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What About Reprints?

Congratulations on the "new" look of

The Toastmaster. As a full-time editor

for over 20 years and an award winner

In the British Association of Industrial

Editors, I appreciate the difficuities

entailed, which I know I cannot always

surmount.

From the very first page with your

"Letters to the Editor" column, you point

the way to the two-way communication

which I believe to be the basis of our

training program. The remainder has a

relevance which all personnel mana

gers should immediately recognize as

needed for their own company training

programs.

I believe the article that appeared

in the May, 1975, issue of THE TOAST-

MASTER on motivation is a good exam-

pleof this. Why not make a reprint of this

article available for distribution at busi

ness conventions, at which time such

managers come together in search of

their own motivation? It would certainly

be excellent publicity for Toastmasters

International.

Dennis A. Tyler

Abingdon, Oxon, England

We are currently looking Into the sub

ject of reprinting articles from THE

TOASTMASTER. Any suggestions?—Ed.

On Evaluation

Several months ago, I was invited to a

Toastmasters club meeting.

The idea —and total concept behind

the program — is very good. I can truly

say that I learned to be a top photog
rapher by laying my ego on the line for

evaluation. Consequently, I heartily

approve of this and the impromptu por

tion of the Toastmasters program.

When constructive evaluation is given

with the intent of being helpful, it is fine.

But I witnessed a vindictive, sadistic

type of evaluation that ieft a couple of

people confused and stilted ... and this

almost made me sick.

You cannot develop an easy-going
style when people pounce on you in

such a vindictive manner, when their

utmost joy seems to come from criti

cism—criticism that is not an honest

effort to help and guide a person to per

ceive errors that he cannot, objec
tively, perceive himself.

Nick Di Ross

Mesa, Arizona

A Membership Builder
Since joining the New York Toast-

masters Club 1949-46, I have really

enjoyed reading the monthly issues of

ThbToastmaster magazine. However, I

think the magazine can be more effec

tively utilized and wouid like to suggest

some ways to do this;

1. Hand them to a prospective mem

ber or guest during your club's

meeting.

2. Give them away to business ac

quaintances on trips and meetings.

3. Put them in your company's em

ployee lounge or visitor's waiting

room.

4. Send them regulariy to your pub
lic library or, better yet, buy them

a gift subscription.
If these suggestions are used, I believe

they may help persuade more people to

join Toastmasters.

Emi A. Travers

New York City, New York

Clarity vs. Space
I am writing to criticize the arrange

ment of the "Hall of Fame" column.

In earlier issues (see August, 1974),

the names of the ATMs and DTMs were

listed much clearer. In addition, I would

suggest that you list them by district

number, realizing that to list them by

club numbers would be too much work.

If this is done, I won't have to take a

magnifying glass to look for an ATM in

my district, a task that usually takes me

about 25 minutes.

Ernest Heiibronner, ATM

Dayton, Ohio

Because of this and similar letters, we

will list ATiyis and DTMs in district order,

beginning next month. Sorry about the

small size, but magazine space is really

limited. —Ed.

From the Editor

In last month's magazine, we listed

Milt Laflen, DTM, as the District 3 gov

ernor receiving the President's Dis

tinguished District Award for 1974-75.

William Crawford, ATM, who took over

as District 3 governor in April, actually

received the award. Our congratula

tions to both of these outstanding

Toastmasters officers.

"Letters to the Editor" are printed

on the basis of their general reader

interest and constructive suggestions.

All letters are subject to editing for

reasons of space and clarity and must

include the writer's name and address.

TOASTMASTERS INTERNATIONAL is a non-profit, educational organization of Toastmasters clubs throughout the world.
First Toastmasters club established October 22, 1924. Toastmasters International was organized October 4, 1930 and incorpo

rated December 19,1932.

A Toastmasters club is an organized group, meeting regularly, which provides its members a professionally-designed program
to improve their abilities in communication and to develop their leadership and executive potential. The club meetings are conducted
by the members themselves, in an atmosphere of friendliness and self-improvement. Members have the opportunity to deliver prepared
speeches and impromptu talks, learn parliamentary procedure, conference and committee leadership and participation techniques,
and then to be evaluated in detail by fellow Toastmasters.

Each club is a member of Toastmasters International. The club and its members receive services, supplies, and continuing

guidance from World Headquarters, 2200 N. Grand Ave., Santa Ana, California, U.S.A. 92711.
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To study Will Rogers' brand of humor

is to study America itself. Private

citizen, newspaper columnist, noted

lecturer, motion picture actor, humorist,

political commentator — Will was all

of these. But to the average man and

woman around the world, he stoodfor

more than that — much more.
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51 Years...

and Growing

by George C. Scott, DTM
International President
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This month, thousands of Toastmasters around the world

will celebrate the 51 st anniversary of an organization that has
continually dedicated itself to improving the communication
and leadership abilities of its members. Yes, we've come a
long way from the first Toastmasters club meeting in October
of 1924, but we can—and will—go farther.
Have you ever stopped to ask yourself what your Toast-

masters membership means to you? If so, you've probably
come up with a list that includes self-improvement, leaderhip
opportunities, fellowship, and a number of other things.
Now, ask yourself what Toastmasters can mean to those who
have not been exposed to the program. The list is endless.

In today's highly advanced world of communication, there is
a definite need for the self-development opportunity your
Toastmasters club can provide. And what's more, there are

people who are searching for it — people who realize that the
ability to communicate effectively is the most useful skill a
man or woman can possess. It is up to us to provide them with
the opportunity to develop the.se skills.
Why should you bother building your club's membership?

There are many reasons. But perhaps the most important is
that an increased club membership helps you meet whatever
goals you have set for yourself.

In the Toastmasters club, programming is as effective as

its membership wants it to be. When we increase our club '
membership, we open our doors to fresh ideas from varied

types of intellects and personalities. And this helps all of us.

The Toastmasters organization was founded on the concept
that we learn from each other. That still applies. But if
Toastmasters were just you and me, our individual growth
would be limited to what our thoughts and ideas are. We need
other people to help us grow, to help us expand our communi
cation and leadership abilities. We need a continuous flow of

new members.

Take advantage of the membership building programs
Toastmasters has provided you with and ask a friend to share
your learning experience with you. Show him materials he will

receive. Tell him about the opportunity he will be given to

work with a fine group of people dedicated to improving each
other's communication abilities, and the self-confidence and

self-esteem that will surely follow.

Let's tell people about the good things in Toastmasters.
We have something to be proud of. There's no better time to

do this than during Toastmasters' Anniversary Month. Use
all of your resources; talk to all of your friends and business
acquaintances; and, encourage them to get involved in your
club. They'll benefit... and so will you.D
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May We Send You This Famous 12-Cassette Course—

THE EXECUTIVE'S SHORTCUT
COURSE TO SPEECH IMPROVEMENT

—To Hear at Our Expense?1
TRIAL

It takes just 30 minutes to listen to tape No. 1—"THE ART OF HUMOR
OUS SPEECH," but it will convince you of the unique learning ease
that comes with cassette tapes—

It Tells You How to Deliver a Joke so Easily and Naturally You'll Learn How
to Win Over Your Audience at Once—Whether There Are 1, 2, 10, or a Thou
sand Listeners!
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Discover for yourself how it helps give you the forceful precision
that sets aside the executive with speaking skills from the ordi
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EXAMINE THE GREATEST ASSORTMENT OF JOKES, STORIES
AND ANECDOTES EVER ASSEMBLED!
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source of timely, topical humor—more than 300 pages enrich
your repertoire of jokes for every occasion!
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Completely Indexed and Cross-Referenced!
1,580 Topics from Absent-Mlndedness to Zoology!
Packed in a handsome, compact, sturdy Carrying Case—
Convenient! Easily Transportable! Holds Everything!

COUPON BELOW SAVES YOU MORE THAN TWENTY-FIVE

DOLLARS!

Ordinarily a 12-month subscription series valued at $83,40, you
may now receive the entire course at one time—saving us post
age expense and yourself money. The complete course—12 Cas
sette Tapes, the vast Story File, and handsome Carrying Case

—is yours for only $57.00, a savings of over 30% from the month
ly program price. And you have your choice of 2 convenient pay
ment plans. But send no money now.
Take up to 15 Days to Examine All Materials. If You Are Not
Completely Satisfied, Return the Materials In Their Compact
Carrying Case—Pay Nothing and Owe Nothing!

NO-RISK TRIAL COUPON

A REGULAR $83.40 VAL

UE—THIS SPECIAL DIS

COUNT OFFER SAVES

YOU $26.40—REDUCES
THE COST OF THE COM

PLETE PROGRAM TO

ONLY $57.00!

THE BUREAU OF BUSINESS PRACTICE • 24 Rope Ferry Road • Waterford, Conn. 06386

Please send me THE EXECUTIVES SHORTCUT COURSE TO SPEECH IMPROVEMENT—the

complete course includes 12 Cassette Tapes, the Speaker's File ot Humor, and a compact, hand
some, Carrying Case—which I may examine without obiigation for 15 days. During that time, if not
completeiy satisfied, I wili return the materiais to you—and not owe or pay a cent! Otherwise, i wiii
keep the material for the special discounted price of oniy $57.00, plus a small charge for postage
and handling.

□ Blli me for $57.00, plus a small postage and
handling charge.

(ETI-Off-6)

NAME

FIRM _

□ Bill me In two equal Installments of $28.50
each, plus a small postage and handling charge.

(ETI-Off-7)

TITLE

□ HOME
ADDRESS □ OFFICE.
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6872-L5
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A Portrait In Rnmor
by Mike Snapp

'7 like jokes where, if you are with a friend and you hear

it, it makes you think and nudge your friend and say:

'He's right about that.'"

Whenever any worthwhile study of
American humor and humorists is under

taken by anyone interested in the over
all realm of communication, there are a

few names that immediately come to

mind. Of these names, none have man

aged to capture the hearts of the Ameri
can people and the people around the
world like the cowboy philosopher from
Oklahoma, Will Rogers.

To study Will's brand of humor is to
study America itself. Private citizen,

newspaper columnist, noted lecturer,
motion picture actor, humorist, political
commentator — Will was all of these.

But he stood for much more than that.

He was a symbol of the abstract concept

of "the average man" and possessed a
unique ability to express the thoughts,
feelings, and attitudes of most Ameri
cans about politics, religion, morality,
and international affairs. When he died

on August 15, 1935, in an airplane acci
dent in Alaska, virtually the entire

All photos courtesy of the Wil l Rogers
Memorial Commission, Claremore, Oklahoma.

world mourned his passing.

Although Will's humor in itself was
unique, the methods he used to convey
that humor were not and can be found in

any book that deals with humorous
speaking. Before examining those tech
niques which he used so well, it might be
best to take a look at the evolution of

Will Rogers's style of humor.
Born on November 4, 1879, in his

ranch home near Claremore, Oklahoma,

he was the youngest of eight children,
only four of whom reached adulthood. A
quarter-blood Cherokee Indian, he was
taught the skills of riding and breaking
horses, roping, and branding.

Vaudeville

After receiving almost 10 years of for
mal education, he traveled to Argentina

and South Africa as a trick rider and

roper in Texas Jack's Wild West Show.
When the show visited New York in

1905, Will got his first taste of vaude
ville and decided to give it a try.
At that time, vaudeville was in its hey

day and was constantly searching for
new talent to present to its audiences. Al
though the idea of a roping act did not



particularly appeal to most of the theater
owners, they finally agreed to give young
Rogers a chance.

Since Will's act with the Wild West

Show had not included any verbal con
versation with the audience, he saw no

reason to change it when he came to
vaudeville. The act merely consisted of a

horse and rider galloping across the

stage and Will tossing a rope on each of
them. While it was not one of the most

professional acts the vaudeville audi
ences had seen, it was certainly a novelty

and helped keep their attention while
they waited for the next performers.

The Talking Cowboy
There are conllicting reports about the

first time that Will spoke on stage, but

most agree that it happened one night
when he tried to explain to the audience

the difficulty involved in the trick he was

about to perform. He's said to have
taken off his hat, scratched his head and

drawled: "I want to call your sho-nufT

attention to this little stunt I am going to

pull on you, as I am going to throw

about two of these ropes at once, catch

ing the horse with one and the rider with
another. I don't have any idea I'll get it
but here goes."

With this first contact with his audi

ence, Will had discovered what was to

become his trademark. He began to talk

casually to his audience as he performed

his rope tricks ("Swinging a rope is all

right. When your neck ain't in it."), his

act prospered, and he eventually became

a member of the Zieglield Follies, where
he started using current topics of the day
out of the local newspapers for humor.

John Crawford, in a column that

appeared in the December 14, 1924, issue
of The New York Times described Will's

act this way: "When Will Rogers comes

on the stage at the Follies with his jaws

loaded with chewing gum and his arms

loaded with ropes, he makes you feel

sorry for him. You know he is going to

get tangled up on the ropes or lose a
stroke of his gum. He stands there

intent on getting a line or rope around
each footlight, or that is how it looks

from the other side. If he should miss

one of those bulbs, you know he'd never

get over it. He begins talking in his

Oklahoma drawl, and all the while he is

chewing gum and playing with the
ropes. When he begins to make the
ropes writhe like snakes and strike the
bull's-eye time and time again with his
quaint, homely wit, you are as proud of
him as if you had done it yourself."
As his popularity grew, he began to

branch out in numerous directions. He

went on to write books and nationally

syndicated columns for newspapers. He
became a star of radio and motion pic

tures and became world famous as a

commentator on international affairs.

Following his death in 1935, he be
came a legend a title he earned by
writing and lecturing on observations of
his age in the guise of a homey, cracker-
box philospher whose common-sense
pronouncements reflected the pattern of
popular thought in the 1920s. It was

this quality that earned Will Rogers not
only a place in the history of his time,
but in the literature of humor as well.

Everyone's Spokesman

Although there are many theories on
why Will's humor was so appealing,
most agree that his popularity stemmed
from the fact that he had the ability to

say what the average person was think
ing in terms the average person could
understand. "You see," he once told the

readers of one of his weekly newspaper

columns, "the subtle thing about a joke
is to make it look like it was not a joke."

This ability to make a joke look like
something else came easy to Will, be
cause he was virtually the same in private
as he was in public life. The Oklahoma
drawl that, to some, might have seemed
contrived was real, as were his pungent

metaphors and rude colloquialisms. But
there was a dilTerence.

While he pretended to be ignorant and
illiterate, he was neither. His constant

reading of books and newspapers made
him a well-informed man and did much

to disprove one of his most famous
lines ("All I know is what I read in the
papers.").

Although most of the jokes he used on
stage and in his columns did, indeed,
appear spontaneous, a great deal of work
was put into them before he presented
them to his audience. He never got the

exact phrasing right the first time and
constantly tried to improve on his lines.
A staff writer from the New Republic,
upon visiting Will's dressing room at the
Follies, made the following observation:
"In the typewriter, on this occasion, was
a sheet of paper on which were written
seven or eight versions of the same quip,
each an improvement on the one before.
In the performance, he did his mono
logue with the lariat. In the middle of it,
he stopped, chuckled as though a thought
had suddenly struck him at that minute
and repeated the final version of the
joke verbatim."

But like any good humorist, and for
that matter, any good speaker. Will

relied on certain techniques with which

to carry his message to the audience in

the most effective way possible. He

often used exaggeration and possessed

the great ability to create funny images
in the minds of his audience. He used the

element of surprise, as well as the

"punch line" or "snapper" and even
relied on the common pun to produce

laughter. While these techniques were

not the only ones used by Will, they com

bined to form the concrete foundation on

which he based his humor.

Exaggeration

According to many noted historians

and humorists, Will liked to think that

exaggeration was the basic foundation
of his humor and used it whenever possi

ble. He would take the truth and then

extend it just beyond the realm of pos
sibility, not far enough to be considered
burlesque, just far enough so his audi
ence could recognize the absurdity of his

statements. Like anyone who attempts

to use exaggeration in a written or ver
bal presentation, he realized that humor-
ous exaggeration is based on the
incongruity between what the reader or
listener expects to hear and what the

humorist provides in his extension of the
truth.

In 1930, Will attended the ten-day
London Naval Conference and used this

technique of exaggeration to comment
on what was happening. Sponsored by
Great Britain, the purpose of the confer
ence was to discuss the problem of naval
limitation of small ships not covered by



1

r -

■H

i^4

m

kf.

\

L

fmm Line

any earlier agreements. As a result of the
treaty that was negotiated between the
nations attending, Will had this com
ment: "Well, we got the treaty signed for
the limitation of naval vessels. You
hold a conference and decide to sink
some vessels that would sink them
selves if the conference was postponed
for another week. England is to sink
three battleships that competed against
the Spanish Armada. Japan is raising
two that the Russians sunk and will
resink them for the treaty and the week
lies. We are building two to sink."

Although the terms of the treaty Will
commented on were true, the methods
which he listed were highly exaggerated.
Had he said that England and Japan
were sinking ships from World War I,
it would not have been as funny. In addi
tion, the very idea that England and
Japan were reaching into the past for
ships to sink while the United States
reached into the future provided his
audience with an exaggerated look at
the world situation at that time.

Creating the Image
The creation of a funny image in the

minds of his audience also played a large
part in Will's humor. He could create a
picture of something so funny and so
absurd that his audience found it impos
sible not to share in his amusement of
the subject.

Will found the arrival of the American
delegation to the London Naval Confer
ence to be an excellent subject for his
technique. "The American delegation
arrived this afternoon," he said, "and
went into conference at once at the
American Bar and sank a fleet of
schooners without warning."

While this may have alarmed those
who were not familiar with Will's kind
of humor, it serves as an excellent exam
ple of his ability to create absurd images.
The very idea of American politicians —
especially those attending an interna
tional conference — going into a bar
distorts the very image of the power
they held. In addition, his use of the
term "schooner" meant to refer to the
liquor container instead of the ships,
also provided his listeners with an image
they would never forget.

All good humor, whether it is written
or spoken, usually carries an element of
surprise. Will's humor was no exception.
This ability to provide the audience with
the unexpected and catch them off guard
was another technique that Will had
come to master before his death.

During the Great Depression, he used
this element of surprise to comment on
the high rate of unemployment, a sub
ject not usually associated with humor.
"Now everybody has got a scheme to
relieve unemployment," he said, "but
there is just one way to do it and that's
for everybody to go to work. Where?
Why right where you are, look around
and you see lots of things to do, weeds to
be cut, fences to be fixed, lawns to be
mowed, tilling stations to be robbed,
gangsters to be catered to Course a
man won't get paid for it but he won't
get paid for not doing it either."

The Attention Grabber
The element of surprise in this para

graph comes when he lists the ordinary
(". .. weeds to be cut, fences to be fixed
.  . .") and suddenly switches to the
absurd ("filling stations to be robbed
. . ."). He had captured his audience's
attention and prepared them for the last
line, the whole purpose of his message
(".. . Course a man won't get paid for it
but he won't get paid for not doing it
either.").

Will also used this element of surprise
as a weapon, usually while playing the
role of the "fool" character who was
unable to understand the obvious, a char
acter who was naive and unsuspecting of
the motives of certain people who made
public statements what were obviously
untrue.

For example, during Prohibition in the
United States, temperance leaders tried
to get the U.S. government to exert
pressure on the Mexican government to
close down the border towns of Tijuana
and Mexicali by alleging that these cities
were a corrupting influence on Ameri
cans who were touring. "Americans
don't want to drink and gamble," Will
said. "They just go over there to see the
mountains and these scheming Mexicans
grab 'em and make 'em drink and make
'em make bets and make 'em watch the
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racehorses run for money. It seems that
Americans don't know these places are

over there at all, and when they get there

these Mexicans spring on 'em and they
have to drink or the Mexicans will kill

'em. All in the world we have to do to

keep our citizens pure and good like they
have been all this time is not allow them

over the line. If we have to admit that we

were raising people that don't know
enough to take proper care of themselves,
we will have to do it by another Amend
ment as follows: Americans arc not al

lowed anywhere where they will be
subject to evil influences."

The Punch Line

Anyone who has ever tried to give a
humorous speech is familiar with the
"punch line" or "snapper" - that final
sentence in a joke or anecdote that sum
marizes the essence of the thought or

message that the speaker is trying to put
across. Will understood this concept and
often used it very effectively. This ability
to sum up a complicated problem in a
few short words was one of his greatest

assets.

An excellent example of Will's use of
the punch line may be found in a column
he wrote regarding the retirement of
General John J. Pershing from the
United States Army. "Eighty thousand
people paid 800 thousand dollars to see
twelve rounds of wrestling between Wills
and Firpo (for the heavyweight boxing
championship of the world)," he wrote.
On the same day these alleged fighters
received 150 thousand dollars cash for

36 minutes embracing while we released
on half salary Cieneral Pershing who has
spent 42 years fighting for his Country.
During 42 years his whole total salary
paid to him by (what is sometimes
humorously referred to as) a liberal gov
ernment never amounted to what these

men received in 36 minutes So if you

are thinking of taking up fighting as a
career why be sure and FIGHT FOR
YOURSELF INSTEAD OF FOR

YOUR COUNTRY."

A Bender of Words

The last technique often used by Will
was that of the pun, or play on words.
While not a punster in the strictest
sense, he did occasionally enjoy bending

JOKES for SPEAKERS!
For Toastmasters, Business Executives, Club Officers,

Roasters, or anyone who has to talk.

An up-to-date monthly joke-bulletin with approximately 100 tunny and
topical one-liners, zingers, and stories. Created by top Hollywood comedy
writers. Provides a continuous source of fresh professional material to
humorize your speech for any audience ... any occasion. Only $60 a
year for 12 issues. Sample issue (current) $5.00. Send check or money
order to:

JOKES UN-LTD.

1357 Miller Drive, Dept. 0-6, Hollywood, Ca. 90069

words and phrases to meet his own needs
as well as those of his audience. While

the pun may be, to some, the lowest
form of humor, when Will Rogers han
dled it, the pun became yet another tool
in the hands of a great mechanic.
Max Eastman, a noted humorist and

author of the book. Enjoyment of
Laughter, believed the subject of Will's
best pun to be Paneho Villa, the famous
Mexican bandit whose excursions

across the border were of constant em-

barassment to the American govern

ment. "I see by the headlines that 'Villa
escapes Net and Flees,'" Will once said.
"We will never catch him then. Any
Mexican that can escape fleas is beyond
catching."

On a personal wager with Will, Fast-
man distinguished ten points in which
this joke excelled the common pun. First,
the subject matter was interesting; sec
ond, the plausibility was perfect; third,
the audience was encouraged to keep
moving forward; fourth, the collapse of
the verbal vehicle was unforeseen; fifth,

the understanding of the shift from the
verb to a noun was comprehensive; sixth,
the audience could easily recover its
balance; seventh, the new line of thought
led to a superior attitude, since fleas
were more common in Mexico than in

America; eighth, the second idea made
great sense because the American gov
ernment couldn't catch Villa anyway;

ninth, there was a certain amount of
incongruity in a man escaping a military
net as opposed to a man escaping fleas;
and tenth, a man escaping fleas was

funny anyway.

Exaggeration, the creation of funny
images, the element of surprise, the
punch line, the pun — Will used all of
these basic humorous techniques in both
his written and verbal presentations. He
knew how to use them and where to use

them and took great care to see that each
phrase said exactly what he wanted it
to say.

A study of Will Rogers, then, is much
more than simply a study of a great man.
It is a study of humor. The techniques he
used and philosophy he followed are
useful to anyone who makes any kind of
humorous presentation. Although your
technique and message may differ from
his, you are trying to achieve the same
goal. You want to entertain while in
forming, to amuse while enlightening.

A Cowboy's Philosophy
In short. Will's philosophy on humor

was simple. First, use timely material.
There is no such thing as a new joke, he
often said, only old ones that have been
recast into different surroundings. He

related his humor to subjects that, at that
particular time, were of great interest to
his audience. Second, keep your jokes
short. "Being brief," he once wrote,
"somehow gives the impression of intel
ligence, and folks do admire intelli
gence." Few of Will's jokes ran over five
or six lines.

"I like jokes," Will often said, "where,
if you are with a friend and you hear it, it
makes you think and nudge your friend
and say; 'He's right about that.'" No
one did that better than Will Rogers. □
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Why-and-Because
Does It Really Work?

Q
O

o

If 1 were to ask you, "Did you have
a good time on your vacation in

Maine?" and you answered, "No, it

was a lousy disappointment from start

to finish," you'd be stating an opinion,
wouldn't you?

Then if I asked, "Why?" and you
answered, "Well, the cottage didn't
live up to the advertising, the people
next door drove us crazy, and every
thing was so expensive we overspent
our budget," you'd have the format

for giving a five-minute extempora
neous speech or a thirty-minute talk as

the main speaker at a convention.

Your Map to Success
Does this sound oversimplified?

Well, it is and it isn't. You don't start

on a trip to a strange place without a
road map to organize your itinerary,
do you? Too many people, however,
who are asked to make a speech over
look the fact that they're moving into
strange territory and that they need a
map to tell them how to go here, there,
and someplace else. Like a successful
trip, a successful speech begins, moves
forward, and arrives at its destination.

It doesn't just ramble here and there

and then stop when the time is up, even
if it's only half finished.
When I was an instructor in public

speaking at the University of Iowa, I
developed the "Why-and-Because
Method" of organizing extempora-
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neous speeches, when my students were

permitted to use only one 3x5 card
for their notes. I saw shaky-kneed,
stammering, tongue-stuck-to-the-roof-

of-the-mouth students become poised,
confident, and convincing speakers
within a short time.

The method is a four-sentence skele

ton that is fattened with examples,
anecdotes, statistics, veridical proof,
and facts.

Let's see how it works by using a
simple subject, such as your disap
pointing vacation, and see how it could
be developed into an entertaining and
interesting speech based on the "he-
causes" you gave in answer to my
question, "Why?"
Your simple outline would look

something like this; Subject of Speech:
My vacation in Maine was a disap
pointment. (Why?)
Body: (Because)
1. The cottage didn't live up to the

advertising.
2. The people next door drove us

crazy.

3. Everything was so expensive we
overspent our budget.

Conclusion: It is for these reasons

(becauses) that my vacation was one
I'll never repeat.
A subject as familiar to you as this

probably wouldn't require anything
more to get you started, keep you go

ing, and take you to the end. But let's
suppose you're so apprehensive at fac
ing a sea of eyes that you're afraid
you'll forget the examples you'll need
to explain each "because." Here's how

you would take that skeleton and put
clothes on it.

Subject of Speech: My vacation in
Maine was a disappointment. (Why?)
Body: (Because)

1. The cottage didn't live up to the
advertising.
a. The screens on the "beautiful

screened porch" were rusted
out and bugs swarmed over the

entire place.
b. The "lovely stone fireplace

was clogged with branches and
leaves, and the damper was
broken, sd we ate our "cozy
suppers" in front of an empty
fireplace with blankets around
us.

c. The "spacious bedrooms" were

about 10x10 feet and jammed
with broken-down furniture.

The "modern bathroom" had

rusted fixtures and broken

faucets.

2. The people next door drove us
crazy.

a. They ran in and out borrowing
food,icecubes, liquor,and soda.

b. They had four wild kids and a
barking dog that created a com-
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motion from dawn to dusk.

c. They gave wild parties that
lasted from dark until dawn.

3. Everything was so expensive we
overspent our budget.

a. The one village store had a
monopoly on food, so the priees

were outrageous.

b. Boats rented for $15.00 a day
(no hourly rate), so fishing was
too expensive, considering the
few fish there were to catch.

c. Entertainment was either in a

bar or a drive-in movie, and

prices so high in both we had to

stay home and play checkers.

Conclusion: A simple reiteration of the

"because" may sound oversimplified,
but by changing the rhetoric you can

pick them up and tie your speech

together.

Each of the subheadings can be ex
panded by incidents that wifl amuse your
audience and develop your speech. The
format will provide the security you
need to keep you on course and let you
sit down knowing exactly where you've
Ireen and why, and your audience knov\-

ing the same thing.

The Automatic Pilot

The nervous and inexperienced speak

er mopping his face with a sweaty hand

ean lean gratefully on his "Why-and-
Because" format because he'll have clear

signposts to guide him along and keep

him on automatic pilot, homing to his

destination. The fluent speaker who

depends on verbalization needs the secur

ity such an outline provides to keep him

from tossing abstract terms and broad
generalizations to his audience in an
elTort to disguise his unfamiliarity (or

ignorance) of the subject. A quick glance

at a notecard is enough to make any

speaker secure enough to maintain that

vital eye contact with his audience. It

helps if the major ideas are written or

printed in one color of ink and the minur
ones in another color, with the main

ideas clearly identified.

Preparing the Audience

Naturally, you're not going to stand

up and announce, "My vacation in
Maine was a disappointment, and Em

going to tell you why." It is necessary to
prepare your audience in some way be
fore you bluntly announce your subject.
So you do this by an introductory para
graph built around-a joke, anecdote,

personal experience, human-interest

story, statement by some authority, or
statistics (depending on the purpose of
your speech).

At the end of the introduction, state

your topic sentence in one straightfor
ward, declarative sentence. Then pro
ceed to di.scuss your first "because." You
can do this with a transition, such as "In

the first place," or "1 suppose the main
reason is," or "l.et me first explain," and
then give your first portion of the speech.

Remember that an audience must take in

what you say through its ears, and if
you take inductive leaps you're going to
leave them floundering somewhere be

hind you. Transitions are simply words

that indicate you're changing direction,
adding something, digressing briefly, or

usingan example for clarification. Words,
such as for example, in addition, now.
then, furthermore, or on the other hand.
signal a change in direction, exactly as
the directional signal on your car tells
other motorists what you're going to do.

Indicating that you're moving into
your second reason (because) is accom

plished by saying, "Another reason,"
"Now I'm going to tell you," "Added
to that is," or "In the second place."
You do the same thing for the third para
graph or portion of your speech by say

ing, "And finally," "Or in conclusion,"

or "Although this is my last reason, it

is by no means the least." To a captive

audience, such words are the most beau

tiful in the language, particularly if the
speaker is dull, pompous, or in love with
his own voice.

Okay? Your speech has a strong begin

ning, you've moved steadily along, keep

ing your listeners right with you, and

you're heading for your destination: The

End. You can't just abandon your speech
and sit down. It must be concluded, not

discarded.

A well-organized speech is analogous

to a snake with its tail in its mouth. It is a

closed circle with the end tied to the be

ginning.The simplest way to do this is

ju.st to repeat your three "becauses," and

they will link together to form a strong

lie-in with your introduction. If that

sounds too elementary, change the

rhetoric, but not the ideas. And don't

add a new one by saying, "Oh, that re

minds me of the time I went fishing in
Canada." Introducing a whole new idea

(subject for another speech) will leave
your audience feeling as though they

were hearing the first strains of a new

song and wondering what happened to

your vacation in Maine.
Organizing Opinions

In addition to the security provided by

this "Why-and-Because Method," orga

nizing your speech leads to responsible

thinking and speaking. Most of what we

say in ordinary conversation is based on

opinions or our value judgments, which

call for an explanation (reasons) why we
feel as we do. Many speeches are simply

informative or entertaining (hopefully

both), but there are many given for the

purpose of persuading an audience to
adopt a policy, take action, support a

cause, or underwrite major changes in

an organization. These are known as ar

gumentative speeches, which demand
responsible reasoning and in-depth
evaluation of the issues involved.

The organization of such a speech re
mains precisely the same as for the in

formative or entertaining speech with
one major exeeption. In any argument,
there are two or more sides to the ques
tion. So, if you're preparing a speech
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that take.s a definite stand on the right or
left of an issue, such as "I contend that

President Ford isn't approaching the un
employment problem in the right way,"
you're lighting the fuse to a stick of dy
namite if you don't acknowledge that
there are two sides to this argument. The
other Icllow may be just as convinced
that President Ford is handling the situ
ation wisely. And he won't delay in
telling you so.

So, how do you handle his arguments
and dispose of them? First, you marshal
your own "hecau.ses," by arranging them
in order of priority, finding accurate facts
to support your position, and investiga
ting the other side of the question. Then,
when you are familiar with the whole sit
uation, you gracefully announce that
there are two sides to the question.

And you do that this way. You open
each "because" with a lead-in statement

that would go something like this: "1 am
aware that President Ford believes the

present rate of unemployment is helping
to stabilize the economy, hut I don't
agree because... Then support your
contention with facts, statistics, examples,
or whatever you've discovered that ha.s

convinced you to think as you do.
Acknowledging the issues

Approaching the subject in this man
ner satisfies your audience that you, too,
acknowledge the issues at stake. To ig
nore the opposing view leaves you wide
open to a challenge and makes you ap
pear either biased or uninformed (worse
yet, ignorant) and irresponsible in your
thinking and reasoning (if unconsidered
statements can he called reasoning).
Too many of us use personal opinions

to influence others who are gullible or
trusting and don't demand proof or "he-
causes" to support subjective value judg
ments. Even a child should he asked

"Why?" when he comes stomping into
the kitchen shouting, "1 just hate that
Billy Jones!" He should he asked to pro
duce specific reasons for saying such a
thing. Many times, statements like this
fall apart when the real reasons for hav
ing voiced it are examined. Maybe he's
just mad at Billy for something he did or
said five minutes ago, hut he can't find
any other reasons for his sudden dislike

of his up-to-now "friend."
I believe that much of what passes for

thinking is just the rearrangement of
prejudices. However, if we're required
(and require) that facts he extended to
justify our off-the-top-of-the-head opin
ions, we're going to become more re
sponsible in our thinking and expect
others to he the same. It s an aware

ness of what goes on in our heads when
we're weaving our way through a mass of
ideas, suggestions, or contentions.
Whether they are our own or someone
else's makes little difference.

It Really Works
I know the "Why-and-Bccau.se Method"

really works. Why? Well, because it or
ganizes an entire speech (regardless of
length, substance, or purpose); it pro
vides security for both the stammering
and fluent speakers, because it keeps them
in control of their ideas and on course;
and it develops responsible thinking and
speaking that carries over into other
areas of our lives.

That paragraph is the horizontal out
line I used to write this article. In case
you think the "Why-and-Because Method"
is so simple it becomes immediately evi
dent to the audience, were you aware that
a topic sentence (my subject) and three
"becauses" were holding it together and
controlling the development?

If you weren't (and I hope you weren't),
check hack and see why I say the "Why-
and-Bccause Method" really works. □

Vivian Buchan received her bachelor's
degree in English from Coe College in
Cedar Rapids, Iowa, and her master's in
English from the University of Illinois. A
freelance writer, she is a former member
of the faculty of the University of Iowa,
where she taught expository writing, public
speaking, and literature.

12



'\lfT1 Llf^C

Add Sparhle
to Your

Table Topics

hy
Tom Sarbech
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Have you ever noticed how an entire

meeting sparkles after an enthusiastic

and well-conducted Table Topics pro
gram is conducted? Why not add this
sparkle to your club's Spring Speech
Contest by holding a Table Topics
contest?

Hoping to boost member interest and

attendance at the Area Ten Spring
Speech Contest (in Arizona's District

3), we planned such a contest. It was

fairly easy to arrange, attracted about
twice the usual number of members and

guests, and gave each of the three clubs

in the area the opportunity to take home

at least one trophy—one each for Best

and Alternate Speaker, one for Best
Table Topicmaster, and one for Best
Table Topic Speaker. The same type of
contest can easily be held within a club,

perhaps several times a year.

For the area contest we asked each

club to select, in addition to a speech
contestant, one person for Table Topic-
master and two for Table Topics speak
ers. The Table Topicmaster contestant

was responsible for designing and con
ducting a "mini-topics" program, not to
exceed ten minutes. Each received a copy
of guidelines abstracted from the Table

Topics manual (No. 1315) and a sample

copy of a specially-designed judges'

guide and ballot listing, the criteria upon
which the Table Topics program would
be judged. These included:

□ Introduction and Explanation (clear
and stimulating?) Maximum 20 points.

□ Instructions to Participants and to
Timer (clear and brief, overtime speak
ing tactfully avoided?)—Maximum 10
points.

□ Selection of topics (stimulating,
requiring the best thinking and speak
ing?) Maximum 40 points.

□ Instructions for Voting for Best
Table Topics Speaker (clear and brief?)
— Maximum 10 points.
□ Overall Conduct of Program (en

thusiastic, appropriate?) -- Maximum
20 points.

This form looked very much like the
one used for the speech contest, except
that space was provided at the bottom
for writing in the names of the first, sec
ond, and third place winners, as well as
the name of the best speaker for each of
the mini-topics programs.

At one point, we considered having
each Table Topicmaster supply a "word-
of-the-contest" and encourage its use
by the speakers, but later decided that

it would add too much complexity to the
program. To shorten the total time re
quired for the program, we instructed
each Topicmaster to prepare four topics
and direct them only to the contestants
from the other two clubs in the area,
with none directed to the contestants
from their own club. This gave each
speech contestant two opportunities to
speak and provided the judges with a
better test of his ability to respond in
impromptu situations.

At the beginning of the Table Topics
portion of the contest, the contest
sergeant-at-arms conducted the Table
Topicmaster contestants from the room,
just as in the fall evaluation contest, so
that none would benefit from hearing the
preceding contestants. One at a time, the
sergeant-at-arms returned them to the
lectern so they could give the four slips
of paper containing the four topics to the
contest Toastmaster, who shuffled them
while the contestant made opening state
ments and gave instructions.

As the Table Topicmaster called a
speaker's name, the Toastmaster gave
one of the shuffled topics to him, thus
assuring fairness in the topics that the
speakers would receive. When finished
with all the topics, the Topicmaster con
testant called for a vote for the best
speaker, just as in a regular Table Topics
program, and then returned to his or her
seat.

The Toastmaster allowed a minute for
the judges to complete their ballots for
the Topicmaster contestant and then
called for the sergeant-at-arms to bring
in the next contestant. When all were

finished, the judges completed their bal
lots and gave them to the chief judge and
counters for tabulation. The highest
point total determined the Best Topic-
master, and the speaker whose name was
selected most often was named Best
Speaker.

We held this Table Topics contest
mainly because attendance at the contest
had, all too often, come about out of a
sense of duty to the club and support for
the speakers, rather than just for the fun
of it. We believe our experiment suc
ceeded and we recommend it to other
clubs. □
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Communication
Its Big Business

to

Arthur Kelly
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As precise as the schedules of Western
Airlines, now in its third year as the on-
time record holder for U. S. carriers.
Arthur Kelly is a man who knows exact
ly where he is and what he wants. He is
also deeply involved in communication,
both speaking and listening. He person
ally replies to mail from passengers,
happy and unhappy alike, and encour
ages decision-making all the way down
the line at Western.

Working his way up from sweeping
airplanes to airline president has taught
Kelly the value of effective communica
tion. In a recent interview with Bruce
Anderson, editor of The Toastmaster,
Kelly, along with his assistant and
Vice-President of Corporate Affairs.
Ray Silvias, talked about some of the
techniques and philosophy that have
made him one of the nation's most ef
fective communicators.

THE TOASTMASTER: Let's begin
with your use of public speaking. I
assume that your public relations depart
ment writes most of your speeches.
ARTHUR KELLY: Well, not neces
sarily. They write the substance of the
discussion that Mr. Silvius and I have.

but I would say that 90% of the thoughts
and ideas, and the direction that 1 go in
my thought, are accomplished in a discus
sion with Mr. Silvius. Many times he has
a lot of good ideas himself, and we try to
get that on tape and then go back to
rough conversation.

To me, speaking has always been an
extremely interesting part of my profes
sional life. I was very active in debating,
and they had a wonderful program when
I was going to high school called the Na
tional Oratorical Contest. Our school.
Eastern High (they only had two high
schools in Salt Lake City at that time),
developed in successive years two world
champion winners in this oratorical con
test. I came along in 1929 and it was like
having three no-hit games. We wrote our
own material, and as the winner of the
Oratorical Contest in that school, I was
the number one man on campus; I mean
it! it came as a surprise to me. I was too
small to be a football player or basket
ball player, but all of a sudden culture
reared its head because of this great inter
est the school had in what had been
accomplished in the past.

That stimulated me in my own studies
on talking and debating. If someone
would ask, "What was the most valuable

thing you got out of your general educa
tional program?" I would say it was the
type of instruction and interest that I had
in communication. But I don't think
enough of this is being emphasized in
schools. We should at least get people on
their feet at a very young age, get them
before an audience, and give them a
proper feel for communication in the
proper way and under the proper circum
stances. This would be one of the major
answers to our communication problems.
TM: So, you think that your background
in communication played a major role in
advancing your career?
KELLY: Oh, no question about it. In the
two and a half years I was up in Montana
[as airport manager], I was making a
talk at least every two weeks. I talked to
every Rotary club and every Kiwanis
club.

TM: Do you have a knack for speaking,
or did you learn it in school?

KELLY: I think I learned it in school,
but I may also have an inherent knack
for it, if you call it a knack; some people
might do things a little better than others.
Since I've become so busy, where we actu
ally have to write down and document
everything and talk about extremely
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important subjects, I feel a little bit
restrained. I have to do a little bit more

reading than I formerly did when I make
a talk. In other words, when I make a

quote, I want to make it accurately,
because many times it's quoted in the
paper, and I don't like to generalize.

TM: What part does convietion play in
your speaking?

KELLY: I've always felt that a lot of
people mistake convietion and enthusi
asm for emotion. Many people sit and
criticize a guy up there talking. For exam
ple, down at the chamber of commerce,
I was twiee called by my peers for making
an emotional appeal. My emotional
appeal wasn't emotional at all — it was
enthusiasm and conviction.

KAV SILVIUS: Just to show you what
public speaking means to our company,
we had a phone conversation 10 minutes
ago about a speech Mr. Kelly had made.
He made several speeches this year on the
fact that air transportation should be
classified by the Federal Energy Admin
istration as public transportation, the
same kind of transportation as buses and
railroads are. But people won't recog
nize this fact. Therefore, any protection
that might be provided in the supply of
fuel to a public transportation company is
not provided to the airline industry. We
felt this was wrong and started making
speeches about it. And, as a result of a

speech he made in Portland to the Associ

ation of Airport Executives and then at
the dedication of an airport in Great
Falls, they passed resolutions which got to
the FEA early this week. The TEA pub
lished in the Federal Register that they
will now consider air transporation as pub
lic transporation- all as a result of his

eonviction and enthusiasm for this.

There is a perfect example of where an
airline executive was able to get some
thing important done on behalf of the
industry by making a speech, and then
following up by getting the organization,
after hearing the speech, to do some
thing about it. Not just to hear the speech
and forget it, but to follow up, which is
just as important. But if he hadn't made
the speech, there wouldn't have been the

opportunity for the follow-up. So, publie

speaking does a lot more than just fill
time for him; it makes points for the
industry. It's very important to us.

KELLY: I have to sometimes argue, dis
cuss, and cajole, even with the profes
sionals, such as Mr. Silvius. One crucial

part of a beautifully-structured talk —
and this eomes directly from my back
ground is that you've got to close the
sale. You ean make the greatest speech in
the world, but on this thing he's talking
about, I actually came out and suggested
that the.se people, as soon as the meeting
was over, call a meeting of their Execu
tive Committee and that they pass a
resolution.

They didn't realize that 400 airplanes
might be grounded it we didn't get some
thing done about this fuel situation. And
all of a sudden it dawned on them that

this could affect an airport -they had
just figured it was our problem. We
did the same thing at Great Ealls and we
came to grips with closing the sale.

TM: What other methods ean be used to

improve public speaking?

KELLY: Well, I noticed this article,
"Should You Read A Speeeh?" in The
Toastmaster [May, 1975], and I think
so few people read speeches effectively
that the image of speaking has become,
another speaker this weekend."

I think that clubs and organizations
should give awards for the Best Speaker
of the Year. If I knew that they were
going to select the Outstanding Speech in
terms of interest, presentation, tech
nique, and all the things that went with
the speech, I'd be very proud to compete
with whomever was speaking. I'd want to
be in first place. I think that's the way
you can really improve your communica
tion through speaking.

TM: By knowing you'll be judged?

KELI,Y: Sure. This is true even in our
own company. After 50 years, you'd think
people would become sophisticated, but
at the end of the year when we give the
presentation to the No. 1 on-time per
former in the .system, it's like sending up
a balloon. And I think speaking is that
important. For every speech we accept, we

turn down five or six, by virtue of just
having set general criteria for acceptance.
We try to get all our people in the

company interested in it. I'm somewhat

disappointed that more of our people
don't step up and volunteer to do this,
because of the exposure and the ability
they would gain. I look at speaking from
a sales standpoint. If I can go to an audi
ence of 600 people and really close the
sale in whatever I'm talking about, I
think I save myself an awful lot of time.
If I had to call on each of those individ
uals and make the same presentation, I'd
never get done. But I think mass, eye-to-
eye communieation is as important as
anything you do in business, and far too
little of it is being done. One of the rea
sons it's not being done is that people
reach a position like mine and they're
either indifferent to it, or they're not
qualified, or they've delegated it to some
one else.

FM: When you're speaking, do you have
a system of feedback evaluation set up, so
you know how well you're doing?

KELLY: I'd like to say that I talk to
people, but the only one I'd get a critique
from would be Mr. Silvius. As president
of the company, I think most of the
people would come up and say, "That's
a very good speech," but Mr. Silvius

would say, "I don't think you had the
proper eye contact today," or "You
lost the attention of certain people," or
"We've got to do something about not
reading tho.se speeehes "

SILVIUS: "Or, the top of your head
looked very good today " It's a tough
thing for us — we're always working on
this — to decide what part of his speeches
he should read and what part he should
do strictly extemporaneously. But the
problem, as he has already outlined it, is
that anything he says as president of this
company is probably newsworthy, and
they all want advance copies of his
remarks.

The first thing we do is that I determine
from the nature of the audience what their

interest level is — what the theme of the

convention or whatever is —and I come

back and say, "OK, here's the group
you'll be speaking to." In other words.
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we identify the group first, and from
there he tells me, "Here are the points I
would like to make." I do the research,
getting the latest statistics to illustrate
those points, and come back to him with
an outline. He goes over it and says,
"Don't do this," "Take that out," and
then I sit down and sketch it out the way
I want to give it to the press. He takes
that and marks it up for his own copy.
Sometimes there's not too much resem

blance between the copy that I give him
and the copy he reads from, except that
the points he agreed to make are in
there. The words will be different, but the
points will be there. Every once in a while
we have a problem with a speech that has
so much statistical information in it that
he has a tendency to read it. You can
sure tell the difference between one that he
reads and one that he just u.ses as a check
list. For the most part, his best speeches
are the ones that he doesn't read, ones
that hejust follows as a checkli.st.

One of the things that he and I are
working on almost constantly in this
speaking business is that the most impor
tant public we have is our own employees.

If we don't reach them, we're in a lot of
trouble. This week, just to give you an
example of this approach toward verbal
communication, we went over and met
with our pilots. The reaction - the feed
back from them- was absolutely fantas
tic. He was supposed to talk for 15 min
utes and was in there an hour and a half.
We couldn't get him out of the room.
KELLY: In this I never use notes. Two
things that I always do when I'm talking
to our people, whether I have to say
something they agree or disagree with, is
first, I always ask myself, "What is in the
best intere.st of We.stern Airlines?" and,
second, I try to see the question
through the eyes of the person asking the
question.

TM: We've begun to move into the area
of management now. Did your manage
ment style just evolve, or did you con
sciously study certain theories or tech
niques?

KELLY: I'd have to answer that question
by saying that since 1948 I've never
missed a Board of Directors meeting. I
wasn't a director, but we had a president at
that time who brought in vice-presidents.

4.
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like interns, and we sat and watched the
very guts and techniques of all phases of
management and the action of the Board
of Directors. My first assignment when I
was made president was to manage a
meeting and I felt like I'd done it a dozen
times before, because I'd been there for
25 years. There's where you really learn
management. Someday, someone will be
in the position I'm in, and 1 think this is
the best learning environment you can
possibly get into. That's where I learned
the internal part ol management.
The second thing is that I've always

felt that management by consensus " is
much more effective than management by
individual. If the majority of the people
who work around me and I trust in my
senior oflicers - disagree with me, I'm
not going to make a unilateral decision.
Now, many times I have to do that, in
terms of what am I going to do about a
crisis in labor negotiations or financial
negotiations. That's the lonely part of this
job. You have to take all the information
you can get and then make a decision on
it. That's the reason you're put in this
job. But in 80% of the instances in manag
ing the company, we agree. It's only
rarely that I have to stand up and say,
"This is the way this is going to be done;
let s get on with the next subject."
TM: When you were developing your
style of leadership, was there any particu
lar person you modeled yourself after?

KELLY: That question has never been
asked of me before, but I think Jack
Kennedy comes as close as any- not
necessarily his political beliefs, but his
concern for people, his definition of
"class," his dignity and quality. I think
he had all of those attributes. In style, in
dress, in appearance, and as an individual,
there s a man who has always repre.sented
what I've felt.

Prior to that, I've always just had an
insatiable desire for excellence. I've
never achieved it to the point I wanted
to, because I don't believe I have the
capabilities to achieve excellence in its
ultimate definition, but at least I've
tried. It doesn t make any difference
whether it s in terms of our headquarters
building, or criticism of my own associ-
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ates, cr an accolade I have given. I'm
very interested in how things are sup
posed to be.

Our pilots now have new uniforms, and
you can almost see it reflected in their
pride. If I could instill in all of our people
a unique ability of communicating enthu
siasm, the goal and desire to do a better
job if I could get that down to the
foreman in the shop, our communications
problem would be pretty well solved.

HVl: It's very interesting that in this era
when everyone talks about "mass media,"
you talk about "personal communica
tion."

KELLY: Well, I m absolutely convinced
that the written word, as important as it
IS, just doesn't get through to 60 to 70%
of the people. I think they read it, but
unless somebody sits there and "eyeballs"
it^talks to people -whether it's in a
group or individually, they won't get the
message.

There have been surveys made in large
corporations: "Where do you get your
information in the company?" One large
corporation, about the size of ours
(10,000 people), has specialized in media
like you can't believe. They've got a com
pany paper that they spend thousands of
dollars on to tell people their annual
reports, their profit picture. They asked a
question of their people: "How much
does the company take out of the revenue
dollar?" The/ms7 they came out with
was 40 cents out of the revenue dollar,
and the paper had repeated at least 50
times in the last two years that "a nickle"
is the figure - that 5 eents out of every
dollar goes to profit, and the rest goes to
benefits and salaries and all that.
So, you say, what goes on with this?

1 ve repeated in our company paper a
dozen times that a one-cent a gallon in
crease in fuel at Western Airlines costs us
three million dollars. Yet, you go out and
ask someone, "How much does a cent
increase in fuel price cost in terms of
dollars?" and they will say "I dunno."
But, if I sit there and I talk to them just
like I'm talking to you, and I say, "ONE
cent is THREE million dollars," I swear
those people will never forget it!
Now, this is what I mean by "personal

communication" —you've got to lock
something in people's minds. People are
so overwhelmed by television, ads, and
the written media that what you're doing
in your Toastmasters program is good
but it's got to be even better, as it reflects
itself on the individual when he talks to
three people and not 100. The real bonus
that you get out of Toastmasters, in my
opinion, is that you ean express yourself
in such a professional, sophisticated way.
You become a polished individual.

TIM: What would you say is the state
of management communication today?

KELLY: I think a couple of things surface
themselves in this communications area.
Once you get into the position that I'm
in, you can t go any higher. The only thing
I have is a lateral responsibility with my
Board of Directors and the stockholders;
and I've got a five-year contract. So, you
combine those two things and I can think
pretty independently and pretty objec
tively about these things that happen. All
of a sudden, it dawns on me what should
have dawned on me 15-20 years ago when
I was clawing my way up and trying to let
the boss know that I was doing a good
job. I think I have the same tendency that
most of our people have: they're spending
about half their time with "upward com
munication, many times with no conse
quences, only "Look what I'm doing,"
"Do you recognize what I'm doing?"
But if you took the energy that these
people use on this upward communica
tion, and you put it downward — let's say
you have 80% of your communications
down, making yourself understood - you
wouldn't have communications failures.

Incidentally, I think sorne words in
management should be eliminated. Two
words that we use are bad: One is "em
ployee and the other is "subordinate." I
noticed in your article on motivation
[The Toastmasthr.] May, 1975 that
you refer to "the subordinate." I do the
same thing, becau.se it's just something
that we've grown up with. But I think
our people today, in the new technique of
management, are "associates." Let me
tell you why I think they're associates:
At twelve midnight tonight, there'll be a

club, sales and
political meetings
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very important flight leaving from Hawaii
or Minneapolis, and there'll be a super
visor on shift then, and there will be half
a dozen extremely important people
whom I don't even know eoming through.
Now, what is that supervisor at twelve
midnight? He's not a subordinate, not an
employee. He's me. He's my a.ssociate.
He s the man who represents my philo.s-
ophy. What is he going to do in represent
ing my philosophy?

I've just given you a hypothetical case.
I still haven t sueceeded on this idea, be
cause people get into sueh a rut and such
a habit. They have a certain procedure
they operate on, and that's the way
they're going to operate.
TM: One final question. What personal
goal defines success in your eareer?
KELLY: I think it s to leave a legacy of
all the things I've been talking about, and
to know that all my associates and the
people I've been working with will say,
"That's the way we are going to do it,
and we're going to do it better." I don't
think it's any more eomplieated than
that. □
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A Look at the Past

Twelve to fifteen dollars a week for 40

flours work? As unbelievable as it may
seem, tfiat's ttie way the Naval Supply
Center Toastmasters Club 2541-66 In

Norfolk, Virginia, learned life was in the 30's

from comments of senior citizens who

attended one of the club's recent luncheon

meetings.

The gentleman pictured at the right was
only one of more than 20 senior citizens of

the Ocean View Baptist Church and sur

rounding area who participated in joint
discussions with the Naval Supply Center

Club —the first Toastmasters meeting of
its kind in the Tidewater area.

Topics covered a wide range from the

economic situation of today and yesterday
to the basic needs for an adequate plan.

"As things become tougher',' said one

gentleman approaching the 80-year mark,
"you will notice families moving In to

gether and sharing more. That is the way

it was then —that is the way it will be

again."

Several other suggestions on the sagging
economy were rendered. "Government

bonds are the only sure investment',' said

one man. "Why not crank in an inflation

factor of double today's costs in five to ten

years for any retirement?" was another of

the many suggestions.

The program was centered around a

general moderator who was assisted by five
other moderators to discuss individual top
ics and to call on participants for their
opinions.

Perhaps fVIIke Moylan, president of the
NSC Toastmasters, best summarized this

unusual meeting. "This," said l^loylan, "was

a most successful experiment." L i

It's Haunted!

The Clacton on Sea Club 883-U in Essex,

England, meets on the second and fourth

Tuesday of each winter month, but only
once a month during the summer. The rea

son for this is, according to Alan Thomas,
that many of the club's members are con

cerned with the holiday trade in the Essex
coastal towns and, consequently, have
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little free time to devote to Toastmasters.

But this may not be the only reason.
The club meetings are held in the historic

"Bell" Inn at Thorpe le Soken, and accord

ing to Thomas, the Inn is haunted (yes,
haunted).

Says fi/lr. Thomas: "This Inn Is haunted

by the ghost of Kitty Canham, who in the

eighteenth century married the Vicar of

Thorpe le Soken and then ran away to
bigamously marry a Viscount. When she
died, both husbands mourned her at her

funeral."

Thomas says that Kitty has not, as yet,
interrupted a club meeting, "although cer
tain club members making their 'Icebreak
er' speeches have desired her to do so." □

Helping Hands
A needy family of three in St. Louis, Mis

souri, is still together despite severe finan
cial hardship, thanks to the Winged Word
Toastmasters Club 1903-8 In St. Louis.

It all began when Ward Gillespie, presi
dent of the Winged Word Club, spoke at
his luncheon meeting about various char
itable organizations and the efficiency with
which they dispense the funds they collect.
Through his research, he uncovered that
the Christmas Bureau was part of the
Health and Welfare Council of St. Louis and
a member of the United Way Agencies.

As a result of President Gillespie's ef
forts, the Army Aviation Systems Command
(AVSCOM) and the Winged Word Toast-
masters Club joined the concerned by
adopting a needy family.

Like all families receiving assistance
through the bureau, the adopted family
was afforded complete anonymity. But a
case description provided by the bureau
gave the Toastmasters a mental picture of
the family's circumstances and living
conditions.

"Mr. & Mrs. R. live in a two-family flat
with their severely retarded foster son, Ted.
Mr. R. was in an accident and received a
permanent back Injury. After surgery and
repeated treatment, a determination was
made that Mr. R. will never be able to work
again and wouid have to live with pain for
the rest of his life." The case history went
on to describe Mrs. R.'s Illness which pre
vented her from working. The family had
been living on the $69.00 per month work
man's compensation before the Toastmas
ters and other AVSCOM employees step
ped in to help.

Whether or not this family can remain
together will depend on the continued
monetary support through the Christmas
Fund. But with the helping hands of Ward
Gillespie and the Winged Word Toastmas
ters . . . how can they miss? □
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Get Rid of Your BAd
TEUphoNE HAbixs

by
CAThy HANdUy

What makes an executive come across

like a robot on the telephone?
Partly it's the fault of Alexander Gra

ham Bell's handy invention. Unfortu
nately, its mechanical larynx tends to
flatten your voice and your personality.

Usually, however, most of the fault lies

with you.

Without knowing, many executives
develop bad telephone habits that rob
their voices of timbre and their person
alities of warmth and vigor.

But you needn't suffer from this handi

cap. It's easy to remedy if you follow
these simple rules:
• Emphasize friendliness. Aline Thomp

son, formerly personnel director of the

National Safety Council and now a writer
and lecturer on career subjects, says:
"What I call the executive telephone

voice-spoilers are dispositional traits. If
you're a busy executive, daily tensions
can cause you to become impatient, irri
tated, even hostile.

"These unpleasant mental attitudes
tend to prevent you from speaking with
an open throat, and unattractively color
and mar your voice, often giving it a
robot-metallic quality."
The remedy?
Improve your mental attitude, says

Mrs. Thompson, by using a friendly ap-
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Be hriendh

proach to telephoning. "And be sure,"
she warns, "not to u.se a double standard.

Don't employ hearty friendliness when
talking to a customer and brusque curt-
ness to someone who is lower on your
company ladder."

The result?

Your telephone manner, whether you're
talking to a file clerk, customer, critic or
golfcrony, will greatly help you to achieve
a warm, unrobotlike voice.

• Gesture while you.speak. At a speech
seminar held by Communispond, Inc.,
which has taught communication skills
to thou.sands of executives of such lead

ing firms as Colgate-Palmolive and Union
Carbide, instructors dramatically help
executives solve their voice problems.

Dull, dreary voices almost instantly
turn brighter and more vital when the

executives do a few simple fun things.
What simple things? They gesture.

If you want to quickly vitalize your
phone voice, gestures will do it. Your

timbre and inflection will reflect the in

terest you're expressing in your gesturing.
Let's see how gesture-talking works:
Al Jensen phones the viee-president he

reports to with the good word that re
search on the new electronic bonding
paint process shows it's great.
Mr. Jensen can crouch down at his

desk, his shoulders hunched over the

phone, and mumble: "Well, er, that, er,
new paint process worked out, er, okay."

With this weak telephone approach,
his boss' mental criticizer ticks off: "Hey,
Jensen sounds uncertain. Maybe he's
covering up some bad news." The boss
wonders if Mr. Jensen's the right man
for the job.

However, if Mr. Jensen sits up straight
so his lower spine touches the back of his
chair, and his feet are Hat on the floor a
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few inches apart (a comfortable position),
he ean gesture while he says into the

phone: "The new paint process turned
out very suecessfully."
When he hits the words "very success

fully," if he pats the report enthusiasti-

eally, his voice sounds enthusiastic. Then,

perhaps he adds: "Tm sending it right
over." As he says "right over," he flips
his hand or picks up the report swiftly.
His interest and the gesture color his
voice with vibrancy.
On the other end of the wire, his boss

subconsciously thinks: "This is going to
be a break-through report. That fellow

Jensen's really got it all together. He's
going plaees."

It's not hard to invent gestures that will

help improve your voice.
For example, a real estate salesman is

talking on the phone to a prospect inter

ested in some property with a winding

stream. If the salesman makes a winding

gesture with his hand as he deseribes the
stream, his voice becomes more colorful

and the property seems far more interest
ing to his prospect.
One special tip: Make a variety of ges

tures to help your telephone voiee stay in
trim. And don't worry about running out

of gestures. Sir Richard Paget, a noted
English scholar, claims there are about

700,000 (head, leg, arm, body and com
binations) to choose from.

• Improve your voice range. Does your

voice tend to go a little high? Grab a ball
point as you talk on the telephone, hold

it at desk or lap height, look at it as you
talk, piteh your voice lower, and your
voiee will move downward.

A lowered voice sounds warmer and

more friendly.

• Express what you mean. People can't
see your expression when you talk on
the phone. You must compensate not only
by putting expression into your voiee
but by aetually saying what you mean.
Don't just say to someone who's sent you
a report you're impressed with: "I re
ceived the report." He doesn't know if

you like it, differ with the findings, or
haven't read it.

If you find it useful, say: "I'm im-
pre.ssed with your report. It's very helpful."

If someone brings up an idea with
merit for expanding the business, don't
Just say: "That's an idea." Let him know
how you really feel with a comment such
as: "That idea interests me very much. I
like it."

You'll not only start transacting your
telephone business more effectively, but
your improved telephone voice will gain
more cooperation.
• Effectively structure your telephone

message. The reason many executives
drone on mechanically, with lots of er's,
ah's, and well's, is that they're hazy about
how to structure a telephone eall.

A good rule of thumb is to think of this
A-B-C structure for the body of the call:
A. Tell the person, perferably in one

sentence, the purpose of your call.

B. Vividly point up or dramatize the

/

Use Gestures

V

S

Effectively Structure

purpose of your call by giving an illustra
tion, a comparison, a statistic, an anal

ogy, a specific description or an expert's
view.

C. Use a quick windup sentence about
what you want the person to do or what

you're going to do.

Here's an example of that kind of

structured phone eall. The office manager
is calling the head of maintenance. He
says:

A. "Harry, we need to overhaul the

air-conditioning in the marketing
department."
B. "This morning there was a foot of

water in the reception room."

C. "Will you have someone check into
this right away?"

If possible, try to confine each phone
call to just one point. Make separate
calls for different problems. If you must
make .several points, number them clearly
as you talk, with: "Item one, item two..!'
or "Point one, point two..."

Business authorities have found that

usually a business call should take only
five or six minutes. However, off-target
ehit-chat can expand a call to 10 minutes
or longer.

If you suspect your calls have some fat
in them, time a few.

Then, remembering the above struc
ture, analyze why the calls are running
long. Often, you can figure out effective
ways to trim calls and have more time
during your day.

•Add extra value to your calls. Just as
a business prospers when the management
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Your Message

puts in the extra value of more serviee or

a superior product, your career will be
enhanced if you'li put a little extra value
in your telephone calls.

Often, it is an offer to help others—a
suggestion on how they can save time or
money by doing certain things —if it re
lates to the point under discussion.
This habit was a trademark with Rob

ert J. Weston when he served as general
manager of the giant building products
division of Boise Cascade Corp. To his
advertising manager, who'd phoned to
discuss the problem of what the next
catalog cover should be, Mr. Weston
threw out over the phone:
"Why not use a scenic—the Cascade

Mountains?"

The advertising director did, and it
proved a winner.

To a newspaper reporter who'd called
for a comment on sales activities, Mr.
Weston volunteered:

"Say, would it help if I read you the
total industry statistics on that point? No
trouble. Got 'em right here."
He read olf the figures slowly, so the

reporter could make good notes, saving
the newsman half a morning's time
checking out the figures on his own.

After talking with Mr. Weston, people
would turn from a telephone flushed
with pleasure and thinking:
"What a great guy!"
The payoff? He got tremendous coop

eration from people both within and
without the company.
• Use magical phrases. Whenever you
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talk on the telephone, use some magical
phrases. These are not tricky word com
binations but simple courtesies. Sprinkle
in lots of comments like:

"Thank you." "1 appreciate that."
"Hey, thanks for returning my call so
promptly." "If 1 can be of any further
help..." "Glad to help you." "Glad to
hear from you." "I like that idea!" "Ju.st

called briefly to congratulate you."
Frequently work in phone calls of con

gratulation on a new child, a promotion,
an accomplishment. Showing interest in
others will help make your phone voice
sound alive.

Not only that but, as will all these
simple telephone techniques, it will help
you move upward in your career. □

©1975, NATION'S BUSINESS~the Chamber
of Commerce of the United States. Reprinted
from the May issue.
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Exchange Your
Speeches***on Tape!

by
Raymond E. Floyd, ATM

Club 1687-U

As members of an undistricted club,

we often feel that we are placed at a dis
tinct disadvantage to those clubs having
a district affiliation. One prime area of
concern is the difficulty we have in par
ticipating in speaker-evaluator ex
changes with other clubs. The reason for
the difficulty is a simple one inaccessi

bility. But we have taken a step to re
move (or at least reduce) this obstacle.

The Ri Konono Toastmasters Club

1687-U, Kwajalein, Marshall Islands,
developed a plan to exchange taped
speeches and evaluations with other
clubs. To this end, letters were written to

the district governors for Districts 49, 69,
70, and 72 -all of which are in areas that
our club members often pass through on

vacation, or other business. In these let

ters, we explained our situation. We told
them that the nearest club was more than

1000 miles away and suggested an ex
change of taped speeches and evaluations
between our club and interested clubs

within their district. The response was

gratifying. We have already exchanged
tapes with clubs in Districts 69 and 70
(Australia), and have received letters
from others who are interested.

biach time a club inquires as to the
procedure, we supply the following
information;

(1) Each speech is to be recorded on a
standard magnetic tape cassette. More
than one speech may be included if
desired.

(2) The cassette should be mailed to

200 Years Ago Today! You didn't hear these gags!

TOPICAL ONE LINERS!
As fresh as a George McGovern-John Wayne Ticket!

Each month you get 40 gags! All Ford Gags by Earl Butz!
Only $20 a year for 12 issues! Sample copy $2.00.

Tiger Lyons • P.O. Box 644 • Franklin Park, 1160131

the educational vice-president at our
club's post office address. (The use of the
club address and officer prevents con

fusion during changes in club staff.)

(3) Enclosed with the cassette should
be the information identifying the speak
er's name, speech manual number and
purpose (the purpose is important, with
two editions of the C & L manual cur

rently being used), speech title, time re
quested, and the type(s) of evaluations
requested (written and/or oral). In addi
tion, the club address and district num

ber should be included. The speaker's
identity can be included as a part of the
tape if the speech was given at the club
meeting and all necessary information
was included in the introduction.

(4) The speech will be evaluated by a
member (or members) of our club within
two weeks and the tape returned. While
we may not always have a tape ready for
that club, the incoming tape is returned
as quickly as possible. A tape from our
club will be sent when one becomes

available.

(5) A record is maintained of all
speeches received (or sent), the clubs in
volved, etc., so we may provide inter

ested district, area, or club officers with

a complete listing of all the educational
activities that have taken place.

Experience to date has shown many
plusses for this program. When you con
sider just a few of them, the program
begins to sell itself. The exchange allows
club members the opportunity to experi
ence continued exposure and practiee
with microphones; it provides the oppor
tunity to share experiences between your
club and many others; and it provides
valuable exposure to outside evaluations
of your member's speaking progress.
While the program is not, as yet, offi
cially recognized by Toastmasters In
ternational, the concept has proven an

interesting and valuable experience for
our club's membership.

If this program sounds interesting,

why not try it for yourself? And if you
can't think of anyone else to start with,
try us: Ri Konono Toastmasters Club,
Box 487, APO San Francisco 96555. □

(Advertisement)
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The Magic of

Washington, D.C,

Whether it was the city of Washington,
D.C., itself or the coming of the U.S.
Bicentennial, there was a feeling of

optimism at Toastmasters 44th Annual

Convention... there was magic in the air.

%.s

/ .

If you've ever traveled to Washington,
D.C., you know that the city has a cer
tain magical effect on anyone who visits
it. That magic was more than evident to,
everyone who attended Toastmasters,
44th Annual Convention, held on
August 20-23 at the Shoreham Ameri
cana Hotel.

Whether it was because of the city's
historical significance and the coming of
the U.S. Bicentennial or because of the

overall convention theme "Be Involved,"
there was optimism in the air. From the
colorful parade of flags on Wednesday
morning to the exciting International
Speech Contest on Saturday, all atten
tion was focused on the basic concepts on
which the Toastmasters organization was
founded, the educational opportunities
that provide the much-needed skills of

communication and leadership and the
fellowship that accompanies that educa

tional growth.

That optimism and excitement was
never more evident than it was at Thurs

day's Annual Business Meeting, when
ollicers and directors for Toastmasters

International's Board of Directors were

elected. After unanimously selecting
George C. Scott, DTM, as 1975-76

International President, Robert W.

Blakeley, DTM, as Senior Vice-
President, and Durwood E. English,
DTM, as Second Vice-President, con
vention delegates found they had to
choose between a record number of five

candidates for the office of Third Vice-

President. After what seemed like an

endless amount of time, Hubert E.

Dobson, DTM, was given a majority
vote and elected as the 1975-76 Third

Vice-President on the fourth ballot.

The elections continued and eight
Toastmasters were selected for two-year
terms on the Board of Directors. They

were: Carl N. Berryman, DTM, Region
I; Howard E. Chambers, DTM, Region
II; William D. Hamilton, DTM, Region
III; Richard A. Ward, DTM, Region IV
Richard L. Storer, ATM, Region V
Douglas A. Barclay, DTM, Region VI
Anthony J. Marra, DTM, Region VII
and, P. Gregory McCarthy, DTM,
Region VHI.

As in past years, education played an
important part in the convention. Those
attending the Eriday educational ses
sions were treated to practical demon
strations on evaluation and club

programming by members of various
clubs in District 36 and were given valu
able information on various membership
building and educational programs cur
rently being offered by World Head
quarters. But education was not limited

to this day alone.

Throughout the week, Toastmasters

23



TRIM LINE

r

II

DISTINGUISHED DISTRICTS —One of the

highlights ot the Convention was the Hall ot
Fame Awards ceremony. Among other
awards, President John Diaz presented his
President's Distinguished District Award

to six district governors. They were (from I to
r): Larry Seiby, DTtVl, District 16; R.A. "Dick"
Anderson, DTIVi, District 14; Norman L. Harteii

ATlvt, District 5; Rulon M. Wood, DTM, District
15; William N. Crawford, ATfvl, District 3;

and James W. Eggenberger, ATM, District 33.

listened to a great array of presentations
from noted communication and leader

ship experts. They were urged by John
Warner, administrator of the American
Revolution Bicentennial Administration

and recipient of this year's Golden
Gavel Award, to become involved in the
Bicentennial celebration and were told

of the importance of communication and
its impact on the future by Dr. Frank
Dance, the convention keynote speaker.
They learned of the importance of a
speaker's commitment to his subject and
necessity of total involvement from
Dr. Raymond Taylor, marshal and
librarian for North Carolina's Supreme

Court, and the value of the Toast-
masters public image from NBC News
Correspondent David Rush. They were
motivated by Management Consultant
Lew Byrd to strive for quality leadership

in their clubs and districts in order to
meet their members' needs and discussed

membership growth and how they could
make it happen with Past International
President Ralph E. Howland.

Fellowship was the key word through
out the week and delegates made the
most of the opportunity the two dinner
parties afforded them to renew old
friendships and create new ones.

At the "Party 200," delegates cele
brated the country's Bicentennial by
dressing in costumes depicting a certain
period in America's history and were
treated to a musical history of the United
States by a group of talented youngsters.
The Young Columbians. Later in the
week, those attending the traditional
President's Dinner Dance were given the
opportunity to meet and watch the

installation of their newly-elected Board
of Directors and to become a part of
what has become Toastmasters "Inaugural
Ball." "It's going to be a great year,"
said George C. Scott, the 1975-76
Toastmasters International President.

Everyone there seemed to agree.
The highlight of this, and any conven

tion, is the International Speech Con

test. Traditionally held on the last day of
the convention, the contest brings to

gether eight Toastmasters whose speaking
skills have led them through their club,
area, district, and regional contests and
given them the opportunity to speak in
this great event.

Nearly 1000 people watched as each
contestant gave his prepared speech, a
short impromptu, and was then inter
viewed by International Speech Contest
Chairman Hubert E. Dobson. DTM.
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When the dust had settled and the judges
had made their final seieetions. President

George C. Seott, DTM, announeed the

results.

Andy MeKay was awarded first place
for his speech, "The High Cost of Smil
ing," Fred Wieneeke took second with
"One Step at a Time," and Oliver Scale
was given third for "Tony at the Astro
dome." In addition. President Scott

announced the winners of the 1975 Inter

national Taped Speech Contest. First
place was awarded to Michael Cox of

South Africa for his speech, "The Late
Thirties," second place went to David
Gore of New Zealand for "The Cleanli

ness Myth," and Ian McCausland of

Australia took third with "Unkind

Hearts and Coronaries." (Ed. Note:
Official ca<i.sette recording.s of the Inter
national Speech Conte.st'.s top three win
ners and educational programs will he
available .shortly. Watch the November
issue o/The Toastmaster for further
details.)

All in all, it was a very productive
week. Those who came found an atmo

sphere of friendliness and sincerity that
could not have been found anywhere else.
They found education and enthusiasm -

enthusiasm for an organization just start
ing its second fifty years. And they found
an invitation—an invitation delivered by
District 68 Governor Jack Mesh to at

tend Toastmasters 45th Annual Conven

tion on August 18-21, 1976, at the
Fairmont-Roosevelt Hotel in New Or
leans, Louisiana. "Y'all come," said
Governor Mesh in his finest Louisiana

accent. "Ya hear!" □
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The Evolution of the

\\

Downunder"

Toastmasters

Beginning this month, and continuing
as space permits. The Toastmaster will
take a look at the Toastmasters organi

zation in countries outside North Amer

ica—how it began, how it has evolved
over the years, and what is happening
now.

If you are a member of such a club,
and can supply us with information on
the history of the Toastmasters organi
zation in your country, let us hear from
you.

After one false start, Toastmasters

officially came to Australia in August,
1957, when the Wollongong Toastmas
ters Club was formed in New South

Wales. The formation of this club, and

of the Toastmasters Territorial Council

of Australia (TCA) that followed, was
largely the work: of one man—Graham
Morton.

Morton served as the first President of

TCA from 1959-1962, and under his
astute leadership 16 new clubs were
formed—ten in New South Wales, three

in Queensland, and one each in Victoria,
South Australia, and Tasmania. The
Australian Toastmasters were on their

way.

Don Duncan became President in

1963, and due to his forceful leadership,
Toastmasters in Australia really began

to move. Great impetus was given to the
movement when a feature article on

Toastmasters in Australia was published
in Reader's Digest and, later, when Aus
tralia was given the opportunity to host
Toastmasters International President

Alex P. Smekta and his wife in 1964.

During President Smekta's visit, the
Australian Toastmasters made great

use of this golden opportunity by tak
ing him on a tour of four Australian
states and to the TCA Convention held

26

at Brampton Island, Queensland.
At the time of President Smekta's

visit, there were 22 clubs in the TCA.

But by the time International President
Earl Potter and his wife attended the

tenth Australian Convention in 1969,

this had grown to 62.

The next major step for the Australian
Toastmasters came at the TCA Conven

tion at Surfers Paradise, Queensland, in
1971. It was resolved that the Australian

Toastmasters split into two districts (69
and 70), and after the move was agreed
upon by Toastmasters International, it
was done.

Russ Walkington, the first District
69 Governor, was a bustling radio per

sonality who had served two terms as
TCA President and whose zeal and en

thusiasm had been responsible for the
formation of many clubs. Russ's district
included all clubs in Queensland as well
as those in Northern New South Wales.

The first District 70 Governor was a

Sydney businessman, Tom Stubbs,
whose district would cover all Austral

ian clubs outside District 69. Today,

these two districts embrace 120 clubs in

six states and cover an area of almost

three million miles.

Plans have already been made for
International President George C. Scott,

DTM, to attend the Australian Toast-

masters Downunder "76 Conference,

which will be held in Sydney, May IB
IS, 1976. For those interested in attend
ing, special tours have been set up for as
many U.S. and Canadian Toastmasters
as possible. (For further information,
contact; Trans-Australia Airlines, 510

West 6th Street, Fos Angeles, CA 90014.)
The Australian Toastmasters have

come a long way—and plan to go a lot
farther. Those Toastmasters "down-

under" can truly be said to be "on the
move." □

When business

takes you out
on the road...

We'll
show you how

to cut
travel expenses
without cutting
travel comforts

PREFERRED GUARANTEED RATE

PROGRAM—A special offer to people
who travel for business. Up to 15%
savings to your company or organiza

tion. Get complete details, list of par
ticipating lodges and membership
application. Attach your business card
and mail today to Howard Johnson's
PGRP Club, 500 So. Main St., Orange,

OA 92668.

JoHntonS
motor lodges

1975

PREFEftREO CUSTOMER'S SIGNATURE Firm

PREFERRED GUARANTEED RATE PROGRAM
if

Over 525 Lodges Coast to Coast

MOUIARO
JOMHSOn)

motor lodt/e.s

For reservations at any
Howard Johnson's Motor Lodge, dial

TOLL FREE 800-654-2000
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bv Robert T. Oliver, PhD
In my previous articles, we have con

sidered ways of preparing and presenting
persuasive speeches under two quite dif
ferent circumstances. We have learned to
use the "smile method" when the audi

ence is friendly or at least neutral toward
us and our proposal and the "fight meth
od" when the audience is strongly and
openly opposed to what we are trying to
accomplish. There is a third type of situ
ation that often arises, where a different

kind of persuasive approach is required.
"Persuasion as problem-solving" is

often the be.st method to use when you
find that your listeners are very much
aware that a serious problem exists and
they simply do not know what should be
done about it. They neither support nor
oppose any particular solution, becau.se

they don't know how the problem can be
solved. Under these conditions, the func
tion of a speaker is neither to please nor
overwhelm, but to guide the thinking and
feeling of the audience concerning the
proper action to be taken.

Understanding the Problem
"Persuasion as problem-solving" re

quires the speaker to understand the
problem in all its breadth and depth. Be
yond this, he must think about it so

clearly and correctly that he discerns a
solution which his fellow members in the

group have not found. Finally, he must
present this so convincingly and nat
urally that they will accept his recom
mended solution as being unquestionably
the best thing there is to be done.

In short, the problem-solving method
of persuasion is the ultimate mode of

communicative leadership. In using it,
the speaker combines the roles of guide
and spokesman for the group. Fie pro
vides the ideas the listeners need in such a

manner that they believe what he is say
ing is largely an explication of their own
thinking. Their individual reactions
should be; "He has helped me to see
what I think about the matter far better

than I ever did before."

An example of this persuasive situ
ation is the tangled and confused prob
lem of intermingled inflation and reces

sion that beset not only the United

Solve That
Problem Ullth
Persuosiofl

In this last of a series of articles on persuasion.
Dr. Robert T. Oliver examines the method he calls

''the ultimate mode of communicative leadership"
—persuasion as problem solving.

7r
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States, but the entire world in 1974—and
since. Both the experts and the general
public were searching for answers. The
problem was frightening, partly because
whatever was done to control and lessen

inflation must inevitably worsen the
depression. Conversely, whatever might
be done to alleviate the depression could
only make inflation worse. Moreover,
no nation could handle this complex
and contradictory problem by itself—
even if its leaders knew how. Interna

tional cooperation was required; and
there seemed no way by which separate
and suspicious governments could be in
duced to work out any common and co
operative set of remedies. If ever a
situation called for problem-solving per
suasion, this was it.

Any speaker who took it upon himself
to deal with this problem intelligently,
objectively, and honestly would surely
find his listeners grateful for the attempt.
The existence of the problem was all too
clear. A solution was desperately re

quired. If a speaker undertook to present
a solution, he would, of course, be re

garded with some suspicion. How could
he succeed where so many were obvious
ly failing? But if he approached the
question systematically, the audience
would gladly follow what he had to say,
simply because they were so much in
need of what he proposed: to find a solu
tion that would really work.

Presidential Persuasion

President Gerald Ford confronted

this problem immediately upon assum
ing office. He invited consideration of the
problem by the nation's economists, then
made a speech to a "4-H" convention
in Kansas City, setting forth a series of
thirty-one proposals he said would solve
the complicated problems of inflation-
plus-recession. His speech was not well
received and his proposals were widely
criticized. Many felt that he had con
fronted a universal problem and failed to
use the problem-solving method of per
suasion in dealing with it. You, as a
Toastmaster, should do better.

The basic guidance for approaching
this persuasive situation was given by
the educator, John Dewey, in a book
published in 1910 entitled How to Think.

Dewey pointed out that human beings
do not use their intelligence except when
confronted by a felt difficulty—that is,
by a recognition that something is dras
tically wrong. We do nothing, or keep
doing things in the same old way, until
our circumstances become so sufficiently
uncomfortable that we are forced to

face the fact that a new approach is

called for. This is why we say that
"necessity is the mother of invention."
We think constructively only when we
feel a genuine need to do so.
The problem-solving method of per

suasion is a communicative adaptation
of the five-fold process that Dewey be
lieved our minds naturally follow when

ever we do constructive thinking. The

You are not

imposing a solution

upon your

audience but,

rather, are helping

them in their

own search

for one.

33
steps are as follows:

1. We become troubled by a difficulty
that is acute enough to arrest attention
and cause discomfort.

2. We analyze the difficulty, attempt
ing to define what it is and to deter
mine just how it is affecting us.
3. We search for all available solu

tions, trying not to overlook anything
that could solve the problem.

4. We evaluate each of the solutions,

noting the advantages and disadvan
tages of each.
5. Finally, we select and act upon
whichever of the solutions seems to

promise the best results (trying, when
feasible, to preserve the opportunity to
shift to a second potential solution if

the first one does not work).

In your speech on the inflation-plus-
recession problem, you begin by remind
ing your listeners how acute the problem
has become.

As your second step, you give some ex
amples of how you and they are affected:
higher prices at the grocery store, less
income from investments, a threat to

existing jobs, and probable increases in
taxes, in crime, and in widespread public
demoralization and disunity.

Canvas Your Resources

The third step—the listing of all
available solutions—requires you not
only to earefully canvas the resources of
your own mind, but also to go to the
library and read as widely as your time
f)ermits in current magazines and news
papers, where the subject is much
discussed.

In your speech, you may say to your
fellow Toastmasters, "I've read what the

experts are saying in publications as dif
ferent as the Wall Street Journal and

The New Republic. They disagree about
a lot of things, but from this wide range
of economic studies, I have assembled a

list of possible ways of dealing with our
national problem." Then you present the
entire list to them, starting off with the
least likely solutions and ending with the
one that, in your judgment, is the most
desirable.

As your fourth step, you evaluate each
of these solutions in turn.

"The first of the possible solutions,"
you may say to them, "is for everyone to
reduce spending by as much as twenty-
five percent. This would certainly have
the advantage of reducing sales so
drastically that prices would have to
come down as retailers fought for their
share of what business remained. Such a

drastic reduction of spending would sure
ly curb inflation and might end it com
pletely. But there are at least two factors
that make this solution wholly unaccept

able. The first difficulty is that, for the
great majority of Americans (and of
people around the world) to cut back
their spending by twenty-five percent,
or by anything approaching that figure,

would mean actual starvation for some,

serious deprivation for most, and an
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unacceptable reduction in standard of

living for everyone. And the second diffi
culty is that, while such a method would

help fight inflation, it would at the same

time throw our nation and the world into

a depression worse than anything since
the 1930s. For both these reasons, the

first of the possible solutions simply will
not work. Tempting as it may seem to

save more and spend less, this approach
just won't solve the kind of problem we
eonfront."

Similarly, you present, evaluate, and
reject each of the other proposed solu
tions in turn—to raise all income by
cost-of-living increases as inflation
mounts; to reduce or eliminate taxation

of all low-income families; to establish

huge governmental make-work projects
to employ the unemployed; to reduce

or eliminate taxation on all productive
industry in order to create more jobs; to
encourage everyone to grow their own

food, make their own clothes, and repair
their own appliances; and whatever other
possible solutions your thinking and
reading may have suggested.

The Final Solution

Finally, in your fifth step you come to
the point of recommending action on the
one solution you think is practical and
available.

"What, then, can we do?" you ask
your listeners. "What we have learned is

that there is no simple solution. There is
nothing that can solve the complex infla
tion-depression combined problem
through just one type of action. Since the
problem consists of two contradictory
parts—inflation and recession—the

solution will also have to have two con

tradictory aspects. Since saving alone
would increase the recession and spend
ing alone would increase inflation, we
have to look for a combination that is as

potent as the problem itself. What 1 am

recommending is not what I would
choose or what you would choose, but
what the necessity of the situation
demands."

The persuasive value of the problem-
solving method is considerable. Note

that you start your speech by discussing
a problem situation which is trouble

some to your listeners and which they

will readily agree with you needs a solu

tion. You then describe for them all the

solutions that might be brought to bear

to resolve the problem. Next, you go
over these various solutions one-by-one,
indicating the desirable features of each,
but showing why it cannot or should not

be adopted. Ultimately, there remains

but one solution—the one you yourself
favor.

In explaining this "favored solution,"
you should commence by pointing out
its faults or costs or other undesirable

features. Then you return to the theme
that a solution of some kind is urgently
needed. Next, you show the desirable and

practical aspects of your solution. By

this time, the listeners are ready to ac

cept it—not only because of its good
qualities, but also because all the other

potential solutions have had to be

rejected.

A Joint Product

Because you have followed through a
reasoning process that is similar to the

way everyone thinks when confronting
any problem, the listeners will feel the

solution you finally recommend is the
only one they themselves could accept.
You are not imposing a solution upon
them but, rather, are helping them in
their own search for a solution. What

emerges is felt by the audience to be a
joint product, theirs as well as yours.
This is what happens when you present a
persuasive speech as a solution to a prob
lem, rather than as a proposal which you
urge the audience to accept.
There are times when the "smile meth

od" is the best you can use. Other situ
ations demand the "fight method." But
in circumstances in which the listeners

are vividly aware of a problem that needs
to be solved, the "problem-solving meth
od" of persuasion is the best of all. □

Dr. Robert T. Oliver has been a member
of Toastmasters International's Educa
tional Advisory Committee and is the
author of the Communication and Leader
ship Program. A former professor and
chairman of the Speech Department at
Pennsylvania State University, he is the
author of 30 books, including The Psy
chology of Persuasive Speech.
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Need a
Speech Topic?
The American Revolution Bicentennial

Administration has selected "Certain Unalien-
able Rights" as the third topic to be discussed
by speakers and writers participating in the
American Issues Forum.

Scheduled for October 26 to November 22,
1975, the new topic will examine some of the
basic freedoms for which the War of Inde
pendence was fought — freedoms that still
affect the everyday lives of all Americans. The
month has been divided into the following
four subjects:
Oct. 26-Nov. /.- Freedom of Speech. Assembly,
and Religion. Hanging witches, burning books,
jailing dissidents, and requiring or prohibit
ing prayers—this "free country" has done all
of these. Is freedom so fragile that we some
times must—or think we must -defend it by
denying it to others? What is the dividing line
between art and pornography? Between rea
sonable protest and impermissible violence?
Nov. 2-Nov. 8: Freedom of the Press. Without
a free press, it is doubtful whether there could
have been an American Revolution. But is it
too powerful? Does it jeopardize the rights of
others—especially the right to privacy? Can a
free press monitor society if it is monitored
it.self?
Nov. 9-Nov. 15: Freedom from Search and
Seizure. Freedom from search and seizure was
of utmost importance to the nation's found
ing peoples. But modern technology has added
new and disturbing dimensions to the fears
that brought adoption of the Fourth Amend
ment. How is the collection and use of pri
vate information to be controlled? When does
the right to privacy cease to be a right?
Nov. 16-Nov. 22: Equal Protection Under the
Law. There is a basic guarantee we have as
Americans: equal protection under the law for
every citizen. But are we in practice equal be
fore the law? Or are some "more equal" than
others? Is there one rule for the rich and an
other for the poor; one for the influential and
one for the obscure?

Join the thousands of communicators
throughout the United States who will be par
ticipating in the American Issues Forum.
You'll he doing your part to help America
celebrate her 200th birthday. □
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ABLE TOASTMASTERS (ATM)

Congratulations to ttiese Toastmasters wtio tiave

received the Abie Toastmaster certificate of achievement,

Tom E, Anderson, Globe Club 2197-3, Globe, Arizona; William B. Berry,

St. Glair Club 496-8, Believiiie, iiiinois; George D. Cameron, Credit Union

Club 854-31, Cranston, Rhode island; Merlin E. Chase, Simpsons & Simp

sons Club 1555-45, Halifax, Nova Scotia; William S. Dennis, Southwest Club

2066-16, Oklahoma City, Oklahoma; Clinton B. Dorwart, Early Bird Club
2534-23, Albuquerque, New Mexico; Maurice T, Feiman, Leisure World Club
2230-F, Seal Beach, California; Warren W, Fisk, Pacemakers Club 2167-6,

St, Paul, Minnesota; A, A, Graff, Waterloo Club 101-19, Waterloo, Iowa;
Bruce L, Holllster, Ore-Ator Club 3877-7, Portland, Oregon; S, D, James,

N O L Club, 3637-36, White Oak, Maryland; Larry B, Laudig, Fred H, Rohr

Club 2518-5, Chula Vista, California; Robert M, Lohr, San Jose Club 1577-4,

San Jose, Calitornia; Mack F, Lowe, Tuesday Toasters Club 3004-63, Kings-

port, Tennessee; Lennart E, Lundberg, Annandale Club 3122-36, Annan-
dale, Virginia; L, Kenton Meals, Ala Moana Club 3583-36, Honolulu, Hawaii;
Alexander P, Nelson, Gate City Club 759-20, Fargo, North Dakota; Don L,

Puckett, Muncie Club 1096-11, Muncie, Indiana; Edward R, Roberson, Dam

Neck Club 2039-66, Virginia Beach, Virginia; John C, Rollow, Glendale 1

Club 8-52, Glendale, California; Roy E, Russell, Billings Club 319-17,

Billings, Montana; Fred J, Sackleh, Coffee Country Club 1719-63, Manches
ter, Tennessee; James G, Sauer, La Crosse Club 411-35, La Crosse,

Wisconsin; Robert Schmitt, Ridgewood Club 2639-46, Ridgewood, New Jer

sey; Roger L, Smith, Opportunity Club 451-19, Des Moines, Iowa; Louis A,

Stanich, C M B Club 517-11, Indianapolis, Indiana; Walter R, Supina, State

College Club 1219-13, State College, Pennsylvania; Thomas R, Teynor,

Rainbow Club 3104-6, Minneapolis, Minnesota; J, W, Tice, UTOY Club

810-14, Atlanta, Georgia; Frederick H, Townsend, Ambitious City Club

1586-60, Hamilton, Ontario; Dr, Kenneth S, Tydings, Hampstead Club

1105-46, Hampstead, New York; Joseph R, Weike, Hiawatha Valley Club

205-6, Red Wing, Arizona,

neui I! uh8
50-9 APPLE VALLEY CLUB

Union Gap, Wa,, Tues,, 7;30 p.m..
Valley Mai l , 2515 Main St,
(965-0123), Sponsored by Chinook
Club 40-9,

2282-14 NORTH LAKE CLUB

Atlanta, Ga,, Mon,, 12;00 a.m.. Con
ference Room at 2220 Park Lake Dr,

(934-7400), Sponsored by The De-
catur Communicators Club 1375-14,

2895-46 BRYANT PARK CLUB

New York, N,Y,, Tues,, 1 T,30 a.m.,

Haskins and Sells, 14th Fl, Meeting
Rm,, 1114 Ave, ot the Americas
(422-9600, Ext. 1446),

2517-72 COMBINED CLUB

Mount Maunganui, North Island,
New Zealand, Mon,, 7:30 p.m..
Links Ave, Intermediate School

(Tauranga 53365),

1447-U DEVIL DOG CLUB

Taipei, Taiwan, Thurs,, 4;00 p.m.,
NCO Steak Room, Shu Lin Kou Air

Station (861-6063/37, Ext. 2131),

1834-U VEREENINGING CLUB

Vereeninging, Transvaal, Rep, of S,
Africa, Wed,, 7;00 p.m., Stewarts &
Lloyds Rec, Club, Kiiplaatdrilt,

2132-U PROTEACLUB

Port Elizabeth, S, Africa, Mon,, 5:30
p.m.. Hunters Retreat Hotel, Old
Cape Road (30-2305, Alternate 30-
2307), Sponsored by Algoa Club
2457-U,

anniversaries
30YEARS

C P ACIub338-2

Seattle, Washington

Executives Club 309-6
Minneapolis. Minnesota

Executives Club 335-19
Des Moines, Iowa

Evergreen Club 333-32
Tacoma. Washington

25 YEARS

Fresno Jaycee Club 185-33
Fresno, California

Redstone Club 1932-48

Huntsville, Alabama

15 YEARS

Palm Springs Club 846-F
Palm Springs, California

Dynamic Whittier Club 873-F
Whittier, California

EE-QUIP-SHAClub 501-9
Ephrata. Washington

20YEARS

Ribbing Club819-6
Nibbing. Minnesota

Dogwood Club 1901-14
Atlanta, Georgia

East Story County Club 504-19
Nevada, Iowa

Jackson County Club 1871-29
Pascagoula, Mississippi

San Luis Oblspo Club 83-33
San Luis Obispo, California

Sandusky Club 2913-10
Sandusky, Ohio

Longhorn Club 3178-25
Ft. Worth, Texas

Balboa Club 1259-52

Panorama City, California

WHS Los Angeles Club 3181-52
Los Angeles, California

North Bay Club 1698-60
North Bay, Ontario

10YEARS

Yawn Patrol Club 364-7

Eugene, Oregon

Executive Club 266-14

Marietta, Georgia

Town Criers Club 2898-18

Annapolis, Maryland

Sunrise Club 2508-47

Ft. Lauderdale, Florida

Kenora Club 3875-64
Kenora, Ontario
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Anniversary Month —

Help Someone
Grow

This month marks the beginning of Toastmasters An
niversary Month, the first half of a concerted fall and
spring membership building effort designed to help you
share one of your most rewarding experiences with
someone else,,, your membership in Toastmasters,

If you've ever had the opportunity to share that
experience with a friend, to watch him grow and de
velop, you know there is nothing in the world like it.
That's why Anniversary Month was created — to provide
you with that opportunity and to offer you International
recognition for your efforts.
By now, your club president should have received a

packet of materials to help organize and implement
your Anniversary Month membership building effort.
Join the thousands of Toastmasters around the world

who will participate ,,, and help someone grow!

I
Y
Y
Y
Y
Y
Y
Y
Y
Y

t
Y
Y
Y
Y
❖

t
Y
Y
Y
Y
Y
Y
Y

30 *** *♦* *♦—*

L



IIOUr1ll7li-70

oovernors

F. John S. Latin, ATM, 1010 Calle Ortega, San Dimas, CA91773
1. Henry R. Nash, ATM, 1110'/! Glenville Dr., Los Angeles, CA 90035
2. Harold Frye, ATM, 328 S.W. 176th PL, Seattle. WA 98166
3. William N. Crawford, ATM, 2315 N. 81st St., Scottsdale, AZ 85257
4. Claron H. Smith, ATM, 1324 Bay St., Santa Cruz, CA 95060
5. Melverne E.- Hansen, ATM, 3504 Ethan Allen Ave., San Diego, CA 92117
6. Angelo A. Mazzucco, DTM, 1472 Breda Ave., St. Paul, MN 55108
7. Hashim Shawa, DTM, 4461 Commercial St., Astoria, OR 97103
8. Eugene Tesreau, ATM, 269 Treasure Cove, Ballwin, MO 63011
9. John A. Pritchett, N.W. 925 State, Pullman, WA 99163

10. John R. Myers, 1000 Hathaway Ln., Marlon, OH 43302
11. Steve Land, ATM, 514 Thirteenth St., Logansport, IN 46947
13. James C. McCulloch, ATM, 223 Sycamore Dr., State College, PA 16801
14. Charlie A. Powell, 3998 Jane Marie Ln., Decatur, GA 30032
15. Nell A. DePue, ATM, 1469Custer, Idaho Falls, ID 83401
16. Robert M. Quant, ATM, 6557 E. 27th PL, Tulsa, OK 74129
17. Forrest L. McOmber, 3113 Richardson, Butte, MT 59701
18. Bernard F. DIAngelo, ATM, 23 Brooks Road, BelAIr, MD 21014
19. Donald L. Morrison, DTM, 716 S. Tennessee PL, Mason City, lA 50401
20. Brian H. Quigley, 1317 First St., North, Fargo, ND 58102
21. Rudy La Bonte, ATM, 1962 Estevan Rd., Nanalmo, B.C., Canada
22. Jack Kopetz, 4006 N.E. 49 Terrace, Kansas City, MO 64119
23. Charles E. Feind, 9917 Album Ave., El Paso, TX 79925
24. Allen Coburn, ATM, 209 Bellevue Blvd., So., Bellevue, NE 68005
25. George P. Gallagher, DTM, 4020 McFarlln Ave., Dallas, TX 75205
26. Marilyn Boland, 2500 Colorado Blvd., Denver, CO 80207
28. Dr. Homer F. Schroeder, DTM, 3426 Kenwood Blvd., Toledo, OH 43606
29. B. B. Boles, 103 Cypress Dr., Milton, FL 32570
30. J. K. Nayak, ATM, 1901 South Lombard Ave., Cicero. IL 60650
31. Norman A. Cox, 853 Washington St., Gloucester, MA 01930
32. Bruce L. Congdon, 2078 Northlake Way, Bremerton, WA 98310
33. EIroy F. Hawes, ATM, 2150 Brigham St., Oxnard, CA 93030
35. James G. Sauer, 1801 Losey Blvd., South, La Crosse, Wl 54601
36. Joseph C. Luman, 209 West Glendale Ave., Alexandria, VA 22301
37. Hubert Barney, ATM, 5400 Alamo Dr., WInston-Salem, NC 27106
38. Harry W. Vincent, ATM, 207 Station Ave., Haddon Heights, NJ 08035
39. Dr. Arun K. Sen, DTM, 2756 Belmont Dr., Davis, CA 95616
40. Bertram A. Baloun, 4161 Paxton Woods Ln., Cincinnati, OH 45209
41. Donald D. DItmanson, ATM, Box 907, Mitchell, SD 57301
42. Russell A. Holmberg, 16 Bayvlew Dr., S.W., Calgary, Alia., Canada
43. Hurley H. Perkins, 4219 Lochrldge, N. Little Rock, AR 72116
44 John V. Slyker, DTM, 2812 Marmon, Midland. TX 79701
45. Allan E. Seavey, ATM, 22 Leavitt Rd., Hampton, NH 03842
46. Rudy Stlefel. ATM, 860 Fifth Ave., New York. NY 10021
47. Sherley R. Dunn, DTM, 347 Greencastle Dr., Jacksonville FL 32211
48. Walter 0. Webb, Route 2, Box 231, Elkmont, AL 35620
49. Lionel Y. H. Low, ATM, 45-409 Nakulual St., Kaneohe, HI 96744
52. Ed Hogan, DTM, 8639 Hazeltlne Ave., Panorama City, CA 91402
53. Roy B. VIckery, ATM, 11 Cross St., Longmeadow, MA 01106
54. David H. Brownell, 1317 Rutledge Rd., Bloomlngton, IL 61701
56. John L. Staha, 5004 Jeffery PL, Austin, TX 78746
57. Greg Robinson, ATM, 413 Kinross Dr., Walnut Creek, CA 94598
58. Worth M. Helms, 110 Crestfleld Dr., Lancaster, SC 29720
60. E. E. Doyle. 3088 Don Mills Rd., Wlllowdale, Ont., Canada
61. Frank J. Hofstetter, 720 Mllle lies Est, Ste. Therese-en-Haut, Que., Canada
62. R. E. Trent Peterson, 929 Balfour, Midland, Ml 48640
63. J. Gordon Petty, P.O. Box 1433, Chattanooga, TN 37401
64. H. Edwin Tackaberry, DTM, 26 Sayer Ave., Winnipeg, Man., Canada R2Y 0C6
65 Kenneth C. Spiegel, Box 8727, Rochester, NY 14642
66. Dick Byrne, 46 Greenwell Court, Lynchburg, VA 24502
68. Jack F. Mesh, 2506 Seventeenth St., Lake Charles, LA 70601
69. Frank J. Bell, ATM, 6 Baxter St., West End, Townsvllle, Australia 4810
70. Piers Foa, 2 Worrall St., Croydon, Victoria, Australia 3136
71. NIall O'RIordon, "Roncalll" Cahergal Lawn, Ballyvolane, Cork, Rep. of Ireland
72. Peter Cooper, DTM, P.O. Box 3305, Wellington, New Zealand

MOVING?

Notify World Headquarters of your new address eigtit weeks prior to the scheduled
move. Complete all the necessary information. This will assure you of uninter
rupted delivery of The Toastmaster and other Tl material.

Club No._

District No._

Paste current address label here OR complete the following:

lllllllllllllllllllllllllllllllllllIII■■■■■■■■■

Name _. . . _ _

Present Address ..

City

NEW ADDRESS.

City

State/Province- .Zip_

State/Province- _Zip Code-

If you are a club, area, division, or district officer, indicate complete title:



Without Them...
You're Just

Another Face

in the Crowd!
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Tl MEMBERSHIP PINS-These handsome
gold-plated pins are available to all Toast-
masters who are proud of their membership
and want others to know it. An excellent
membership-building device. Comes in two
sizes; the Miniature Membership Pin (Code
No. 5751) is $2.00 and the Large Member
ship Pin (Code No. 5753) is $2.15.

ATM/DIM PINS —These beautiful Balclad
Gold pins provide added recognition for
those who have distinguished themselves
by earning their ATM or DTM certificates. A
great conversation starter! The Able Toast-
master Pin (Code No. 5939) and the Dis
tinguished Toastmaster Pin (Code No. 5800)
are available for $5.75 each. (Please include
ATM or DTM certificate number with order.)

CLUB PRESIDENT PIN —This pin is a must
for every Toastmaster who is elected as
president of his Toastmasters club. The per
fect gift to present to an incoming presi
dent, it is available in Balclad Gold (Code
No. 5801) for $5.75, and in 1/10 10K Gold
with two beautifully mounted zircons (Code
No. 5802) for $9.00.

Show the people in your community how proud
you are of being a Toastmaster by wearing one of these
official Toastmasters Pins on your lapel. They're great

conversation starters!
(When ordering Tl Pins, add postage and handling charges as follows:

1-12 pins, 30 cents; 13-24,60 cents; over 24,80 cents.) All prices are subject to change without
notice. California residents add 6% sales tax.

Toastmasters International, 2200 N. Grand Ave., P.O. Box 10400, Santa Ana, CA 92711


