upon, 2) problem solving—parties ask
questions and gather information, 3)
agreeing.
"But agreeing," Castrey says,

"often means agreeing to agree on on
ly some of the points, and agreeing to
disagree on others."
Other factors can also influence a

negotiation. For instance in business
negotiations the image negotiators pro
ject and first impressions they create
become especially important. Negotia
tors who use a win/lose style often
dress flamboyantly while win/win
negotiators generally dress more
conservatively.
Time and Place

Time and place should also be con
sidered. Win/win negotiators usually
try to make all meetings as convenient
as possible for everyone concerned.
They will often agree to meet on
neutral ground, such as a restaurant,
or on the other person's turf, since
such a choice will probably make the
opponent feel more comfortable and
possibly more agreeable. Meeting on
the other person's turf also makes it
easier for you to conclude.

Generally, morning meetings are
better since most people are fresher,
more open and energetic between 8
and 11 a.m. Especially poor negotiat
ing times are lunch, when blood sugars
are low, and near 4 p.m. Similarly,
Tuesdays, Wednesdays and Thursdays
are usutilly favored over Mondays
(cool-off and catch-up day) and
Fridays (clean-up day).
However, the choice of time and

place should depend on what you're
after. Castrey says, "If I had to

-CLASSIFieDS.
SPEAKING RESOURCES

SPEAKING SKILLS-LISTEN

TO THE NEW CASSETTE TAPE

CONDENSATION OF "SPEAK

EASY," THE OUTSTANDING
BOOK BY SANDY LINVER,
PRESIDENT OF SPEAKEASY,
INC., WHO HAS HELPED
THOUSANDS OF CLIENTS

LEARN TO SPEAK WITH MORE

CONFIDENCE AND GREATER

EFFECTIVENESS. EACH ONLY

$13.95, POSTAGE & TAX IN
CLUDED. CHECK OR M.O. TO

PERSONAL RESOURCE DE

VELOPMENT, 4620 BOYNTON
PLACE, COLUMBUS, OH
43227.

TOP QUALITY professional
comedy material; the monthly
service leading speakers have
used for years. Recent sample,
only $2. Contemporary Com
edy, 5804-X Twineing, Dallas,
TX 75227.

STORIES AND HUMOR FOR
EVERY OCCASION. Have a

clever story; be a good conver
sationalist. 1000 stories and

one-liners. HARDCOVER BOOK
353pp. $10. Fbstpaid. Satisfac
tion guaranteed. Send payment
to Fox Hills Press, 2676 Cunn
ingham Road T, Annapolis, MD
21401.

THE NEW BOOK OF "OR

CHIDS OR ONIONS" FOR ALL
OCCASIONS, OVER 900 CLEAN
JOKES & SHORT LINERS. Writ
ten by a Toastmaster. Indexed
for Quick Reference. $7, in

cluding tax and postage. Check
or M.O. to T.R. Bob Kirby ffl
Marcia's Park, Easton, IL
62633.

JOB OPPORTUNITIES

INDEPENDENT CONSULTANT

OPPORTUNITIES: Conduct
outstanding Human Develop
ment Seminars offered by Per
sonal Dynamics Institute and
Performax Systems Interna
tional. Excellent financial

remuneration. Training coast to
coast! Write: Dr. Michael Roche

Associates, 909 Carriage Way,
Elgin, IL 60120.

BIG MONEY Possible Lectur
ing!! Cash in On Rich, Untap
ped Market For Public Speakers
Throughout Country. Simple
Procedures. Learn How; Write
Cuppett, Box 91-A, Wilmington,
CA 90748.

MISCELUNEOUS

Inventions, ideas, new products
wanted for presentation to in
dustry and exhibition at na
tional technology exposition.
Call toll free 1-800-528-6050. In

Arizona, call 1-800-352-0458.
Extension 831.

WRITERS—Learn from profes
sionals. Send for our 10 page
guide of insiders' proven tech
niques for identifying, develop
ing/writing, and selling general
and human interest stories and

articles for newspapers and
magazines. $3. Freelance
Writers Group, Inc., Dept S, PC.
Box 78, Woodstock, MD 21163.

negotiate with the IRS, I would prob
ably try to make an appointment for
4:30 on a Friday afternoon. If I were
negotiating for a raise, I would make
an appointment at any time convenient
to my boss. But if I were negotiating
with my husband for a new car, I
would probably broach the subject just
after a gourmet dinner while we were
sipping some delicious wine."
With some planning and a little

forethought negotiations in all areas of
your life can be more successful and
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fulfilling. You can become a 'winning'
negotiator, in the fullest sense of the
word! •

Freda Grones is a writer, editor and

creative writing instructor in Orange County
California. She is president of The Write
People, a firm specializing in public rela
tions, resume writing and editing.



1984-85 Q£fi(
A leader is "... a person who by

force of example, talents, or qualities of
leadership plays a directing role, wields
commanding influence, or has a follow
ing in any sphere of activity or
thought," according to Webster's Third
New International Dictionary. Toastmas-
ters International's directing roles are
once again open to new talent, and this
year's officer candidates have "qualities
of leadership" that more than match
Webster's definition.

Officer candidates for 1984-85 have

honed their leadership skills through
participation at all levels of our organi
zation as well as through involvement in
outside activities. The success of Toast-

masters' leadership training is evident
when reviewing the slate of candidates
and their accomplishments.

Candidates were nominated for the

positions of president, senior vice presi
dent, second vice president and third
vice president by the International
Nominating Committee. The commit
tee's selection is presented here in ac
cordance with Article VIII, Section 1 of
Toastmasters International's Bylaws.
The officers will be elected August 23
during the 1984 International Conven
tion in Orlando, Florida.

It is the duty of all clubs to par
ticipate in the vote either by proxy or
through their representatives at the
Convention. All members are urged to
give careful consideration to the quali
fications of each candidate.

(Additional nominations for inter
national offices may be made from
the floor at the annual business

meeting. International director can
didates will be nominated at the

eight regional conferences to be held
this month.)
Nominating Committee—Patrick A.

Panfile, DTM, chairman; William D.
Hamilton, DTM; Eric K. Stuhlmueller,

DTM; Ronald I. Wallace, DTM; Vit
Eckersdorf, DTM; George J. Ott,
DTM; Lou Novak, DTM; Loring Dal-
ton; Nancy Ellen Scott, DTM; Richard
B. Pyra, ATM; Jay Nodine, DTM.

if

For President

John S. Latin, DTM—Senior
Vice President, Second Vice
President and Third Vice Presi

dent of Toastmasters International

and an International Director

from 1977 to 1979. He has been a

Toastmaster for 15 years and is a
member of three clubs: Downey
Space 513-F and Downey Break
fast Club 274TF in Downey, Cali
fornia, and Professional Speakers
Club 9-F in Santa Ana, Califor
nia. Mr. Latin is a business de

velopment manager in the Space
Transportation Systems Division
of Rockwell International. He is a

member of the Institute of Elec

trical and Electronics Engineers;
the National Space Institute; the
Society of Logistics Engineers; the
Technical Marketing Society of
America; and the National Man
agement Association. Mr. Latin is
the recipient of NASA's Apollo
Achievement Award, The Nation
al Management Association's
Leadership Award, and the Space
Administration's "Silver Snoopy"
Award. Mr. Latin is listed in

Who's Who in Finance and In

dustry, and is a lector at his
church. He lives in San Dimas,
California.

For Senior Vice President

Helen M. Blanchard, DTM—
Second Vice President and Third

Vice President of Toastmasters In

ternational and an International

Director from 1978 to 1980. A

Toastmaster for 14 years, Mrs.
Blanchard is a member of Navcil

R&D Club 2539-5, Undersea
Club 888-5 and Excelsior Club

699-5 in San Diego, California.
She is head of Visitor Informa

tion and Presentations for the

Naval Ocean Systems Center.
Mrs. Blanchard is a member of

the National l^eakers Association,
Professional Speakers Association,
the Navy League of San Diego,
the United States Naval Institute

and the Save Our Heritage Or
ganization. She was named the
Navy Electronics Laboratory
Center's Woman of the Year and

was a NAVMAT nominee for the

Federal Woman of the Year

Award. She has received awards

for conducting a special study in
the United Kingdom, instructing
NATO engineers in fleet sensor
testing and reporting in Norway,
and for developing and conduc
ting workshops for NOSC scien
tists. Mrs. Blanchard lives in San

Diego.
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¥

For Second Vice President

Theodore C. Wood, DTM—
Third Vice President and Interna

tional Director from 1979 to 1981.

A Tbastmaster for 17 years, he is a
member of two clubs—Kritikos

1686-18 and Meadeators 1746-18 at

Fort George G. Meade, Mary
land. Under his leadership his
district received the Distinguished
District Award and he himself is

the recipient of seven Distinguish
ed District Service awards. In ad

dition, he has received the District
Toastmaster of the Year and two

Tbastmaster of the "Vbar awards,

the Exceptional Service plaque
from the Region VII districts, and
several Civilian Outstanding Per
formance awards. Mr. Wood is a

Foreign Relations Officer for the
U.S. Department of Defense. He is
a member of the National Spea
kers Association, the Ft. Meade
Officers Club Advisory Council,
and the Chillum Community
Association. Mr. Wood is Chair

man of his church's Pastor-Parish

Relations Committee and Director

of its Young Adult Choir. He and
his wife Inez live in Hyattsville,
Maryland.

For Third Vice President

John A. Fauvel, DTM—First In
ternational Director-at-Large from
1980 to 1982. A Toastmaster for

14 years, Mr. Fauvel is a member
of Auckland Club 3593-72 and

AM Club 4594-72. He has served

as Divisional Lt. Governor; Ad
ministrative, Educational Lt.
Governor and District Governor.

He received the District Com

munication and Leadership Award
in 1980, was Outstanding Area
Governor of the Year in 1974-75

and Outstanding Toastmaster of
the "Vear in 1974. Mr. Fauvel won

District Prepared and Impromptu
Speech contests and the District
Most Entertaining Speech Award
in 1976 and 1983. He is Chief Ex

ecutive of A. T. Fauvel Ltd. in

Auckland, New Zealand. He is an
Associate of the British Institute of

Chartered Shipbrokers, an Associ
ate of the British Institute of Ar

bitrators and an Associate of the

New Zealand Institute of Manage
ment. Mr. Fauvel is also a

Freeman of the City of London, a
Liveryman of the Worshipful
Company of Shipwrights and lives
with his wife Pamela in Auckland,

New Zealand.

iHP*
\

For Third Vice President

Larry C. Selby, DTM—An In
ternational Director from 1978 to

1980 and 1974-75 District 16 Go

vernor. A Toastmaster for 15

years, Mr. Selby is a member of
Edmond Club 170-16, OKC Pros

Club 3220-16, and Bruce Norman
PDG Club 5181-16. As District 16

Governor, he led the District to its
first President's Distinguished
District Award in 1975. Mr. Selby
has served as Chairman of the

Membership and Club Extension
Committee, two terms as District
16 Long Range Planning Com
mittee Chairman, two terms as
District 16 Advisory Committee
Chairman and one term as No

minating Committee Chairman.
He has served as New Club Men

tor, Club Rescue Specialist,
Speechcraft Coordinator and
Keynote Speaker for Club Officer
training sessions. He is a partner
with Boyd Crutchfield & Associ
ates, manufacturers' represen
tatives. He received the 1982 Best

Individual Sales Performance-

Western Region Award from
Monsanto Astroturf Consumer

Products Division. He and his

wife Marcia live in Edmond,

Oklahoma, with their daughter.
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A TOP MANAGEMENT CONSULTANT TELLS HOW HE

SMOOTHED HIS OWN TIME TANGLES.

EFFECTIVE

PRIORITIES

IN

AGEMENT

by Bill Johnson

As an active Toastmaster you have
revealed a hidden clue about your
life and the pressures that fill your

day. Over the years I have observed
that people in great organizations are
usually very active people. My clue is
that you are not only motivated but
probably a leader. Those in leadership
and active roles have a much more dif

ficult time setting priorities than the
less active of our society. With that in
mind, I want to share with you what I
have learned as my work put me in
the company of so many leaders the
past several years.

Allow me to share my background
to put the information in perspective

for you. My thirty-year career in the
recording industry began in the ware
house at Capitol Records while I was a
student at SMU. After almost ten years
with that company, mostly in sales, I
spent the next eleven years with Am-
pex Corporation. During those years it
was interesting to observe leaders in
the fierce pace of the recording in
dustry boom.
My major opportunity to deal with

significant individuals began during
the next ten years, while I was Presi
dent of General Cassette Corporation.
We had the privilege to produce, mar
ket or record audio and video pro
grams for such prominent names as
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Cavett Robert, Dr. Norman Vincent
Peale, Joel Weldon, Og Mandino, Zig
Ziglar, Art Linkletter, Dr. Charles
Jarvis and many more outstanding
speakers and leaders.

It has oft been said that "the bigger
they are, the nicer they are," and this
certainly held true in my experience.
The prominent gentlemen I met
through my work at General Cassette
each exudes an admirable amount of

warmth and a notable lack of stress.

How do they achieve this posture? I
am convinced it is due to their skill in

managing priorities.
Lack of Planning

Just 15 minutes
SAVED PER DAY

YIELDS A FULL

TWO WORK

WEEKS SA VED

PER YEAR.

Let us examine the major reason we
get ourselves in a bind for more time.
Would you agree it is mostly due to
lack of planning? Some may prefer to
use lack of goals or priorities as the
major reason for stress and frustration.
The popular author. Alec Mackenzie,
says "Crisis Management" accounts
for the second largest amount of time
wasted by managers in the United
States. Need I tell you that the tele
phone is number one? The true para
dox is that our best "time-saving"
device can also be our number one

time-waster.

In the late 1970s my responsibilities
included managing the business and
conventions of the National Speeikers
Association in addition to my work at
the Cassette Company. It was at this
time things became difficult due to
lack of priorities in my work and life.

Fortunately for me, one of my pro
jects was to record a cassette learning
program for Dr. Rob Rutherford.
Rutherford was conducting a seminar
on time management in Los Angeles.
During the session I began to consider
new alternatives for managing my time
and priorities. Hopefully you will con
sider some for yourself.
Three-by-Five Cards
At the first opportunity it is sug

gested that you obtain a nice stack of
three-by-five index cards and place
them in your shirt and coat pockets or
purse. More should be handy in your
car with a pen. Put a few more index



cards with another pen on your
dresser. With these simple tools you
are going to put a full week under a
microscope.
As you make every move you will

want to consider its importance to
your goals and whether that activity
might be handled in some way that is
less time-consuming. Please keep in
mind that just 15 minutes per day
"saved" yields a full two work weeks
saved per year!!

I hope you can handle a couple of
seemingly ridiculous examples that
work for me. Since a trip to the den
tist is very time-consuming, you ap
preciate that clean teeth do not decay.
Hopefully, you floss and brush as an
excellent way to reduce those dentist
trips. I discovered that my teeth could
be flossed in the car at stoplights
(when alone, of course). Since it takes
me about 40 seconds to floss, that sav
ed me a GIANT three hours per
year!!!
This somewhat silly example is just

one thought that came to me during
the first couple of days when I was
antJyzing each activity. As a matter of
interest, that was almost ten years ago
and now there has been an entire work

week saved by flossing in the car.
The Newspaper Ritual
About the same time, it was brought

to my attention that the newspaper-
reading ritual was consuming about 15
minutes daily. Many people, of course,
spend up to an hour reading news and
my question is why? It has been eight
years plus since I quit the news
paper. . .cold! But I do look at the
front-page headlines to reduce the risk
of embarrassment at the office! My
TV viewing went the way of the
newspaper except for morning network
news (while doing warm-up exercises).

I can honestly and objectively say
that the newspaper has not been miss
ed for one minute. I will admit that it

is the job of my teenage son to keep
me posted on major sports happenings.
By the way, that same son is in charge
of making sure the car gas tank is
Edways between full and half-tank and
that the oil is checked. That is a way I
add another 10 to 15 minutes per week
for more important priorities.

Hopefully, by now you can ap
preciate how much help it is to put
each activity under your own mental
microscope. Give every activity a hard
look. You may lie surprised at the
number of activities you decide to
STOP completely. We do so many
things as a force of habit and they
seem to accumulate as we grow.

Let's move on to some specifics I
hope will be helpful in your own time

Continued on page 26

JUST for LAUGHS.
Humor Belongs in Every Speech
and Every Convention
by Gene Perret
Each of you is gainfully employed either by an employer or by yourself. You

receive a considerable amount of money for doing something. Think for a mo
ment. What is the single most important thing you do to earn your money?

Generally, at my talks, I'll ask the attendees to think about that question.
After they've struggled with it for awhile, I offer my bizarre answer. The most
important thing that any of you do is SLEEP.
SLEEP? Sure. Because no matter what other contribution you make, you

can't do it for more than three days without some shuteye.
Since I'm a writer, I spend much of my time in my office, with my feet up

on a desk and my eyes closed. When my wife sees me like this, she sometimes
thinks I'm sleeping. I explain patiently to her that writing is creative work and
what I'm doing at that moment is thinking. I ask her to-please leave me alone
and let me continue my thoughts. However, I do tell her that if I'm still think
ing at dinner time, she is to wake me.
Your rest refreshes you physically and mentally, so that whatever you do you

do better when you're refreshed. The more important your work is the more
important is your rest. Employers know this. When they schedule a three- or
four-day convention, they always hold it at a hotel where the attendees can get
a pleasant room and a comfortable night of slumber.

Laughter is just as important because it refreshes and rejuvenates our outlook.
A sense of humor gives each of us a broader and wiser look, not only at our
own life, but also at the problems that face us in our work.
We lose our sense of humor when we get too close to a subject. We get narrow-

minded. Each of us may get narrow-minded about different things—money,
for example. A friend of mine is so frugal that we say he not only still has the
first dollar he ever made, but also the arm of the man who handed it to him.
By keeping our wit about us, we keep our wits about us. This not only makes

our life more cheerful, but it enables us to think more rationally. What employer
doesn't want workers who are exuberant and logical?
Many times I hear program planners say things like, "These executives are

too prestigious to want humor." That's nonsense. That's the narrow-minded,
frightened view of a program planner who is not speaking for the people he is
serving.
One of the worst condemnations we can make of a person is that he or she

doesn't have a sense of humor. Everyone enjoys a laugh at the right time and
place. A good program planner will find the right time and place for tasteful
humor.

In fact, this is a compliment to the program attendees because the harder
people work at a convention, the more they need the refreshment of an enter
taining speaker. A laugh break in the midst of a convention that is loaded with
seminars, workshops and educational lectures can refresh and clear the mind
so that more of the information is absorbed.

Each speaker, too, no matter how significant the message, should add some
light-hearted moments for the benefit of the listeners. In fact, the more momen
tous the subject matter, the more important it is to have some laugh breaks.
An important message is a strain on your audience. They want to hear all you
have to say, so they work hard at it. It's tiring. Somewhere along the way, they
might reach the saturation point unless you sprinkle in some refreshing humor.

If your message is important, it should be heard and remembered. You'll
accomplish that much more effectively if you give your audience some revitalizing
chuckles. Keep them amused and they'll listen.

Gene Perret is an Emmy-winning comedy writer based in San Marino, California. He's
written for Bob Hope, Phyllis Diller and Carol Burnett and publishes a newsletter, ' 'Round
Table, ' 'for comedy writers and humorists. Toastmasters with questions about using humor
in their speech may write to Ferret in care of THE TOASTMASTER, P. 0. Box 10400,
Santa Ana, CA 92711. All responses will be handled through his column.
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HOW TO...

/

M\
'ore and more today, managers
faced with the task of making a
business presentation are using

35mm slides to add punch to their
presentations and to highlight complex
or important points in their speeches.

According to Chris Carver of In
teractive Graphics Incorporated in
Wayne, Pennsylvania, the number of
firms producing computer-generated
slides has grown from three to eight in
only five years in the Philadelphia area
alone. Slide production has become a
multi-million-dollar business

nationwide.

One reason for this growth in the
use of slides is that we are no longer
limited to slides made from photo
graphs. Computer-generated slides are
now available in attractive and clever

visual designs, at prices ranging from
as little as $10 upward to $100 or
more per slide.
"People see sophisticated slide pre

sentations at conferences or business

meetings and very soon they want to
do some for their presentations," says
Carver. "The fact is that in a TV age
our society is comfortable with visuals
and accustomed to absorbing data
through a visual medium.''
Important Factors in Preparation

While slides can enhance most pre
sentations, there are several importsmt
factors that you should consider in
preparing a slide presentation. Slides
are never a substitute for the prepara
tion of your speech. Remember that
you are the focal point of the speech
and you must control the pace and
flow of information to the audience.

The slides provide support for your
speech and not the other way around.

It is advisable to prepare your ttdk

by Leonard M. Serafino, Jr.

in the same manner as you would any
speech, by organizing your topic and
selecting the key points you wish to
make. When making a slide presenta
tion it is important to remember that
you are utilizing two means of com
munication, verbal and visual. There
fore, just as the speaking portion of
your presentation must have an open
ing, body and a close, the visual por
tion of your speech must also have
these elements.

Inadequate
PREPARATION IS

THE BIGGEST

DANGER TO A

SLIDE PRESEN

TATION

Your opening slide should set the
theme of your talk. While this is large
ly a matter of style, you should realize
that like any other talk, you will want
the audience to understand your pur
pose as soon as possible. If your open
ing slide is wrong for your talk, it can
throw your audience off and they may
miss important points in your presen
tation while they are sorting out the
mixed messages.
For example, if you are making a

serious speech it would be counter
productive to open your presentation
with a slide that is intended to get a
laugh (or worse gets one accidentally).

Support the body of your speech by
choosing slides that dramatize, clarify
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or highlight your key statements. As a
participant in a recent presentation in
favor of health promotion at the
worksite, I wanted to dramatize the

fact that poor hetdth has a serious ef
fect on employee absenteeism. The text
of my presentation stated:

"Employers spend $17.8 billion
dollars on absenteeism annually.
$2.8 billion of this expenditure is
in wages, the rest and by far the
larger portion is allocated to
fringe benefits, overtime for
other employees and reduced
productivity. Fully two-thirds of
all absenteeism is caused by ill
ness and injury."
The accompanying color slide

(Figure 1) portrayed an empty work
station and the important number—
$17.8 billion. Notice how the picture
crystalizes the abstract concept of an
absent employee.

Later in the presentation, I wanted
to clarify a very important point.
While I addressed the point at some
length, the message on the screen
(Figure 2) stated "CHANGING
BEHAVIOR REQUIRES COMMIT
MENT." Thus the crux of my point
remained in full view, supporting the
content of my tsdk. Other techniques
including colorful bar charts, graphs
and pie charts (Figure 3) can also
enhance your ability to reach your
audience.

It is tilso important to choose a final
slide that clearly indicates that your
presentation is over. Options range
from simply using a slide that reads
"THE END," to a short statement of

your central theme. In our presenta
tion on worksite health promotion, the
final slide stated our central theme:
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causes ol Death
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(Figure

WORKSITE HEALTH PROMO

TION IS GOOD BUSINESS.

An alternative close which can also

be effective if you have a particularly
strong summation is to have the screen
go black. This will automatically focus
attention on the speaker. After a brief
pause to make certain that all eyes are
on you, you can deliver your close in
the same manner as any other speech
assured that you have the full attention
of your audience.
Once you have selected your slides,

you should review your text again to
make necessary adjustments that will
smooth the verbtil transition from one

slide to the next. To make sure that

you have plenty of time to rehearse
your presentation, be sure to deter
mine well in advance how long it will
take for you to receive your slides once
you have ordered them from the slide
production company. Some firms
charge a premium for priority service.
A slide that costs $30 can double in

price if you must have it within 24
hours. The best way to avoid this
problem and keep costs down is to
plan ahead.
There are several common mistakes

that should be avoided when mtiking a
slide presentation.
• Too Many Slides

There is a tremendous temptation to
use more slides than are necessary
because they tend to serve as handy
and attractive notes for the speaker.
But too many slides can result in a
presentation that is too long, thus
reducing the effectiveness of your
speech. Remember that the audience is
in semi-darkness and may become
restless if forced to remain in that

situation too long. As a rule of thumb.

(Figure 2)

plan to show one slide for no more
than two to two-and-a-htdf minutes per
segment of your talk.
• Crowded Slides

Often a speaker will crowd too much
information on a single slide. While
this may be comforting to the speaker,
it can be disconcerting to the audience.
They will be torn between listening to
what you are saying and reading the
data on the slide. In addition the

temptation for you to read the materisJ

In A TV AGE,
OUR SOCIETY IS

ACCUSTOMED TO

ABSORBING DATA

THROUGH A

VISUAL MEDIUM.

to the audience can become over

whelming. Reading rarely does justice
to you or your listeners.
• Unattractive Slides

A reputable slide production firm
should be able to help you avoid prob
lems with unattractive slides. However,

don't assume that they will automati
cally color-coordinate your slides or
blend colors that are attractive to the

eye. I once had to use a slide of a bar
chart with red and purple bars. Not
only was it unappealing to the eye, but
the intended contrast between the bars

was diminished greatly. Discuss color
choices with the slide production firm
representatives. If you keep in mind
that the visual portion of your presen-
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tation is every bit as important as your
verbal presentation you should be able
to avoid this pitfall.
• Inadequate Preparation

Inadequate preparation is the biggest
danger in deciding to make a slide
presentation. Preparation for a slide
presentation requires the same
vigorous practice as any talk. It is
essential that you make yourself fully
aware of what message each slide is
likely to convey and that the slides ac
curately support the points you are
making in your speech. Make it your
business to know what is on each slide

so that you can face the audience with
confidence rather than staring at the
slides with them as you talk. It is also
a good idea to become familiar with
the projector and screen so that you
won't be fumbling with them when it
is your turn to speak. Better yet, ar
range to have the projector and screen
set up well in advance of your
presentation.
A slide presentation offers a genuine

opportunity to inform, persuade and
entertain your audience in a highly
professional manner. Slides allow you
to stimulate the eye as well as the ear.
This means more of your talk will be
retained, which is after all your
objective.

Leonard M.

Serafino, Jr. is a
member of Moores-
town Toastmasters

Club 4887-38 in

Moorestown, New

Jersey, and is a
Health Care Develop

ment Manager with Blue Cross of Greater
Philadelphia.
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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.

NCW, Second Printing.

Send Check for 1795plus i95 Mailing or your
Mosfer Chorge'Viso number, Indiono odd 4%Tax.

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

WORLD'S LARGEST SELECTION OF

MEETING AIDS & AUDIO VISUAL SUPPLIES

• One Stop Shopping. Hundreds of
products. Custom slides, slide sets,
projectors and accessories, overtiead
supplies, video furniture.
• Quick, Convenient Ordering. Expert
assistance by mall or phone. Your
verbal PO Is always welcome.
• Post Delivery. Overnight shipments
are available.

• Risk Free Trial. It not satisfied with

our products, return within 10 days tor
a full refund.

Company _

Address

City

-Zip-State

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

audit using the three-by-five cards. Of
course, the cards and pens are to list
items you think of as time-savers or
ideas you want to consider. Writing
them down for review is very effective.

and SECOND PARTY is for those

items pending action by others. The
latter may be just a slip of paper with
a name and date that will instantly
trigger a follow-up in my mind. These

During PHONE CALLS, use an egg
TIMER AS YOUR VISUAL REMINDER

OF THE EAST-MOVING MINUTES.

To Do List

A surprising number of attendees at
seminars I present admit lack of an
"honest" daily "to do" list. This is
the most basic of priority planning
tools. Be sure your daily priority list is
prepared prior to arrival at your work
place. Many leaders like to list their

top priorities for the next day just
before leaving the office. This is a
good suggestion since priorities are
fresh on your mind at the end of a
day. It is also important that the
priority list be IN ORDER of impor
tance so you may focus on "No. 1"
until it is complete.
Our work desks sometimes become

major enemies. Each person has his or
her system and the one I like best has
served me faithfully. Thanks to Dr.
John Lee's book, "Hour Power," I
became an advocate of his rule of the

"FOUR Ds." When we pick up a let
ter or memo the first time, a decision

must be made to either Do, Delegate,
Delay or Destroy it. It is so easy to
become a victim of the 'stack' of items

to review over and over again. Try the
FOUR-D plan—it isn't easy but is
very effective. (Rememloer: Delay does
not mean procrastinate; it is a
legitimate delay).
Demands and Interruptions
Dr. Dru Scott's book, "How to Put

More Time in Your Life," is also full

of some excellent ideas. She mentions

keeping a list of demands and inter
ruptions (D&I list) as a method of ana
lyzing those recurring events when
others take away your time. Some
times such a list will give you the mo
tivation and some factual back-up to
confront a boss, subordinate or even
your children with excesses that dis
rupt your focus on main priorities.

In order to prevent a stack from ac
cumulating on my desk, each odd item
goes in one of two folders which
doubles as a follow-up file. One is
marked "LATER" and the other

"SECOND PARTY." The LATER

folder receives those papers in the
DELAY category of the "FOUR Ds"
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two folders are reviewed only on Fri
day afternoon and do not clutter my
mind or desk. Any item on my desk is
for action that day!
The Telephone as Stumbling Block

Earlier mention was made of the

telephone as a stumbling block in our
management of priorities. Let me
share a couple of effective tools that
are employed by some industry
leaders. Use an egg timer as your
visual reminder of the fast-moving
minutes. At the beginning of a call it
is a good idea to subtly say something
like, "I am under a deadline now and

wonder if this is a convenient time for

you to answer a couple of quick ques
tions?" (Notice the words "deadline"
and "quick"—they are important.)

If you are involved in a call that has
exceeded your time allocation it is help
ful and diplomatic to interrupt yourself
in the middle of your own sentence. If
your work entails long distance csdls, it
is a good habit to work eastern calls
early (I like to make them from my
home in the West), and my far-west
calls are placed at the end of the day
when the office is quiet and California
is still at full speed.
Time as Priorities

You can enjoy the challenge of
managing your priorities. Let me leave
you with the profound words of man
agement expert Peter Drucker: "Time
is the most inelastic element in our

society. If you can't manage time,
nothing else can be managed." We
could change the word "time" to
"priorities" and the impact would be
even greater. Get out your mental
microscope and start today! ^

Bill Johnson is president of his own
management and consulting company in
Phoenix, Arizona. He served as Executive
Vice-President of the National Speakers
Association for seven years and now serves as
an agent for some top speakers. He conducts
seminars on management enrichment and will
be on the program at the Toastmasters fnter-
national Convention in Orlando, Florida,
August 21-25.
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A CHECKLIST TO HELP YOU PLAN THE

EVENT, BUILD ENROLLMENT AND MEET
THE EXPECTATIONS OF ALL PARTICIPANTS.

HOW TO PRODUCE A SUCCESSFUL SEMINAR

A successful seminar doesn't just
"happen." It's produced by
people who have spent many

hours organizing it and making sure
their plans are carried out. When it's
over, success comes as no surprise to
those who have been preparing well in
advance of the event.

You can judge the success of a
seminar by evaluating the financial
outcome and the response of the
participants.

Financially, your income should ex
ceed expenses by whatever amount you
have set as your goad. Some seminars
are planned to make money for the
organization. Others are planned to
break even. Occasionally, a seminar is
designed to lose money and be sub
sidized by the organization.

You'll know your seminar has been
a success if you reach your financial
goals—and hear participants saying,
"I'm glad I came. I'd like to attend
another seminar in the future." Also,
the reaction of those who conducted

the seminar should be considered.

They should be glad they were in
charge, and they also should want to
participate in future seminars.

It's pretty obvious that these two
criteria are unrelated. A seminar could

be run at a huge financial loss and still
receive an enthusiastic response from
participants. Or a seminar can attract
a large crowd and make a lot of
money and still be a disappointment to
those who attend. The idea is to ac

complish both objectives through effec
tive planning and implementation.

In the planning stage, you should
consider the following factors:
• Target Audience—The first deci

sion is to identify the target audience.
Who is the program aimed at? Is it for
first-level shop foremen, office super
visors, middle-level managers from
both the shop and the office? This
decision is basic to the rest of the

planning.
• Objectives—What are you going

to try to accomplish? Are you trying to

by Donald Kirkpatrick

improve knowledge, develop skills,
change attitudes or do you have a
combination of goals?
• Date and Time—When the target

audience has been identified, the most
convenient date and time should be

selected. For example, is a Saturday
the best time or should the seminar be

held on a week day? Should it last all
day or just for an afternoon or eve
ning?
• Location and Facilities—When

deciding where to hold the seminar,
you should consider not only what will
be convenient for participants but also
what will be most suitable for a suc

cessful event. Cost also should be a

factor, but the quality of the facilities
is most important.
• Subjects—Topics should be care

fully selected to reflect the interest and
needs of the participants. If it's up to
the participants to decide whether or
not to attend, their interest should be

the main criteria for subject selection.
If their bosses make the decision, then
needs as well as interests should be

considered. Obviously, it would be
best if subjects meet both the interest
and needs of participants. A survey
usually is the best way to identify what
employees and employers want to gain
from the seminar.

• Speakers—This decision is prob
ably the most important, and great
care should be taken to select the best

possible seminar speakers. Their finan
cial requirements must be considered
so the seminar is a financial success,
but the goal of pleasing participants is
just as important.
When choosing speakers, be very

selective. Try to hear the person your
self if possible so you can make a first
hand judgment. Be very cautious
about taking the recommendations of
others. And be extremely cautious
about accepting volunteers.
This doesn't mean you should never

accept recommendations. But try to
verify recommendations by checking
with several people who have actually
HE TOASTMASTER / JUNE 19 8
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heard the speaker at a seminar. Re
member that you are looking for
someone who knows the subject and
how to teach it effectively in a seminar
setting.
Don't let the financial requirements

be the final criterion for selection.

Some leaders who charge a high fee
aren't worth it. And some "freebies"

are excellent. But do have some money
in the budget to pay for one or more
featured speakers. Don't try to get by
with a policy that says, "We don't pay
anyone a fee." Very few seminars suc
ceed when this policy is enforced.
• Meals and Refreshments—These

are the extra things that help make a
seminar successful. The small extra

cost of rolls or donuts in the morning
and dessert at lunch is well worth the

money. Good meals and refreshments
can't make a seminar successful, but
poor meals and no refreshments can
make it unsuccessful.

• Schedule—The proper schedule
for a program should take into con
sideration the subjects covered, the ef
fectiveness of the speakers and the
comfort and desires of the participants.

Refreshment and lunch breaks

should be long enough for relaxation.
The larger the group, the more time
you will need for breaks. As a rule of
thumb, refreshment breaks should last

about 20 minutes and lunch should

take an hour to 75 minutes.

The length of time for speeches and
workshops will vary. If much partici
pation is included, the sessions should
be longer. In general, 45 minutes is
usually about right for a speaker while
60 to 90 minutes should be allowed for

"workshop" sessions.
Starting and quitting times should

be set for the convenience of partici
pants. If the seminar is on Saturday,
an earlier quitting time is desirable.
As with meals and refreshments, a

well-planned schedule can't make a
seminar successful. However, a poor
schedule can help to ruin it.
• Handouts—Participants like to be
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given materijils to take home. This
means that folders or notebooks with

blank note paper, schedules and other
pertinent information are necessary.
The folder also gives participants a
place to put handouts from the
speakers.
Each leader should be encouraged to

provide handouts. But one word of
caution: try to prevent seminar speak
ers (especially consultants) from dis
tributing handouts that are strictly pro
motional. Be sure the handouts have

educationed value.

• Audio-Visual Aids—These aids

have two purposes: they get and hold
the attention of the audience and help
the speaker communicate. The second
purpose is the most important.
Seminar speakers should be encour

aged to use some type of audio or
visual aid. The most common and

easiest to provide are overhead projec
tors, flip charts with blank paper and
chalkboards. Also, speakers should be
encouraged to use movies, slides,
prepared chsirts and other types of aids
to help them communicate.

Great care should be taken to estab

lish good communications between

IMPROVE PERFORMANCEf FULFILL YOUR GOALS
AND nRFAM*;^
DAVE YOHO-Consult-

ant Businessman—One of the '

DAVE YOHO-Consult-
ant Businessman—One of the

busiest speakers In America
and considered by many to
be the most dynamic
speaker on the platform
today.

EASY LEARNING, LISTENING LIBRARY

1. Improve Your Speaking Skills
How to: —Break the ice—Overcome

tension and fear—Develop your voice
—Create a power vocabulary—Change
the quality of your voice—Use humor
as a communicating device, only $69.75

2. Closing The Sale-
Dave Yoho tells you how to: Increase

your sales, overcome objections, deal
with price resistance, develop a closing
presentation—And his famous 13 steps
to closing, only $69.75

ORDER BOTH ... RECEIVE SPECIAL BONUS CASSETTE-VALUE $15

CUT OUT-MAIL TODAY

To: Dave Yoho Associates, P.O. Box 219, Fairfax, VA 22030
YES! I want to take advantage of this offer. Send me:

Album(s) #1 □ #2 □
Check here Make check payable to Dave Yoho Associates.
Enclosed is my payment of $ (In Va. add 4% sales tax)

Charge to: □ MasterCard □ Visa □ American Express

FOR RAPID SERVICE
OR INFORMATION ON

ADDITIONAL CASSETTES
CALL

703-591-2490

Credit Card .

Signature
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Company

Address

City

-Expiration Date.

.Zip.
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seminar planners and speakers to be
sure the aids are appropriate and work
properly.

• Finances—Questions to be an
swered include:

• How much money must we spend

An EVALUATION
OF THE SEMINAR
IS MOST IMPOR
TANT.

to have a successful seminar? (Con
sider the cost of speakers, materials,
audio-visual aids, promotion, food and
refreshments.)

• How much money do we want to
make?

• How many participants do we
expect?

• How much should we charge each
participant? (Remember, the amount
of the enrollment fee may have a big
impact on attendance.)

• Should we Eillow discounts for early
enrollment and/or for multiple enroll
ments from the same organization?

When these decisions have been
made, budgets should be established
and strictly controlled.

• Publicity and Promotion—
Always promote more aggressively
than you think you need to. It is much
easier to turn down enrollments than
to have to find more at the last min
ute. This phase of planning should be
taken very seriously and properly con
trolled to be sure it's done right.
Many well-planned seminars have been
unsuccessful because of poor publicity.

• Evaluation—Finally, plans should
be made to evaluate the seminar. It
will be very easy to evaluate the finan
cial success by counting enrollments
and money. It isn't as easy to evtiluate
the response of participants.

One of the simplest (tind best)
methods of determining the response is
to have each person complete a reac
tion sheet before leaving the meeting.
A question-answer form should be in
cluded in the folder of materitils and
its importance should be emphasized
in introductory remarks.

If several speakers participated,
make sure you get reactions to each.
Criteria for evaluation of speakers
might include motivation communica
tion, time management and assertive-
ness.

Remember, it isn't enough to simply
ask: "How did you like the seminar?"
It's important to evaluate the various
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ingredients of the seminar to identify
its specific strengths and weaknesses.
This is necessciry if you want to repeat
the strengths and eliminate the weak
nesses in future seminars.

If you consider all these factors
when preparing for your seminar
you'll have a well-planned event that
will run smoothly without too much ef
fort on the day of the program. A
poorly planned seminar can't be saved
by frantic last-minute efforts. To be
sure your seminar runs as planned:
• Stay on schedule from beginning

to end.

• Provide coordinators who are

responsible for taking care of the
speakers. Be sure that the coordinators
help the speaker with room set up,
audio-visual aids, handouts and any
other needs. Also, the speaker should
be properly introduced to the audience
with a brief explanation of why he has
been chosen to cover his subject.
•Be ready, willing and able to

handle any emergencies that might
occur. These might include faulty
visual aids, a cold room, a shortage of
coffee, a cancellation from a speaker.

In addition, those responsible for the
seminar must be sure that persons with
specific jobs understand what is ex
pected of them. Also, you must make
sure each person does what is ex

pected. If someone is not performing,
immediate action should be taken to

see that the person does fulfill his
responsibilites. If this can't be done,
the person should be removed and the
job assigned to someone who will do
it.

Running a seminar is serious busi
ness. The success of one will be in

strumental in determining the success
of the next one. People who have
spent time and money to attend a poor
one aren't likely to come back, and
they'll probably tell others about their
bad experience.

1 am in the seminar business at the

University of Wisconsin's Management
Institute, and I've learned that our

seminars must be successful. My job
depends on it. When you plan and run
a seminar, you also should act as if
your job depends on it. Then you'll be
successful. ^

Donald Kirkpatrick has been a professor
of management development in the department
of Business and Management at the Univer
sity of Wisconsin. His manual, How to
Plan and Conduct Productive Business

Meetings (Dartnell), is considered to be one
of the most comprehensive in the field.

This article appeared in the March 1979
issue o/The Toastmaster.
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DTMs
Congratulations to these Toastmasters who have
received the Distinguished Toastmasters certificate,
Toastmasters International's highest recognition.

Margaret Peggy McMahon
Helmsmen 770-F, Huntington Beach, CA

Michael A. Moone

Libertarian 4211-1, Los Angeles, CA

Edward R. Howell

Tele-Talk 3016-3, Phoenix, AZ

John Raymond Fisher
Golden Gate 56-4, San Francisco, CA

Norma B. Esquivel
TM Femenil de Tijuana 2680-5, Tijuana,
Mexico

E. J. Cannon
Cowichan 950-21, Duncan, B.C., Can

James Francis LaBounty
Buffalo 2438-26, Denver, CO

William L. Mintz

Monday Six-O 1312-37, Charlotte, NC

Kenas H. Brenneise

Skyline 3258-41, Rapid City, SD

Helgi Goodman
Plains 3144-42, Regina, Sask., Can

Carole Janet Cowan
L'Chaim 3769-70, Sydney, N.S.W., Aust

ATMs

Congratulations to these Toastmasters
who have received the Able Toastmasters

certificate of achievement.

Dave Humphreys
Newport Center 231-F, Newport Beach,
CA

Margaret Peggy McMahon
Helmsmen 770-F, Huntington Beach, CA

Maurice Merton Worden

High Desert 1043-F, Victorville, CA

James B. Russell
Tek Toasties 1648-F, Irvine, CA

Berny Alexander
Speak Easy 3669-F, Pomona, CA

Lorena A. Wolf

East San Bernardino 3820-F, San Bernar
dino, CA

Jeanne Delgado
Plane Speakers B-1 2189-1, El Segundo,
CA

Thomas L. Gray
Burien Breakfast 2543-2, Burien, WA

William F. Van Sickle

New Thought 4339-2, Seatde, WA
HE TOASTMASTER/JUNE 19

Clyde S. Wilcox
Greyhound Early Risers 213-3, Phoenix,
AZ

Timothy M. Young
Oak Creek Orators 4459-3, Sedona, AZ

Liesel Brown

Oak Creek Orators 4459-3, Sedona, AZ

Donald C. Bottger
Garret Pneumatics 5216-3, Tempe, AZ

Max H. French

Atomic 1141-4, San Jose, CA

Irvine L. Phillips Jr.
Sunrise 1829-4, Salinas, CA

Barbara J. Langa
Vapor Trails 203-5, San Diego, CA

John E. Rule
Dynamic 457-5, San Diego, CA

Steven Conrad

Whirlpool 2426-6, St. Paul, MN

Manor J. Beasley
Minnehaha 2563-6, Minneapolis, MN

Larry E. Weber
East Wind 3937-6, St. Paul, MN

C. Lee Woods

Modoc 98-7, Klamath Falls, OR

Wilbert Kalmbach

Evergreen 678-7, Camas, WA

Alan J. Nielsen
Prineville, 4458-7, Prineville, OR

John W. Zimmerman
Electric Toasters 3964-7, Portland, OR

Randall H. Best

Lincoln Trail 1354-8, Mattoon, IL

Chester Nelson

Gaveliers 238-9, Spokane, WA

Jack W. Stell
Richland 406-9, Richland, WA

Jerry K. McFarlane
Executives 1940-9, Spokane, WA

Joseph Charles Fisher Jr.
West Side 2606-10, Cleveland, OH

Robert O. Case Jr.
Foremost 507-11, Evansville, IN

Leo H. Kanter

Foremost 507-11, Evansville, IN

Herchel McKamey
Woodman 681-11, Indianapolis, IN

Nadine Kathryn Hagey
Early Words 1202-11, South Bend, IN

Norman H. Stuart

Checker Flag 2007-11, Indianapolis, IN

William J. Rucker
Columbus 2037-14, Columbus, GA

Virginia M. Ellis
Artesian 3379-14, Albany, GA

Patricia M. Fisher

ATM 4349-14, Atlanta, GA

Jean L. Zack
Idaho Falls 548-15, Idaho Falls, ID
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Zelda M. Martin

Challengers 1297-24, Nebraska City, NE

Edward Clark Sintz

Eastern Shore 3248-29, Fairhope, AL

Robert L. Gruener

O'Hare Plaza 2683-30, Chicago, IL

Victoria W. Sheldon

Olympia 84-32, Olympia, WA

Evelyn Sundman Johnson
Bainbridge Island 1154-32, Bainbridge
Island, WA

Timothy R. Johnson
Puget Snd. Naval Shipyard 1174-32,
Bremerton, WA

Hazel P. Braxton

Housing & Urban Development 1795-36,
Washington, D.C.

Jimmie Max Hudson
Albemarle 1811-37, Albemarle, NC

Ramesh D. Kajaria
Sub & Surface 2886-38, Philadelphia, PA

David Morton Rose

Timberline 2496-39, Grass Valley, CA

Gordon Stickney
Ishi 3316-39, Chico, CA

Alice A. Swallum

Sioux Valley Hospital 1561-41, Sioux Falls,
SD

Ramanathan Nageswaran
Downtowners 294-42, Edmonton, Alta.,
Can

Glen Ernest Norton

Northern Nooners 1084-42, Edmonton,
Alta., Can

Bernd Dinnert

Bow Valley 1494-42, Calgary, Alta., Can

Steward Wayne McLean
Pile O Bones 1862-42, Regina, Sask., Can

Mickey MacLellan
Early Risers 2448-42, Saskatoon, Sask.,
Can

John E. Hanlin
Seven Seas 3296-42, Sask., Can

Jerri L. Fielding
Early Bird 1061-44, Odessa, TX

Cheryle Kopp
Daybreakers 1327-44, San Angelo, TX

Margaret Flory
Sandoz 2371-46, East Hanover, NJ

Estelle T. Ciriano

Pacers 2608-46, New York, NY

Alma M. Wedge
Richmond Country 3817-46, Staten Island,
NY

Morris Levy
Greatest Homestead 1867-47, Homestead,
PL

Dan R. Groom

Calliope 2821-47, Orlando, PL

Doris Barry
New Providence 3596-47, Nassau,
Bahamas

Lilliam Lorraine Gross

Harris Uptowners 4170-47, Melbourne, PL

Joachim W. Operskalski
Verdugo Hills 434-52, Montrose, CA

Raymond E. Herzog
ARCO 616-52, Los Angeles, CA

Lawrence H. Levy
Energy 3176-53, Wethersfield, CT

JoAnn McElroy
1960 North Houston 2659-56, Houston,

TX

Paul H. Meeting
Gulfgate 2912-56, Houston. TX

Elsa Pierce

Sacbor 4988-57, Hayward, CA

Ronald A. Phelps
Greenville 964-58, Greenville, SC

Connie Shade

Kalmia 1239-58, Aiken, SC

Richard Alan Puffer

Hartsville 1598-58, Hartsville, SC

Ben A. Page
Grand Strand 5289-58, Myrtle Beach, SC

Sadanand D. Mankikar

Yonge-Bloor 1830-60, Ottawa, Ont., Can

Muriel A. How

Ottowa 1935-61, Ottowa, Ont., Can

Ronald S. Brown

Brandon 293-64, Brandon, Man., Can

John R. Forton
Lockport 4759-65, Lockport, NY

H. J. Dell
Cavalier 596-66, Hampton, VA

Paul A. Jacohi
Bellwood 3282-66, Richmond, VA

James E. Roberts Sr.
Blacksburg 3351-66, Blacksburg, VA

Frederick C. Helmer Jr.
Public Service 3174-68, New Orleans, LA

Michael C. Connor

Parlons-Nous 3939-68, Lafayette, LA

Kenneth James Stewart
Innisfail 2689-69, Innisfail, Qld., Aust

James M. Willis
Engadine District 3118-70, Sydney,
N.S.W., Aust

Ian R. Jamieson
Manukau Toastmasters 3461-72, Manukau,
Auckland, NZ

Mavis O'Flynn
Ballarat 3717-73, Ballarat, Vic., Aust

William A. Dolan

Ptarmigan 979-U, Anchorage, AK

Raney Colvill
Barbarossa 1807-U, Kaiserlautern, West
Germany

N€WCLUD5

5384-F Kennedy
Monrovia, CA—1st, 2nd & 3rd Tues.,
5:05 p.m., Kennedy Co., 1600 Shamrock
Ave. (357-8831).
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5393-F Bourns

Riverside, CA—Wed., 7 a.m.. Bourns,
Inc., 1200 Columbia Ave. (781-5213).

5387-3 Toastmasters de Nogales
Nogales, Sonora, Mexico—Thurs., 8 p.m.
Bandais Office, Adolfo Lopez Mateos
#13414 (281-9244).

5400-3 Livewires

Phoenix, AZ—Wed., 6:45 a.m.. Great
Western Bank Bldg., 4041 N. Central
Ave., 8th Floor Conference Room

(235-8584).

5392-7 PAPSA

Portland, OR—Wed., 6:30 a.m., Blan-
chard Educational Services Center, 501 N.
Dixon St. (277-3054).

5405-14 Kennestone System
Marietta, GA—1st & 3rd Thurs., 3:30
p.m., Kennestone Hospital-Educational
Services, 677 Church St. (426-3226).

5396-15 Salty Tongues
Salt Lake City, UT—Thurs., noon,
Sorensen Research, 4455 Atherton Dr.
(277-0202).

5411-15 Post Toasties

Salt Lake City, UT—1st & 3rd Pri., noon.
Airport Inn, North Temple (292-1031).

5415-17 Libby
Libby, MT—1st & 3rd Mon., 7:30 a.m.,
Forest Supervisor's Office, Hwy. 2
(293-9100).

5399-20 Federal Interagency
Pargo, ND—2nd & 4th Mon., 5 p.m.,
Pargo Post Office, 653 2nd Ave. North,
Rm. 319 (237-5771, x 304).

5403-21 Sunshine

Gibsons, B.C., Can—Thurs., 6:30 p.m.,
Gibsons Building Supply "Building,"
Hwy. 101 (886-8071).

5385-23 High Vibrations
Albuquerque, NM—Wed., noon, Carraro's
Pizza and Italian Restaurant, 108 Vassar
Dr., S.E. (293-2455).

5382-24 Sunset Speakers
Grand Island, NE—Mon., 5:45 p.m..
Goodwill Industries, 1804 S. Eddy
(384-6677).

5391-24 Officers' Speakeasy
Omaha, NE—Wed., noon, Omaha Police
Division, 6th Fl., 505 S. 15 St. (444-5774).

5409-25 Mobil 1

Dallas, TX—Wed., 4:30 p.m., Mobil
Research & Development Corp. 13777
Midway Rd. (851-8459).

5413-25 R.S. & L.

Dallas, TX—Tues., 7 p.m., Richardson
Savings, Farmer Branch Office, 2824
Valley View Ln. (235-4571).
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5412-28 Speakers of the House
Mt. Clemens, MI—2nd & 4th Tues.,
noon, Allied Automotive, BSRD, 353 Cass
Ave. (469-2900).

5417-30 Montgomery Ward Insurance
Group
Schaumburg, IL—Thurs., 11:30 a.m.,
Montgomery Ward Insurance Tower, 200
N. Martingale Rd. (490-3009).

5418-30 T.R. Toasters

Chicago, IL—1st Mon., 5:30 p.m., 3rd
Mon., noon, Touche Ross & Co., 11th
Floor Training Room, One Illinois Center,
111 E. Wacker Dr. (644—8900).

5422-30 Michael Reese

Chicago, IL—1st & 3rd Tues., 11 a.m.,
Michael Reese Hospital, Lake Shore Drive
at 31st St. (791-3040).

5414-31 Articulators

Hudson, MA—Tues., 7 p.m.. Digital
Equipment Corp., 75 Reed Rd.
(568-4915).

5408-35 Medford Area

Medford, WI—2nd & 4th Tues., 5:15
p.m.. Tombstone Pizza Corp., 940 S.
Whelen Ave. (748-5550).

5395-36 Walter Reed Five Star

Washington, D.C. — 1st & 3rd Wed., noon,
Walter Reed Army Medical Center, Rm.
2H28, Georgia Ave., N.W. (576-1600).

5424-37 ETC-ETC

Charlotte, NC—1st & 3rd Tues., 6 p.m.,
Ryan's Family Steakhouse, 930 Tyvola Rd.
(365-3900).

5420-39 Carson Valley
Gardnerville, NE—Wed., 6:30 a.m.
Sharkey's Nuggett, 1440 Highway 395,
Prime Rib Room (265-2229, or 3154).

5421-39 Roast Toasties

Stockton, CA—Fri., noon, American Sav
ings Training Facilities, 242 N. Sutter
(957-6597).

5397-42 Boast

Edmonton, Alta., Can—6 p.m.. Boast
Office, 203 McLeod Bldg. (465-2833).

5401-42 Peace River and District

Peace River, Alta., Can—Wed., 7 a.m..
The Mayflower Restaurant, Main Street
(624-2574).

5381-44 Texaco

Midland, TX—Wed., 11:35 a.m., Texaco
Inc., 300 W. Wall, Room - Fifth Conf.
(682-0541).

5394-46 True Potential

Rego Park, NY—Mon., 6:45 p.m.. Lost
Battalion Hall, Dept. of Parks, 93-25
Queens Blvd. (848-0410).

3774-47 St. Augustine
St. Augustine, FL—Sat., 8:30 a.m..
Chimes Restaurant, 12 Avenida Menendez
(824-9141).

5390-47 Talk of the Town

West Palm Beach, FL—Thurs., 12:15
p.m.. Red Lobster Restaurant, 2201 Palm
Beach Lakes Blvd. (683-5500).

5404-48 Parisian

Birmingham, AL—Tues, 8 a.m., Parisian,
Eastwood Mall, 7753 Crestwood Blvd.
(226-2210).

5425-60 Ajax-Pickering
Ajax, Ont., Can—Wed., 7:30 p.m., Har-
wood Secondary School, 80 Falby Crt.
(683-5269).

5407-61 Dawn Breakers

Ottawa, Ont., Can—Wed., 7:15 a.m.,
Telecom Canada, 410 Laurier Ave., W.
(560-3946).

5410-61 "Rive Sud"

Nicolet, Que., Can—Tues., 7:30 p.m..
Restaurant L'Erabliere, 1340 Rg. Ste.
Marie (293-6955).

5419-62 Marshall Morning
Marshall, MI—Tues., 7 a.m.. Win
Schuler's, 115 S. Eagle (781-6348).

5416-64 Dryden
Dryden, Ont., Can—Wed., 6:30 p.m.,
Best Western Motor Inn, Highway 17
(223-4896).

5388-68 Opelousas
Opelousas, LA—Thurs., 6:45 a.m.. Palace
Cafe, 167 W. Landry (948-3011, x 299).

5389-73 BHP

Melbourne, Viet., Aust—2nd & 4th Tues.,
4:30 p.m.. Head Office BHP, 140 Williams
St. (609-3730).

5423-73 Gourmet

Melbourne, Viet., Aust—First Wed., 6:30
p.m., Parkers Restaurant, 265 Johnson St.
(605-3513).

5383-75P Dagupan
Dagupan City, Philippines—Thurs., 7:30
p.m.. City Engineers' Office Conference
Hall (33-75).

5406-75P Queen City
Cebu City, Cebu, Philippines—Sat., 6:30
p.m., Atlantis Hall, Hotel de Mercedes,
Pelaez St. (83248).

5398-U Tonatiuh

Mexico City, D.F., Mexico—2nd & 4th
Tues., 8 p.m.. University Club, Paseo de
la Reforma #150 (524-85-74).

5402-U Communicators

Mariana Islands, Guam—Thurs., 11:30
a.m.. Reef Club, NAVCAMS WESTPAC.
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45 Years

Chiropractic 136-F, Whittier, CA

40 Years

Rochester 271-6, Rochester, MN
Pioneer 272-20, Moorhead, MN
Golden Empire 270-33, Bakersfield, CA

35 Years

South Bay 161-5, Imperial Beach, CA
High Dawn 730-7, Portland, OR
YMCA 715-11, Anderson, IN
Rocky Mountain 739-26, Denver, CO
Mile High 741-26, Denver, CO
Park Ridge 381-30, Park Ridge, IL
Kamehameha 720-49, Honolulu, HI

30 Years

1577 1577-4, San Jose, CA
Findlay 1563-28, Findlay, OH
Doylestown 1540-38, Doylestown, PA
Seven Hills 1578-40, Cincinnati, OH
Bow Valley 1494-42, Calgary, Alta., Can
Ambitious City 1586-60, Hamilton, Ont.,
Can

25 Years

Monroeville 2954-13, Monroeville, PA
Allegany 2986-13, Cumberland, MD
Sub & Surface 2886-38, Philadelphia, PA
Hershey 2990-38, Hershey, PA
Chanticleer 1624-39, Sacramento, CA
Parkersburg 2891-40, Parkersburg, WV
Seaway 2959-61, Cornwall, Ont., Can
Georgetown 2687-U, Georgetown, Guya.

20 Years

Downtowners 3801-26, Denver, CO
New Berlin 3803-35, New Berlin, WI
Plaza 3776-36, Arlington, VA
Northern Valley 1040-46, Dumont, NJ
Clifton 2664-46, Clifton, NJ
Helmsmen 3764-47, Orlando, FL
Hollywood 3770-47, Hollywood, FL
St. Augustine 3774-47, St. Augustine, FL

15 Years

Maple Drive 2789-14, Atlanta, GA
Monroe 3324-14, Monroe, GA
Bien Dicho 696-23, Los Alamos, NM
West Broward 2903-47, Ft. Lauderdtile,
FL

Speak Easy 2832-68, Monroe, LA

10 Years

Capistrano Valley 1707-F, San Juan
Capistrano, CA
New Frontier 3096-14, Atlanta, GA
Keynoters 2434-30, Chicago, IL
NUS 2408-36, Rockville, MD
Eno 1663-37, Durham, NC
Paradise 299-39, Paradise, CA
Beaches Area 2862-47, Jacksonville Beach,
FL

Clear Lake 43-56, Houston, TX
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What Every Club Needs
Basic tools for managing your club and meeting member needs.

367-368. Tl Posters. Eye-catch
ing works of art will help you get
your message across quickly
and eloquently. Two sizes avail
able, The smallest (367) Is
11" X 14". The color scheme is

navy blue and white and there's
space for your club's name,
meeting time and place and
phone number. Set of 10: $2.00.
The large red, white and blue
poster (368) Is 22" x 17" and
comes with a plastic stick-on
brochure holder. Set of three:

$4.00.

99-101. Promotional Brochures.
Toastmasters has completely
revised Its promotional bro
chures. The new brochures in
clude Reach Out For Success

(99), which tells prospective
members what Toastmasters Is
all about; Join Us For Success
(100), which Includes state
ments from prominent persons
who have been helped by Toast-
masters; and Speak Up and Get
Ahead (101), which Is tailor-
made for company clubs that
want to promote their programs
within their organizations.
Clubs may request up to 15 at
no charge. Additional copies
are 2 cents each. Contact World
Headquarters' order department
for details on quantity prices for
orders of 1000 or more,

1159. Membership Growth
Manuai. A wealth of Ideas plus
promotions for attracting and
keeping members. $1.50 each.

IYou Can Be
A Success

You Can Be
A Success

I
Toosimosten wW he4p you..

usren eflecnvety

irtcreat* your
earning power

oon doKMYOu
Speak Up

Speok Up

0«t Ahead

I

I

rr^.

IT;

7i

1555. Communication and
Leadership Library Set. Every
club should have basic C&L
manuals on hand for new mem

bers. Set of four is $13
If members have already com

pleted the Advanced C&L
Manual, help them continue to
grow by urging them to go
through the six new advanced
manuals:

• 226-A. The Entertaining
Speaker

• 226-B. Speaking to Inform
• 226-C. Public Relations

• 226-D. The Conference
Speaker (The Discussion
Leader).

• 226-E. Specialty Speeches
• 226-F. Speeches By

Management
$1.50 each.

• 226-G. Professional Speaker

227-D. Progress Chart Kit. Keep
track of members' progress with
the Member Program Progress
Wall Chart and file copy for the
basic C&L program (227, 227-B)
and same for Advanced pro
gram (227-A, 227-C). $4.00.

384. Official Ciub Meeting
Plaque. White plastic plaque,
10" square. This attractive
plaque makes an effective pro
motional tool to hang In res
taurants, auditoriums, business
rooms , . . wherever your club
meets. Includes pressure-sensi
tive decals for posting the day
and hour of your meeting. $3.50.

FOR KnCR USTENING-TNINKIW-SPCAKING

W£DN£SPAV

1

CLUB No. 170

03WONO, OKLAHOMA

234. Ciub Banner. Gold satin

banner 3' x 4' with blue Toast-

masters emblem. Specify club
name, number, city and state.
$45.00

Lectern and Gavel

• 371. Portable Lectern.

Lightweight steel with Toast-
masters seal. $35.00.
• 375. Gavel. Handsome

wood finish. Perfect for club

meetings and conferences.

$6.50.

Attendance and Dues Records.

To help your club with its ad
ministration and records, Tl

provides a collection of mate
rials. Simplify the job by order
ing:
• 37. Dues Receipt Pad.

$1.00.
• 83. Simplified Club Finan

cial Record. A set of 12 copies
of Cash Receipts and Disburse
ments Journal and six copies of
Membership Roster and Record
of Dues Paid. $2.00.
• 356. Kompletekit fort he

Secretary or Treasurer. Handy
portfolio of club record forms
for an entire year. $1.75.
• 912. Meeting Reminder

Cards. Five copies each of eight

different postcards to remind
members to attend meetings.
$2.00.
• 1503. Record of Regular

Meetings. A system for keeping
accurate minutes. 40 sheets at

80 cents.

Regularly review your supply catalog for more Ideas, particularly dub awards and trophies. Also, add 20% postage and handling for all Items unless
otherwise indicated In the catalog. Include dub and district number on all orders: California residents add 6% sales tax. Send to: Toastmasters Interna
tional, P.O. 10400, Santa Ana, OA 92711


