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FOCUS ON THE SPECIALTY SPEECH:

OPEN TO INTERPRETATION
Speaking to international audiences

INSPIRE YOUR AUDIENCE WITH
THE MAGIC OF A STORY
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The Miracle of
a Corporate
Club

his spring I attended a

powerful Toastmasters
demonstration meeting.
The purpose was to sell a
large international com-
pany and its employees on
starting an “in-house”
Toastmasters club.

The moment of truth ar-
rived when the Toastmas-
ter asked for a show of
hands from those interested
in helping to form a club.
The presenters had done
their job well, as more than
20 hands went up among
the 35 employees present.

A company executive,
who had remained silent
until that time, rose from
his chair in the back of the
room to speak.”l encourage
all of you to take advan-
tage of this wonderful pro-
gram,” he said. “Our presi-
dent recently commented
that our company has valu-
able technology just sitting
on shelves — technology
that could have saved the
jobs of many of your co-
workers and resulted in a
much better bottom line
than we have today.

“If more people in our company had
belonged to Toastmasters, I believe those
new ideas could have been sold to our top
management.”

His eyes filled up and his voice became
emotional as he continued, “I urge all of you
to join Toastmasters. This company needs
you; it needs the skills demonstrated by Toast-
masters today. We can become a much better
company because of Toastmasters.”

The Toastmasters hosting the demo meet-
ing seized the opportunity, quickly organiz-
ing the first meeting of the new club.

The feelings and ideas expressed by the
senior executive at this meeting are not
unique: Many organizations, in striving to
remain competitive, are putting greater em-
phasis on teamwork. But they are finding
that many employees lack the communica-
tion and leadership skills required for a team
to live up to its promise.

Toastmasters can help corporations solve
this problem. But for the miracle of Toast-
masters to work in a corporate setting, we
must ensure that upper management under-
stands two things: (1) In-house clubs are cost
effective and (2) a corporate Toastmasters
club does not add to the workload of the
training and human resources staff.

As you might imagine, it is cheaper (and
produces better results!) for a company to pay
the total annual cost of a club, including char-
ter and membership fees for 20 members, than
to send one person away to a two-day training
course or to pay for a guest speaker.

And each club is self-contained: Club
members help and teach each other and
elected officers take care of club operations.
Support is provided by the district through a
sponsor, mentor and area governor.

In a short time, companies will discover
that their Toastmasters members are more con-
fident employees, well qualified to lead and
communicate their way to corporate success.

Corporations around the world need the
miracle of the corporate Toastmasters club.
If you have not already done so, set up a
special corporate demonstration team. You
will be proud of what you accomplish!

Neil Wilkinson, DTM
International President
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Letters

LET’S LIGHTEN UP

I was interested in Ede
Ferrari-D’Angelo’s article
(January 1994) dealing with
the bad effects of telling sex-
ist, ethnic or religious jokes.
I agree that cruel, off-color
or crude jokes have no place
in Toastmasters; however,
let’s not carry the issue too
far. At my club I am often
the brunt of jokes involving
my age or my tightfisted ap-
proach to spending money.
Yet, I don’t feel insulted or
threaten to quit the club - 1
just return the comments in
kind and tease the lawyers,
bankers, accountants or sales-
people in our club.

Don’t get me wrong, we
don’t exchange crude com-
ments at our meetings, but
we do have lots of good-na-
tured ribbing. All of our club
roasts have been great fun
and the members who en-
joyed them the most were
those being roasted.

Let’s not become the vic-
tims of political correctness
to the point that we avoid
the good-natured give and
take that make our meetings
more fun.

Lighten up Toastmasters
of all genders, ethnic back-
grounds and political persua-
sions. Remember: laugh and
the world laughs with you,
cry and you cry alone!
Howard Brandt, DTM

South County Club 1957-8
St. Louis, Missouri

THINK OF US AS DESSERT

Thank you for doing a great
job with The Toastmaster
magazine; I look forward to
receiving it every month. The
articles are well-written and

the information is useful to
both me and my club. I have
only been a Toastmaster for
six months and find it excit-
ing, challenging and well
worth the effort. Your maga-
zine helps complete the
Toastmasters experience.
Tracy Scoggin

Daybreak Club 1033-44

Lubbock, Texas

TABLE THOSE TOPICS

I read the two articles on
Table Topics in the May is-
sue with great interest. It
seems to me that Mr. Boyles
and Mr. Barshop don’t under-
stand the purpose of Table
Topics training: learning to
think quickly “on your feet.”

Mr. Boyles states: “Rise
from your chair and walk to
the front of the room.” The
concept behind this is that
it gives you time to think.

Suppose you meet a friend
on the street. He asks you a
pertinent question about lo-
cal politics. Now, ask him to
stand there for a minute
while you walk ten feet away
to marshall your thoughts
and give him an answer.

Then, in the second article,
Mr. Barshop suggests: “Ask five
volunteers to come center
stage. Pass a soft ball to one of
them.” I have seen this activ-
ity in an elementary school
classroom and I don'’t think it
contributes to the mastery of
basic Toastmasters skills.

By following these two
examples, we will do noth-
ing but waste meeting time.
These authors seem to assume
that Toastmasters are not in-
telligent enough to respond
to challenging questions.

Since joining Toastmas-
ters in 1954 and participat-

ing in hundreds of meetings,
I have listened to thousands
of Table Topic responses. |
know what does and what
does not work with mature,
intelligent Toastmasters.

Robert Duphorne, CTM
Coronado Club 475-23
Albuquerque, New Mexico

CONSIDER TOPIC
DIFFICULTY

I couldn’t agree more with
Annalore Wagner’s com-
ments in your May issue, la-
menting the lack of substance
in international speech con-
test presentations. As the level
of competition increases, the
difficulty and variety of the
subject matters seem to de-
crease correspondingly. In
the end, we are left with a
collection of speeches that
play on some variation of the
well-worn theme of “you can
if you think you can.”

I have two suggestions for
injecting variety and sub-
stance into contest speeches.
First, apply a “degree of dif-
ficulty” factor to all presen-
tations. Safe, relatively un-
imaginative material would
rate a .8 to .85 on a scale of
0.1 to 1.0, reducing a “raw
score” of 100 to 80 or 85. As
the subject matter becomes
more difficult, innovative or
complex, the difficulty fac-
tor would increase accord-
ingly, with a .95 - 1.0 being
awarded to genuinely unique
and challenging subject mat-
ter. Under this approach,
speakers would be actively
encouraged to attempt the
difficult or unusual rather
than shy away from it.

An alternative would be to
have a designated theme each
year. For instance, in 1994 the

speech contest theme could
be a recognizable social issue
or concern. Subsequent years
might have themes such as
drama and literature, science
and technology, maybe even
politics.

With this approach, we
would get a variety of inter-
esting and challenging sub-
ject matter that would level
the field for speakers whose
forte is something other
than motivation and self-im-
provement.

Classen Gramm, ATM
Courthouse Club 1886-5
San Diego, California

COPYRIGHT EYE-OPENER

I greatly enjoyed the infor-
mative and well written ar-
ticle “Copyright Primer” by
Ellen M. Kozak (April). The
key points were communi-
cated clearly and concisely
and the quiz was a great
opener. Thank you.

Ursula E. Jost-Carraro, CTM
Grosvenor Square Club 4141-71
London, England

NINE AND COUNTING
I have one more idea for

Judith E. Pearson (May), a

ninth easy rule for becoming
an unsuccessful Toastmaster:
9. Be unreliable. When
scheduled for a role, don’t
show up and don’t find a
substitute for yourself. Leave
the Toastmaster or contest
chairperson to scramble at
the last minute - surely
someone else will jump into
the breach. Soon nobody
will ask you to do anything.
Then you can even volun-
teer for roles without fear of
being accepted!
Sheila Moore

Tandem Club 4658-4
Cupertino, California

the Toastmaster e july 1994



Politically Incorrect: Taking

the Defensive on Offensive.
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by Joanne Sherman

I'm OK, Youre PC

B[ DON'T THINK I'VE BEEN TO A GATHER-
ing lately, either for business or pleasure,
where a discussion about what’s “politi-
cally correct” has not surfaced. The stam-
pede toward political correctness has gen-
erated more debate and confusion than
back in the recent “good old days” when
all we had to argue over was what consti-
tutes sexual harassment.

The concern over being labeled “politi-
cally incorrect” is a serious one, especially
for public speakers, and writers, because we
have the potential of offending not just one
or two people at a time, but dozens, hun-
dreds, or even thousands.

Recently, I experienced my first en-
tanglement with the “politically correct”
syndrome. I had written a short story for a
woman’s magazine. In this story, one of
the characters, during a moment of shock,
gasps, “Holy smoke!” An editor from the
magazine called me. “I have a little prob-
lem with ‘Holy smoke!”” she said, explain-
ing her worry that the term might offend
religious groups. Since that certainly was
not my intention, I came up with an ap-
propriate substitute. Two hours later she
called again, “You know, in one place the
main character’s best friend is described as
being plump. Is there a different word you
can use, I mean instead of plump?”

“Definitely not!” I said, because the best
friend was plump, and her “plumpness” was
an integral part of the story.
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“Okay, that’s fine,” the editor said, back-
ing down quickly on that issue, but while
she had me on the phone, there was just
one other teensy problem. My main
character’s husband was bald. Could I come
up with something to replace the word
“bald,” so as not to offend bald people, and
as long as I was doing that...

Out of patience, I suggested the over-
zealous editor make whatever changes she
felt necessary to keep from offending the
sensibilities of plump, bald, and/or reli-
gious readers.

“Oh my, I couldn’t do that,” she said, “This
is your story, we want it to be your words.”

“Politically correct” or PC as it is more
familiarly known, is a movement that we will
identify with the '90s as an era of creative
inventiveness. And inventiveness is the op-
erative word here. A multi-page directive cur-
rently circulating via fax, computer and ver-
bal grapevine offers guidelines to assist those
of us who may be politically incorrect. An
example: The person who can’t read without
glasses does not have bad eyesight, that per-
son is visually impaired. My husband is deaf
in one ear, but according to the PC Police, I
shouldn’t tell you that. I should say he’s
hearing deficient. Oh, and that person who
just broke the window of an appliance store
and ran off with a television under his (or
her) arm is not a looter. No, that person is a
noncompensating shopper. (Why, I can’t help
but wonder, are we worried about offending a

looter?) Short people are
“vertically challenged,” tall
people are “height enhan-
ced,” physically unattractive
people are “appearance defi-
cient” and dead people are
“life deficient.” And the very
long list goes on...

This scramble to ex-
change one word for a pret-
tier one, and to constantly
redefine what is “correct,”
is a never ending process.
Those of us who are public
speakers, or who write for
publications, have always
been keenly aware of the
need to be sensitive and
concerned about the feel-
ings of others. But we've
never thought of it as be-
ing politically correct, we
just called it good manners
and common sense.

If the confusing term
“politically incorrect” could
be boiled down, we would
end up with two simple and
universally understood
words: be nice. o

Joanne Shermanis a freelance
writer and columnist living
in Shelter Island, New York.




If you follow the

principles of the
folktale, all your
stories will touch

your audiences.

by Kathy Khoury, CTM

® [T HAPPENS TO EVEN THE BEST SPEAK-
ers. Speeches lose their sparkle. Jokes lose
their punch. When your speeches sound dull,
even to yourself, try something different.
Storytelling is a great way to break the cycle
because it forces you to put aside the mun-
dane in favor of the dramatic.

The allure of a good story is as old as
storytelling itself (the oldest, The Epic of
Gilgamesh, is thought to originate in the
third millennium B.C.), and remains strong
today. It is no mistake that the first assign-
ment in the Toastmasters Storytelling manual
is a folktale. Every culture has tales that have

as children’s picture books. Fairy tales are
particularly good because they have with-
stood the test of time.

tories need not be folktales to be good.

However, they should contain the same
elements. Master the folktale first, study it,
and use it as a model for original and con-
temporary stories. If you follow the prin-
ciples of the folktale, all your stories will
touch your audiences.

In order to tell a story well, you must first
be able to “see” it. In his book Awakening the
Hidden Storyteller, Robin Moore suggests vi-
sualizing a story first, as if you were seeing it

FASCINATE

with F=Ol k&

been told for generations. It seems strange
that tales written long ago still have power to
move people raised on Star Wars and Jurassic
Park, yet they do. It is not surprising, then,
that folktales have in common all the neces-
sary elements of a good story.
olktales are simple stories with few char-
Facters. The characters live simply and
are often peasants or farmers, as many folktales
have their origins in our agrarian roots. Still,
we can recognize the characters in folktales
because their struggles are our struggles. In
all folktales, the main character learns some-
thing or overcomes an obstacle. They have a
moral, often teaching lessons about life. The
earliest stories in Native American cultures
explain why things are the way they are, such
as the Maushop creation stories of the
Wampanoag Indians in New England.
Sources of folktales are everywhere. Pro-
fessional storytellers keep a shiny, well-oiled
selection in their repertoire and often sell
audio-cassettes of recorded tales. If you don’t
know how to find your local storytellers, go
to the library — you may find an anthology
of tales by local storytellers. You will also
find an endless supply of folktales published

on a movie screen. If you fail to do the
internal work first, your stories will seem
flat and one dimensional. Read your story
several times, until you know it well. Close
your eyes and “see” the story unfold like a
movie, then describe what you see. '
Storytelling is not like other presentations
— it requires the active participation of the
audience. Most people are visually oriented —
they need to “see” your story too. Use key
details to create your movie on your listeners’
mental screens. Listen to other storytellers,
or carefully read several stories to see how
this is done. Pick details that either give clues
to understanding your characters or that move
the story along. Use vivid details to paint
word pictures your audience can “see,” but
leave out details that don’t add to your
audience’s understanding of your story.
Now you are ready to practice telling
your story. Forget everything you ever
learned about public speaking and do what-
ever seems appropriate. If the story entails a
lot of action, you need to act out some of
the action. Be dramatic and have fun! Just
be careful that your actions enhance the
story and help people picture it: You don’t
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want your gestures and “special effects” to
detract from your story.

If there is little action, or if your story is
scary, sit on a chair in front of your audi-
ence. If your club’s set-up permits, and it
won't interfere with other speakers, arrange
the chairs in a semi-circle around you. This
creates the feeling of campfire intimacy and
allows you to drop your voice to a whisper
and still be heard.

Avoid standing behind the lectern; this
creates a barrier between you and the audi-
ence that a storyteller can’t afford. Also, when
telling a story, don’t use notes. The idea is to
look natural and spontaneous as if you were
having a conversation with your audience.

ractice your story out loud in front of a

mirror. Your biggest assets as a story-
teller are your face and your voice. Use these
to distinguish your characters so that your
audience knows who is speaking at all times.
Experiment with accent and dialect, if appro-
priate. Find a different voice for each char-
acter, then practice until you are able to
summon each character easily.

Use facial expressions and gestures to re-
inforce the differences between your charac-
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ters. For example, if you are telling the Rus-
sian folktale The Wise Little Girl, a story about
a little girl who outwits the Czar, open your
eyes wide with innocence and clasp your
hands together when you are the little girl.
Your voice for this character will be soft and
sweet. As the Czar, raise one eyebrow and
adopt a husky voice and coarse laugh. In
contrast to the clasped hands of the little
girl, as Czar, put one hand on each knee and
lean forward questioning your audience as if
it were the little girl.

nce you have “seen” your story, de-
Ocided how to tell it and practiced your
characters, give it one last look. Will any
special effects add to your story? If your
character is in a boat, how about a paddle?
Does your character tell a monologue? How
about a hat? If your story is scary, try dim-
ming the lights and use a desk lamp as a
“spotlight” for a more dramatic effect.

Small effects add to your story, but don't
overdo it. Props should not take center stage.
If your prop is too large or too fascinating,
your audience will be marveling at it and
not listening to you. Never use more than
one or two props - if you do, you will spend
more time changing props than telling the
story. Your most valuable prop is the movie
you are creating in your audience’s collec-
tive mind. Don’t use props as a substitute
for a well-told tale.

Storytelling is similar to other types of
public speaking, but it has special challenges.
If you take the time to learn the art of
storytelling, you will be surprised by the re-
wards. Storytelling is fun, challenging and
rewarding in itself, but it can also have a
number of unexpected results. You might be
surprised to find a side of yourself that 'you
never knew was there. You might be surprised
to find that your characters slip into your
speeches on occasion, or that a floppy fishing
hat adds the perfect touch to an otherwise
conventional speech. Storytelling gives you a
new way of looking at things. It frees you to
walk across that boundary of “acceptable,”
just enough to keep things interesting. Your
characters will become more colorful. Other
Toastmasters will notice that your speeches
are better. By discovering your inner story-
teller, you may open doors to your creativity
that you didn’t know were there.

Kathy Khoury, CTM, is member of Merrimack
Club 9082-45 in Merrimack, New Hampshire.

“Never use more
than one or two
props. If you do,
you will spend
more time changing
props than telling

the story.”
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} ,=»-ﬁe()plc love stories. They love to tell them and they

I~ love to hear them. A really good story makes a camp
fire worth lighting, a cocktail party worth attending and a
reunion worth holding. A story can evoke tears and laugh-
ter. A good story can touch something familiar in each of
us and yet show us something new about our lives, our
world and ourselves.

Stories are also powerful tools for growth and learning.
They can reach resistant learners in ways that even well-
delivered lectures may not. Unlike conventional lectures,
stories have a way of circumventing the mind’s logic to
capture the imagination.

(rafting a Tale

Speakers can use stories to entertain, inspire, instruct — or
do all three. Most stories are either crafted or chosen. The
crafted ones are “baked from scratch”; the chosen ones are
“recrafted” - in other words, tailored to fit the storyteller,
audience and learning objective. The objective is para-
mount. Stories without purpose obviously lack relevance,
but they also tend to lack charm.

Whether a speaker chooses to craft or recraft a story,
several key steps are involved. The first step is to clarify the
story’s purpose. Here’s a checklist of questions to ask your-
self:

@ What key point do I hope to convey with a story?

By using a story, am I indulging in irrelevant fantasy?

Is the point best communicated by analogy?

@ Does the point warrant the time that’s required to tell a
story? Or do I need to make the point quickly and
move on?

@ Are listeners likely to appreciate the point if it’s con-
veyed by a story? Or are they likely to be literal-minded
and view stories as “much ado about nothing”?

Do I know how to tell a story?

>

Most people can learn to tell stories well, but some may
find storytelling so challenging that they prefer to use
other approaches. If you decide to incorporate a story into
a presentation, you may find it helpful to structure your
story around the following elements: the context, the chal-
lenge and the climax.

Everyone loves to hear a good story. But stories d

’]I;e context
The story’s context establishes the setting or scene. It’s the
“once upon a time” part that invites listeners into the story
and lets them share the visions of the storyteller.

The first step in creating the context is to write the

story so you can critique it and measure
the time it takes to tell it. A
story should start with a
transition that uses

words or cues —

such as a
long pause —
to signify that a
story is beginning.
Listeners shouldn’t wonder
why you are telling them what you're
telling them, and they shouldn’t be asking themselves,
“Where does this fit in?”

After the transition, it’s important to create a realistic
back-drop. Often, a story takes more time to relate than it
takes to happen, so you should allow enough time to set
the scene. Even well-told stories often violate grammatical
rules and commonly shift between the past tense and the
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A Time... cm

present. The past tense describes what happened; the present
tense is acted out.

When creating the context of your story, ask yourself
the following questions:

What do I want listeners to feel?

How can [ build a sense
of adventure, mystery,
suspense, joy or
invitation?

Will
listeners be
able to visualize the
scene [ have in my mind?
Will listeners be able to iden-
tify with or relate to the story and the
l picture I painted?

ﬂe challenge

A good story should contain a challenge, which can also be
described as “dissonance.” To communicate dissonance, it's im-
portant to create a dilemma that listeners can identify with.

n't just entertain; they also can inspire and instruct.
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The following questions can help you create dissonance:

What do I want listeners to feel?

How can I build a sense of concern, conflict or suspense?
Will listeners be able to visualize the challenge or
challenges the same way I do?

Will the dilemma create enough dissonance so that
listeners will desire a resolution?

h]dhe climax

The story’s climax is essentially a punch line with a lesson.
Of course, the lesson is usually longer than the typical
punch line of a joke.

The climax is more than just an ending - it’s a resolu-
tion that can be used as a tool for helping listeners learn.
The storyteller instructs through resolution, and the lis-
teners allow their need for resolution to lead them into
learning. As the story is told, it educates all who hear it.
However, the climax must clearly fit the challenge and
also carry listeners in new and somewhat unexpected
directions. A surprise twist is often what most affects an
audience.

If a story were mapped out, the climax would reside on
the other side of the gaps created by the challenge. If
listeners leap over the gaps, thus eliminating the disso-
nance, they experience insight and learning. But the cli-
max must be truly inviting, realistic and relevant. If the
climax or resolution is too routine or far-fetched, there is
no insight. Listeners must be able to relate to and identify
with how the story ends.

When creating the climax, ask yourself the following
questions:

@ Will the story’s ending result in insight and achieve
my goals? Is a story the best way to accomplish that
objective with this particular audience?

@ Will the ending surprise, amuse, challenge or amaze
the listeners?

» Will listeners view the ending as realistic and relevant?

@ Will listeners be able to envision several possible end-

ings before the climax is revealed?

» Will listeners gain insight and develop new attitudes,

understanding or skills from the resolution?
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nlike conventional lectures, stories

At the story’s end, listen-
ers should say, “I wouldn’t have
thought of that” or “I wasn'’t ex-
pecting that.” They should also feel,
upon reflection, that the story makes
perfect sense.

Zelling the Story

Even a well-crafted story can fail to achieve its objective if it
isn’t told well. Here are a few techniques and tips for
effectively delivering a story.

Dramatize. Don'’t be afraid to ham it up a bit. Remem-
ber, you're trying to paint a picture. As you speak, focus on
the scene in your mind and try to become part of it. Relive
the story as you tell it.

Describe. Use a lot of details in the beginning of the
story and then faze them out. Listeners need to hear more
details while you're creating the context.

A good rule of thumb is to start by using more details
than you think the story needs. Your goal is to draw listeners
into the scene. Once you establish the context and move on
to the challenge and climax, fewer details are needed.

Shift. While telling the story, you sometimes act as a
guide. Other times, you're part of the action. In other
words, you step in and out of the scene. These dual func-
tions make it acceptable for the storyteller to shift between
the past and present tense.

Pause. Timing is key to good storytelling. So-called “preg-
nant pauses” can entice listeners and imbue a story with
drama and suspense. Practice your presentation by record-
ing your story on audiotape and listening for places where
pauses might add punch. Then tell your story at a pace that
is slow, but not too slow.,

Gesture. Use different gestures, varied facial expressions
and dramatic body movements. Such techniques can help
turn a written story into a living demonstration.

The proverbial admonition to “stick by the story” is
good advice. The storyteller who goes off on tangents loses
momentum and ultimately frustrates the listeners. Don’t
introduce secondary issues or new words and concepts.
And don’t ask questions during the story. Questions can be
effective learning tools, but they tend to break the thread
of the narrative.

Avoid biting sarcasm and satire. Even sad stories should
have an element of joy. If a story is too acerbic, listeners
tend to resist. The same goes for exaggeration. Most story-
tellers tend to embellish stories and tailor them to fit their
needs and goals. That’s expected, but too much poetic
license can actually undermine the authenticity and real-
ism that make a story powerful. If the audience members
don’t buy your story, then they won’t buy your learning
point either.

have a way of circumventing the
mind’s logic to capture
the imagination.”

Good story tellers, like

master vintners with a full-bod-

ied wine, know that a good story

mellows and improves with age.

Above all, a good story is simple, stylish

and straightforward.

Storytellers tend to have their own favorite recipes for

stories, but these are a good general guide:

@ When choosing a story, “shop around” for the one that
best meets your goals.

@ Keep the blend simple. A good story has the right mix-
ture of ingredients to make it clear, crisp and palatable.

@ Add spice, but don’t overseason.

@ Give your story a distinctive flavor. Make it uniquely
your own, even if it’s a borrowed one.

@ Practice makes perfect.

Wlere and When?

Speakers who have decided to use stories often don’t know
where and when to fit them into their programs.

Stories fit just about anywhere. For example, they can
work as introductions or as conclusions. As an introduc-
tion, a story can announce and organize the main points of
the program to follow. As a conclusion, a story can reiterate
the core principles, ideas and concepts of the presentation.
Using a story to wrap up a program can cut through any
confusion that may have built up along the way.

Stories also act as breathers. They can provide welcome
respites when topics are complex or abstract, and they can
alleviate emotionally charged discussions.

Furthermore, stories can clarify vague or easily misinter-
preted points by adding specific, concrete details. They can
help listeners make reasonable deductions from disparate
elements and, thus, better understand the speech as a whole.

Stories can be very effective when concepts are tricky —
that is, when hard-to-communicate nuances are critical to
understanding the presentation. Stories can engage learn-
ers emotionally and show them the consequences of taking
or omitting certain actions.

Clearly, stories can enliven training or provide an at-
tractive alternative to traditional lectures. But it isn’t enough
simply to “make up a story.” As with most worthwhile
endeavors, effective storytelling requires thorough plan-
ning. Make sure your stories pack a punch and that you
have a socko delivery.

Chip R. Bell is a partner with Performance Research Associates
in Charlotte, North Carolina.

Reprinted with permission from the September 1992 issue of
Training and Development.
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ILLUSTRATION: ANDREW TOOS

When a speaker tells a story, listeners are exposed to symbols
and images that invite them to rethink old information.

‘Trance-form

was sitting at a
I round table near the

stage in the banquet
room of -the Hyatt Hotel
in Dallas, entering my
“zone” - that state of con-
centrated energy and antici-
pation that a speaker should en-
ter just before the introduction.
Suddenly the meeting planner
leaned toward me and whispered,
“Relax, Grady Jim, you're not on yet.
I've got a little surprise for the troops.”

I don'’t like surprises just before my
introduction.

The 500 salesmen were restless and demanding more
wine. I'm convinced the toughest audience in the world is
an all-male audience after dinner and drinks. Before I could
inquire about the nature of the surprise there was a sudden
explosion of sound and onto the stage burst a tidal wave of
blond hair, long legs, teeth and pompons like a Picasso
suddenly coming to life and jumping off the canvas. It was
the Dallas Cowboy Cheerleaders prancing, dancing and
gyrating to the beat of a megadecibel sound system.
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Nour Audiences with
[ J

the Ylagic

of a Story

They strutted
(danced?), contorted
and whipped their hips
wildly while flashing all
those white teeth through
all that blond hair and,
naturally, whipped the
troops into a frenzy.
Now, I do like football. I
even like the Cowboys. And I
appreciate the dedication, hard
work and commitment of these
fine young aerobics artists — but
please, God, not before I speak!
During the 25-minute program, I
carefully watched the audience and reorganized my mind
for my opening remarks. They behaved in the fashion you
might expect in response to such a program: hoots and
howls and a variety of the immature yelps we normally
associate with teenagers at a Madonna concert. Finally, the
dedicated dancers exited from the stage. The meeting plan-
ner then jumped to the platform amidst the uproar and, as
the mob chanted, “We want more!” yelled into the micro-
phone: “And now, our speaker for the evening.”



I walked to the platform while the audience continued
to shout, throw napkins in the air and slap high-fives. The
room was a madhouse. I pulled the microphone out of the
holder and stared at all these husbands, grandfathers, fa-
thers and sons who were behaving like a lust-filled horde. I
did not speak for several seconds.

Is it possible to make a speech after such a program?
What means, method, technique, trick of the trade or
power from above can a speaker call upon to capture the
attention of such an audience?

Let the record show that within approximately 40 sec-
onds, every one of those men were totally and eerily silent,
transformed, transfixed and listening in a trance-like state
to my story.

I attribute the miraculous transformation of the audience
not to my skill as a storyteller, but to the mystical, psycho-

{3

he mystical, psychological power of story is

quite possibly the most important art form available

for the shaping of human lives.”

logical power of story — quite possibly the most important
art form available for the shaping of human lives.

THE POWER OF STORY AS SYMBOL

The story I chose to open with on that occasion was about
my mother, who worked her way through college by
washing dishes in the school cafeteria. As I walked slowly
across the stage, the room began to settle down. I allowed
them to look at me and fix their gaze upon the speaker.
Through my body language, I displayed a certain amount
of disdain for the audience, a subtle but obvious reproach
for their sexist behavior. It was a challenging stance, and
risky, but I knew that I had the moral high ground for an
unspoken challenge.

At precisely the right second, I began to speak in a low
but very clear voice, careful to use a rhythmic pattern that
provided an auditory fixation point: “She was tall,
gorgeous...her dream was to be a schoolteacher, but she
didn’t have one single dollar to go to college (pause). Her
father died when she was 2. So she washed dishes in the
school cafeteria (pause) twice a day, every day, and earned
her way through Center Baptist College to become a school-
teacher. She was my mother.”

The audience was immediately engaged, fixed and en-
tranced by the story. This particular story was in stark
contrast to their self-absorbed state mere seconds earlier, a
slight shock to their emotional system. They were seized,
challenged, mystified and shocked by the dramatic shift in
thoughts, images and symbols and forced to re-examine
their behavior and feelings of the past 25 minutes. As their
minds shifted from scantily clad dancers to a lone woman
working her way through a Baptist college, there was an
immediate transformation in their minds from sex-goddess
archetype to mother archetype. They subconsciously con-
nected with their own mothers, sisters and daughters. Each
man then entered into an instant search process and ac-
cepted the fact that the women he had just viewed as sex
objects were symbolically his own daughter or mother -
thus, the tomb-like silence. I then moved immediately to
humor, allowing comic relief and
subconscious release of guilt feel-
ings for their being seduced by the
dancing girls into unseemly
thoughts and actions.

As I stepped onto the stage that
night in Dallas, I was not fully
aware of just how or why my story
would instantly kick off a series of
mental processes whereby the lis-
teners were invited into new ways
of thinking and being. At that time,
I was an experienced storyteller who on many occasions
had relied on the power of story to connect with a tough
audience.

In her book, Women Who Run With Wolves, author
Clarissa Pinkola Estes, Ph.D., writes: “Story is far older
than the art and science of phychology, and will always
be the elder in the equation no matter how much time
passes. One of the oldest ways of telling, which intrigues
me greatly, is the passionate trance state, wherein the
teller ‘senses’ the audience... and then enters a state in
the world between worlds... This is the storyteller fur-
thering soul-making.”

A storyteller does not have to know exactly why a story
works in order for it to work, just as a golfer does not
necessarily have to know how a golf swing works to be a
good golfer. However, if you want to be a real pro and
master the art, you must not only know what works, but
why and how it works. 0

Grady Jim Robinson, CSP, is a professional speaker living in St.
Louis, Missouri. He was the keynote speaker at Toastmasters’
1992 International Convention in Las Vegas, Nevada.
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is hurtling toward the

nuclear reactor of the
dreaded Death Star in Star Wars.
Empire fighters are in hot pursuit.
At the last moment, Luke hears Obi-Wan Kenobi say, “Trust
the Force,” and Luke turns off his guidance computer. He
evades his pursuers and blows up the Death Star.

In The Wizard of Oz, Dorothy is held prisoner in the
castle of the Wicked Witch. An hour-glass measures the
minutes she has to live. All hope is gone. Sud-
denly the image of Auntie Em appears in
the crystal ball. Dorothy sobs, “Oh
Auntie Em, I'm scared.” Back in Kan-
sas, she tells everyone of her adven-
ture, and the lesson she learned:
“There’s no place like home.”

Both Star Wars and The Wiz-
ard of Oz follow story lines often
seen in the best Hollywood films:
that of the “ordinary” hero. My-
thologist Joseph Campbell de-
scribes the appeal of such stories
in Hero With A Thousand Faces. Sto-

Ordinary Life
The Call

Guide

Things
Get
Worse

nicate the basic
truths and values we
hold dear.

Of what value is this to
speakers in business or public
life? As you craft stories to use in your speeches, consider
the theme of the hero’s journey. Topics as wide-ranging in
content as altruism for the United Way to quality improve-
ment in industry can fit this pattern. For example, tell how

the main character took a risk, struggled against oppo-
sition, got in touch with fundamental values
(e.g., long-term customer relationships over
short-term profits) and helped the com-
pany prevail.
By using this storytelling ap-
proach, you will tap into a power-
ful, unconscious reservoir in your
audience: the shared experience
of overcoming life’s hurdles, of
striving to excel. And when your
stories touch this, your audience
will not only hear your message,
they will remember it — as with the
lessons we learn form the best loved

Return

New
Wisdom

ries of mythic proportions involve Nadi stories.
life’s basic lessons. Typically, the Call on I il rSt eiath Click, click, click... “Oh, Auntie Em,
story’s main character starts out as an R T there’s no place like home.” 0

ordinary person who gets a “call to adven-
ture” — either by choice or by circumstance.

The protagonist leaves the comforts of home and family
to begin the journey. Along the way there are life-threaten-
ing challenges.

Things get worse. Finally, it looks like the end - there’s
no hope. Then, at the point of greatest despair, the hero
finds some inner strength to triumph over the odds. This
inner strength is usually the message, or moral, of the
story: “Trust the Force;” “There’s no place like home.”

The hero prevails over evil. He or she returns to ordinary
life, but with new wisdom. This wisdom is then communi-
cated to the rest of society for everyone’s benefit. The
above diagram illustrates the key points in the journey.

Campbell’s model helps us understand the value of
heroic stories like those of Luke Skywalker and Dorothy.
These types of stories tap into universal
human themes. They are used to commu-
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by Frederick Gilbert, Ph.D

Frederick Gilbert, Ph.D., is president of Frederick
Gilbert Associates, Inc., a training and consulting firm in
Redwood City, California.

Reprinted from PowerSpeaking, Winter Quarter, 1990.

Publishers Note: Wouldn'’t you like to incorporate the power
of storytelling in your speeches?

The Toastmasters International Advanced Communi-
cation and Leadership manual, Storytelling (Catalog
No. 226-K), can help you learn storytelling skills. By
completing the five projects you will learn to create a
variety of your own stories and how to use vivid imagery
and voice to enhance the story and arouse emotions in
your audience. Cost is only $2.50 (U.S.)
plus postage.



by Bill Vossler

ILLUSTRATION: ANDREW TOOS

Once a record of
bravery and a
way to pass on
tribal culture,
the campfire
story still warms

the spirit.

quadrons of mosquitoes slurp at
your neck and arms, acrid wood
smoke seeps up your nostrils, and sparks
pop onto your socks as stars drop into the
blackening sky — ahh, summer! The Great
Outdoors! Time for campfire stories!
Campfire tales are as old as the first circle
of humans who crouched around an an-
cient fire — eyes glistening, faces flickering
red-black-red — while the exploits of hunters
fending off attacking mastodon or musk ox
were recounted in halting tongues.
Then, campfire stories provided a talis-
man against a hostile world, a record of

FIRG

bravery, and a way to pass on the culture of
the tribe. Now, campfire stories are told for
the sheer pleasure of setting aside the mun-
dane and engaging the imagination as the
night nuzzles uncomfortably close.

WHAT MAKES CAMPFIRE STORIES SPECIAL?
One reason is the campfire itself. “Human
beings have always been fascinated by camp-
fires,” says Doug Wood, a storyteller, guide
and author from Sartell, Minnesota. “Every-
one will be around the campfire, putting
little twigs in it, arranging the logs, staring
into it. The campfire is a magnet. It's the
center of human activity.”

Because it’s different from the usual ex-
perience of driving in a car or sitting in a
living room, a campfire evokes unusual
responses and emotions. “Most people feel a
little bit vulnerable around a campfire,”
Wood says. “As night is dropping down,
your senses are heightened. You're not too
sure what the sounds are in the night. You're
a little bit worried about, say, bears. People

TORI1ES

are ready to hear stories, and to use their
imaginations to participate in them. So you
take that atmosphere and it enables you to
create some magic with campfire stories.”

As a result of that created magic, the type
of story told around a campfire is different
from a story told at a party or workshop.
The environment creates a sense of the mys-
terious and the mystical, so stories told
around campfires also tend to be mysterious
and mystical.

Types of campfire stories run the gamut
from ghost stories, fables, tall tales and leg-
ends or myths, to nature stories, Native
American lore, even personal experiences.
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“My favorites,” Doug
Wood says, “have to do
with the earth, the envi-
ronment, natural history,
because I'm always trying
to educate while I enter-
tain. I especially like Na-
tive American stories, about

the moon or stars.”

TELLING CAMPFIRE STORIES
“The method of telling a story is
important,” says LaRue A.
Thurston in the Complete Book of
Campfire Programs. “While choosing
the right moment of telling a story is
important, the most important factor in hold-
ing the group’s attention is the choice of story.”
The method: How a story is told can
make the difference between a memorable
tale and a ho-hum narrative. William Forgey,
in Campfire Stories — Things That Go Bump In
The Night, offers these tips for telling camp-
fire stories:

1. The storyteller must enjoy telling the
story. Ham it up, he says. Make a fool of
yourself. Being stiff or formal distracts
from the story and makes listeners un-
comfortable.

arfo

2. Be in close physical contact. The closer
the better. Eye contact is an absolute must.

3. Set a quiet mood.

4. Scream when it’s time to scream. Use
different inflections in your voice to add
moments of fear or excitement to the story.

Wood, who also teaches storytelling work-
shops, says, “The basic principles of telling a
good story are pacing, timing and memory,
as well as use of words, gestures, hands, eyes
and face. But the crucial element is the end-
ing: It’s irritating and disappointing to lead
your listeners to the punchline of a story
and then not be able to remember it.
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“The key,” he says, “is to forget the rest
of the story. Make it up as you go. Use your
imagination, embellish, change the names,
it doesn’t matter. All that matters is that you
remember where you're going. Try to make
the story your own. If you plot along trying
to remember it word for word, you'll forget.
It won’t make sense any more. It's like a
canoe trip: You look in the distance to see
where you're going, and then you figure out
how to get there.”

The moment: As with all storytelling,
timing is everything. A story will have a
different effect on people if it’s told at
noon under a blazing sun or at midnight
in moonlight before the dying embers of a
fire. The weather, the season, and the
events of the day can also affect the mo-
ment of the story.

“Set a quiet mood,” Forgey advises. “I
find that tired audiences are the best.” Not
only are audiences more receptive when
they’re tired, they also have less energy to
resist the story. They're ready to believe!
Forgey adds that the best moment for tell-
ing a story is just as the fire is burning out.

The choice: Nothing, the experts agree,
is more important than the choice of story.
Many variables affect the choice - the ages
of the listeners, their interests, whether

[he fale

they’re close relatives or not. (“Oh, you've
already heard that one? Ten times?”)

Ted Trueblood, a noted nature writer,
said a campfire warms the spirit as well as
the body. He might have added that camp-
fire stories do the same thing.

Sometimes adding just the right kindling
turns a tiny flame of a story into a conflagra-
tion that will hold the nipping little every-
day cares away for a while, out there in the
darkness beyond the circle of light.

Bill Vossler is a freelance writer in St. Cloud,
Minnesota.

“It’s like a canoe
trip: You look in the
distance to see
where you’re going,
and then you figure
out how to get

there.”
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| when speaking to an international audience.

l Open To
N

by Robert Cockburn, ATM

Working with NATO in Luxembourg for the past 10 years has provided

me with a fantastic opportunity to be a part of the “international

audience” and get some insight into different cultures. I share office

space with five employees of five different nationalities and five differ-

ent mother tongues. My supervisor is from a sixth country and our

office manager a seventh.

There is a downside to the situation: work-
ing in an international environment presents
unlimited opportunities to put one’s foot in
the mouth. Hardly a day goes by without
someone doing or saying something that raises
an eyebrow and - fortunately — causes a
chuckle. Because of language barriers, I have
been understood to have said some rather off-
the-wall remarks, such as:

To my secretary: “Do you like sex?”

To my boss: “Frankly my dear, I don’t give
a damn.” (Actually, what I said was ruder.)

To my boss’ wife: “No he can’t come to the
phone. He’s at his office in his secretary at the
moment.” (My boss’ wife laughed; he didn't).

To a co-worker: “I'll be happy to work the
weekend for you.”
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As you might imagine, working in an
international environment is fraught with
difficulties caused by miscommunication.
Had it not been for the kind understanding
of my co-workers and the fact that they
make similar linguistic and cultural mis-
takes just as often, war would have been
declared years ago.

In Toastmasters, as in the business world, it
is likely that most people will have the oppor-
tunity to deal with an international audience
at some point. How can we avoid making
mistakes when communicating with people of
different nationalities? There is no surefire way;
but that’s not going to stop us, is it? Fortu-
nately, there are several things we can do to
minimize the risk of offending others.




Selecting a Topic

Surprisingly, selecting a topic is often easier when speaking
to a foreign audience. The main two reasons for this are: 1)
they probably haven’t heard you speak before so you can
reuse an old topic that worked, and 2) you have been asked
to speak precisely because of your expertise on a particular
subject. Another often overlooked possibility is to ask the
person who has arranged the speaking engagement to pro-
vide a list of ideas. Better still, give “

your contact person a list of your fa-
vorite topics — those with which you
know you can shine - and have him
or her select one that will most appeal
to the audience.

One word of warning regarding ask-
ing your contact person or another
“local” for advice: In many cultures it
is unforgivable to criticize. So when
asking if you can do something you
may be told “yes”, regardless of what
the effects will be. Instead, ask specific
questions such as: What would they
do in order to achieve the desired re-
sult? Or what does a certain word or
phrase mean to them? One excellent
source of unbiased information is your
embassy in their country or their embassy in yours. Trade or
tourist offices are also useful and quite willing to help.

What's the Purpose?

Whether you want to inform, persuade, entertain or sell,
your speech purpose must be clear or you may as well not
bother. The purpose of a speech goes hand in hand with
the topic, though it bears special attention when speaking
to an unfamiliar audience composed of people from differ-
ent cultures. For example, different nations have different
styles of persuasion. Try to do it your way and you may not
succeed. In North America, commercials are short — often 30
seconds or less. A friend of mine was hired to make a soap
commercial for an Arab country. It had no music, no happy
people dancing around in green meadows, just a man talk-
ing about how good the soap was — for a couple of hours!

And many European audiences don’t appreciate the old
American standby, the motivational “How I became a bet-
ter person and you can too” personal development type of
speech. T have been told by European Toastmasters that
these speeches seem artificial, pretentious, and that the
audience can’t relate to them.

When speaking, I try to entertain audiences by using per-
sonal experiences to demonstrate how I learned something
that the audience already knows. Avoid telling your audience
how things are done “back home,” even in comparison with

any European
audiences don’t appreciate
the old American standby,
the motivational ‘How I
became a better person and
you can too’ personal

development type of speech.”

their better way. The normal reaction is akin to two bumper
stickers I saw in Florida: “I don’t care how you do it up north”
and “If it’s so much better up north, I'll help you pack.”

Humor

Toastmasters’ 1990 International Speech Contest winner
David Brooks said, “When we laugh we relax, and when
we relax we learn.” Humor, though
useful in any speech, is the trickiest
speaking skill to master. It is based
on so many different factors, most of
which are learned from our environ-
ment. If the subject and material are
familiar to us, we are more likely to
laugh. Try to find out what kind of
jokes are typical for the people you
will be speaking to; not all topics are
universal. Jokes about famous people
- politicians, for example — work at
home because everybody knows these
people’s fatal flaws, and it is custom-
ary to poke fun at them. This does
not necessarily hold true for an audi-
ence you are addressing in a foreign
country, however. Even reusing a joke
told to you by a local may not work. While visiting one
country, I was shown a new and old piece of money. The
face on the older bill looked older and the person ap-
peared to be scowling. The scowl was explained to be a
sign of concern over the country’s economic crisis. The
first time I heard this anecdote, everybody laughed. It was
a totally different story when I repeated the joke. They
had heard it before, but it was their country’s problem
and who was I to tell them how to run their country?
(Remember the bumper sticker...)

It is safe to make fun of yourself, but only sparingly.
Since you are supposed to be an expert, the audience
doesn’t want to laugh at you too much. Let the audience
know when you are going to tell a joke, prepare them for
it. Try explaining the punch line, or at least the idea of the
joke, as you tell it or even before. If the joke is good, this
will not hurt and it lets the audience know they are
supposed to laugh. Often when people don’t understand a
joke they assume it was about them, and then they defi-
nitely don’t laugh.

Content

In writing the body of a speech, each fact or supporting
idea is chosen based on its supposed effect on the audi-
ence. This will not change because the audience does. As
you select your points, think about what you want each
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point to accomplish and consider whether it will do so
with your particular audience and why you expect it to
have that effect. If in doubt, check it out with your
contact person.

If you prefer to quote famous people, make sure the
audience knows who they are and hold them in the same
regard as you do. Again, remember the bumper stickers.
A rule of thumb is that you can use a quote if it is good
enough to stand on its own, without ‘ ‘
needing the support of the identity
of whomever is being quoted.

Word usage is another trap speak-
ers often fall into. Avoid jargon,
slang or unfamiliar use of a word.
Always use the dictionary’s mean-
ing, and not the fourth or fifth
meaning either. Also, if talking to a
group who speaks or is learning Brit-
ish as opposed to American English,
use a dictionary that provides those
different definitions as well.

Delivery

As with any speech or presentation,
the delivery can make or break what
you are trying to accomplish. In every culture there are
standard methods of delivery which are used to achieve
different goals. If possible, try to observe some speeches by
a local politician. Even if you don’t understand the lan-
guage, a lot can be learned from the delivery style. Try to
absorb some of the styles; it will help the audience under-
stand what you are trying to say. Remember, when in
Rome, do as the Romans do. If their President stands tall
and doesn’t move while speaking, then you would be well
advised not to run around on the stage.

Be careful with dramatic presentations or big changes
in vocal tone. Regardless of how clearly you speak, every
time you change your voice, i.e. get excited or display
passion, it can take the audience a while to get used to
your new voice. This is distracting and may cause them
to miss an important point. It is best to take it slowly,
pausing a little more frequently. Above all, don’t shout.
There are too many jokes about people who talk loudly
so foreigners can understand them. And be sure to check
with your contact regarding specific hand gestures. In
some countries showing the audience the back of your
hand during a gesture can be more insulting than slap-
ping them with it. And by all means, use visual aids. If
the audience is not comfortable with the language you
are speaking, view graphs will allow them to read and
understand what you are saying.
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emember, when in
Rome, do as the Romans do.
If their President stands
tall and doesn’t m(;ve while
speaking, then you would
be well advised not to

run around on the stage.”

Using the Local Language

When speaking to a group that usually speaks a language
different from your own, there is always a temptation to
say a few words in the home language. Fight the tempta-
tion! The dangers are numerous and far outweigh any
possible benefit. You may get it wrong and be laughed at,
or even be offensive. People who disagree with this view
often cite John F. Kennedy’s “Ich bin ein Berliner” speech
as an example of the benefits of trying
this. There are mixed opinions on this
speech. What occurred was not a
simple grammatical error such as us-
ing “Iis” instead of “I am.” Rather, the
President of the United States told the
world “I am a cream-filled doughnut.”
Several Germans have told me, “If
Kennedy had wanted to say it correctly
he should have asked.” Look at this
type of mistake from another point of
view. What would have happened if
Khrushchev had said, “I want to have
piece of you” instead of “I want to have
peace with you.” One little change in
the wording. Would the results have
been positive?

Another danger is that you can be
misunderstood even if you say the foreign phrase correctly.
I speak French and once used a French expression in a
speech delivered in English that was intended as a joke.
This totally confused the audience. The French, who made
up about 80 percent of the audience, didn’t believe I really
meant what I had said and missed much of my speech
trying to figure out what I really meant. The rest, who
couldn’t speak French, didn’t understand it at all!

One friend of mine summed up the dilemma of using
the local language rather succinctly: “I have been invited to
speak in a certain language; they know what that entails
better than I.” If you were from Texas and had been asked
to speak to a group in New England or Scotland, would you
try to imitate their accent? Probably not. The principle is
the same: Be yourself. It is you the audience came to hear.

There are few things in this world as thrilling or as
satisfying as the warm ovation one gets after delivering a
good speech. Toastmasters know this well. With the world
getting smaller, the chance of our being invited to speak
outside our ethnic environment is increasing every day. As
Toastmasters, we have already developed the skills neces-
sary to speak to any audience. When the opportunity abroad
arises, seize it! The applause will be more gratifying than
you could have imagined.

Robert Cockburn, ATM, is amember of Bossuet Gaveliers Club
2175-U in Capellen, Luxembourg.
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[ALL TALE

to catch ‘em

by the tale.

Aawards!

B HAVE YOU EVER TOLD A TALL TALE TO
an audience who looked back at you with
the glassy-eyed stare associated with a school
of dead fish? Well, try these tips for making
your tall tales become so alive, your listeners
will swallow them whole — hook, line and
sinker.

1. THE LURE: A Colorful, Catchy Title.
Tickle the audience’s fancy by using titles
that lend themselves to a good story. You can
do this by using words like “How” or “Why”
in your title. How it was invented, how it got
its name, why something happens, why some-
thing is true - these are all good story starters.
Lure the audience from the beginning, when
you are introduced, so they want to hear
more. Here are some examples:

» How the Great Rift Valley Got Its Name

» How Bumblebees Got Their Stripes

> How Nils Olson Became a Legend

» How the West Was Won, and Why I Had
to Give It Back

> Why Grits Caused the Confederacy to Fall

by Jorja Derby Kelley, ATM » Why Santa Never Flies Commercial

ILLUSTRATION: ANDREW TOOS

» The Real Reason Birds Fly South for the
Winter

A catchy title captures the audience’s curios-
ity. By assuming that they, like you, are curi-
ous to learn “the truth” behind your speech
topic, all you have to do is answer the “how”
or “why” to pull them into the story.

2. THE BAIT: Tasty Exaggeration. To make
the audience bite, you must think bigger
than life. Figure out what is reasonable, then
go beyond that to stretch your small tale
into a tall one. Here are some examples:

> If the Great Rift Valley was created by a
tribe digging a grave, line up the grave-
diggers ‘til they stretch for 200 miles.
Then go one step further and picture them
still digging today.

» Don't ask people to take your word for it.
Invent facts and sources to substantiate
or verify what you say. Tell them your
tale was handed down from the Begats,
generation from generation, ‘til it was
told by your grandfather to your father,

the Toastmaster ¢ july 1994



and your father passed it down to you.
Invent your own credibility.

Don’t keep anything its normal size; pre-
tend you're from Texas and make it bigger
and fiercer and grander. Describe adjec-
tives in detail, by using ridiculous pictures:

>

>

“People who live in glass houses shouldn’t
throw stones” becomes “People who live
in glass houses shouldn’t stow thrones.”
“Never look a gift horse in the mouth”
becomes “Never hook a miffed horse in
the mouth.”

“Invent facts

and sources to

substantiate or

“It was so hot, two trees were fighting
over a dog;” “It was so windy, the cows
were plastered up against the barn until
the wind changed;” or “The buffalo chips
were so big, and the Kansas wind so strong,
that when the gusts caught them, they

Another way is to just make the quote sound
similar. For example:

verify what

u say. Invent
» “Early to bed and early to rise, makes a ye y

man healthy, wealthy and wise” becomes

blew around the world. Hence the phrase, “Surly to bed and surly to rise, makes a | your own
“When the chips hit the fan.” And “That’s man stealthy, Elsie surmised.”
why all the UFO sightings were reported Credibility,”

a hundred years later!” Once you have the new, distorted moral or
quotation, go back and write a new story
3. THE HOOK: A Plot That’s Easy to Swal-  that fits it. This will become your plot.
low. Catch them by surprise. Reword the
well-known moral of a story (Aesop’s Fables)
or famous quotation (Poor Richard’s Almanac
by Benjamin Franklin) until it resembles the
original, but means something entirely dif- M Save your moral for the very last line as a
ferent. One way is to change or transpose “gotchya.” For instance, consider conclud-
the first letters. For example: ing with “And the moral of the story is...”
B Repeat your “how” or “why” title: “And

that’s how the Great Rift Valley got its

name.”

4. THE NET: Scoop Them With a Memo-
rable Last Line. You can do this two ways:

HOW TO PUT ON A
GREAT CONFERENCE

We said it before: Flawless dia-
monds deserve flawless settings
and great speakers deserve great
conferences. Find out why Toast-
masters across the country
agreed with us.

So if you are fishing for compliments, re-
member to use your lure, bait, hook and net
properly. And that’s how to reel in those tall
tale awards — hook, line and sinker. 0

Jorja Derby Kelley, ATM is a member of the
Playground Club 1797-29 in Fort Walton
Beach, Florida.

CaN You LeaD A SEMINAR?

This book has everything you need to
know to put on a great conference or
workshop. Money back guarantee if you
are not completely satisfied.

Create the perfect setting for your
speaking skills!
Only $12.95 ppd.
Send your check, money order or
purchase order to:

Adolfo Street Publications
Dept. TX Suite B-198

2801 Rodeo Road
Santa Fe, NM 87505

tel: 505-473-4433
fax: 505-473-4718
(fax your purchase order!)

Start Your Own Seminar and Newsletter
Business with Our Video-Seminars You

Show on a V.C.R.

CAP/COMM SERIES
P.O. Box 582
Coronation, AB
Canada TOC 1CO

WRITE:
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ILLUSTRATION: DIRK HAGNER
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Then there are those who should be asked
to speak as a matter of protocol. They may
not have anything interesting to say, but
their position warrants the invitation. By
talking to all presenters ahead of time, you'll
get a general idea of what each presenter
plans to do and you can hope to ward off
embarrassing comments at showtime. Find
out who will present gifts, recite poetry, tell
jokes or share a story. Encourage all present-
ers to write out what they have to say and
practice their delivery. Unfortunately, not
everyone has had Toastmasters training and
you may need to offer some pointers.

W Set time limits. Give each speaker a time
limit and make sure they understand the

pon'T LET THEM FROAS T THE HosT:

How to prepare as Master of Ceremonies

(2 As host for the
evening, you are
the mortar that
will hold the

show together.

by Karen Robertson

*f anyone knows you are a Toastmaster,

chances are you sooner or later will be
invited to act as master of ceremonies at a
retirement, reunion or award banquet. Of-
ten, these affairs are enjoyed by the person
being honored, but are just a matter of ful-
filling obligations for those who attend. How-
ever, with the help of proper planning and
some basic Toastmasters skills, you can turn
a ho-hum presentation into a great program
that’s fun for everyone involved. Here are a
few pointers to get you started:

B Be prepared. Don’t even think about
“winging it.” People attending this affair
expect to be entertained. And even if they
don’t know what to expect, no one wants
to be bored. The program requires plan-
ning and coordination, so start early to
gather information, choose speakers and
develop a theme.

B Choose good speakers. You'll undoubt-
edly be approached by volunteers who value
their stories of the past and insist on sharing
them. You can only hope they are great
storytellers. By sticking to a limited number
of speakers, you'll have a way out by saying,
“We’d love to hear you speak, but the pro-
gram is already full.”

need to stay on schedule. Never trust a
presenter’s “good judgment” - encourage
them to time their speech to make sure it
fits the limit. Explain the timing signals and
reach an agreement on how to warn speak-
ers when their time is almost up. Flashing
colored lights obviously is too conspicuous.
A popular method is for the emcee to walk
toward the front of the room a few minutes
before the speaker needs to wrap up. This
looks professional and shows the audience
that you are in control and everything is
carefully planned.

A more drastic alternative is to walk to-
ward the podium, wait for a good ending and
then quickly start the applause. This is tricky
and must be done without embarrassing the
speaker or making it look like he or she was
cut off. However, this won’t be necessary if
the ground rules are clear from the start.

B Check your bag of tricks. As host for the
evening, you are the mortar that will hold
the show together. Even if every speaker
lacks pizzazz, the burden is on you to make
the show enjoyable.

Consider using as much program variety
as possible. Use props, slides or video equip-
ment; music or other sound effects; and add
sparkle to your comments by incorporating

the Toastmaster e july 1994



e

—

quotes, poetry and humor. Make sure any
presentation of plaques, gifts or awards is
done efficiently. Collect every possible scrap
of information about the honoree and look
for unique ways of presenting the informa-
tion. Remember, you can always eliminate
extra material, but be armed with a bag full
of tricks, just in case you’ll need them.

H Allow the audience to participate. Plan
an activity that includes the audience - it
may be as simple as asking people to stand
and be recognized according to the location
from which they traveled or how many years
they’ve known the honoree. Depending on
the nature of the program, there may be
cheering or chanting and the audience may
even be asked to create other sound effects
for added excitement.

® Use notecards to plan your program.
Write every story, joke, activity and idea on
individual file cards. As the planning
progresses, all these cards will become fill-
ers, transitions and energizers. Spread out
the fun; take everything you have and put it
together so that there is variety and energy
throughout the program. If you fear a few
less than thrilling program events, compen-
sate by making other activities stand out.
Don’t include yourself on the program as a
speaker but rather put all your material to
use in energizing, making transitions and
cementing the other parts together.

B Schedule time for the unexpected. If slides
will be shown, if there will be discussion, sing-
ing or a question-and-answer segment, make
sure to allow enough time and stick to that
schedule. You don’t want a great program cut
short by activities running overtime.

B Listen for appropriate transitions. As
the program progresses, listen carefully to
each speaker for cues that will help you with
smooth transitions. Use something the pre-
vious speaker said or did to segue into your
next portion, if possible.

B Give them all you've got. Take the stage
with gusto and flair. Treat the event as if it
were the grandest of occasions, regardless of
the event’s importance or the number of
people in attendance. Never apologize or
show concern that the audience is small. Let
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them know you have prepared a great show

just for them.

B Be generous with praise. Lavish your ap-
preciation on each presenter and the audi-
ence. Be animated in leading the clapping for
each speaker, so that there are no “dead” spots.
Give brief, lively introductions to encourage
the upcoming speaker to keep up the pace.

B Dress up. If no request was made for for-
mal attire, try to dress a cut above the audi-
ence. After all, you are the master of ceremo-
nies and should look like someone special.

B Send them away hungry. Like a hostess
serving a fine meal, the master of ceremonies
plans carefully, serves the portions evenly and
caters to a variety of tastes. The audience will
be satisfied, or even wishing for more. You
don’t want them to leave miserably stuffed,
but rather pleasantly filled. Better to send them
away wishing there were just one more course
than to see them twisting uncomfortably in
their seats, counting the minutes to the end.

B Enjoy the compliments. You have the
power to turn a potentially long, boring pre-
sentation into a fun and festive event. If you
succeed, many people will stay to thank you
and ask you to do it again. All you have to
do is accept their compliments and have

your business cards ready!

“Like a hostess
serving a fine meal,
the master of
ceremonies plans
carefully, serves
the portions evenly
and caters to a

variety of tastes.”

Karen Robertson is a freelance writer and
coordinator for the Murrieta Valley Unified
School District in California. She travels
regularly, speaking on behalf of the Christian

Women'’s Club.

* Includes thought provoking questions
set to soft and rockin' musical pieces.
The music plays - You express yourself!

* Contains valuable tips that will help you
successfully speak on a moments notice.

* Numerous action steps that will help you
overcome your public speaking fears.

"Theyll Love The New You”

BE A STAR IN TABLETOPICS!

ROCKIN’ TOPICS

Impromptu Speaking Practice Cassette

NO MORE TABLETOPIC FEARS! Rockin' Topics has

helped me focus on the joys of public speaking!
G. Gotelli, Calif

Only $10.95 - Send Check or M.0.
(Foreign $11.95 U.S. Funds Only) to;
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s a speaker, you must perform many dif-

ferent roles. Sometimes you're a lecturer,
moderator or presenter and other times an advo-
cate or teacher. Then there are those special
occasions when you are called upon to make a
toast. Each of these roles calls for a different
appearance, attitude, approach and delivery. You
must wear different hats for different occasions
in order to control your audience, your message

and yourself.

oty Jol s Yig

British Prime Minister William Gladstone kept five desks
in his house: one for use in serving in his role as Prime
Minister, one as head of the Liberal Party, one as an author,
one for personal correspondence and one for business af-
fairs. He assumed a different role at each desk, adjusting his
mind to meet the demands of the various jobs.

As a Toastmaster, people expect you to be a confident
and poised speaker prepared for any occasion and in con-
trol of every situation. So don’t be surprised when a friend
or family member calls and asks you to make a toast at a
dinner, wedding reception, anniversary, graduation, chris-
tening or other occasion. This is an honor and should be
treated accordingly. A toast is not some off-the-cuff presen-
tation prepared on a cocktail napkin and delivered while
you rise from your chair. A successful and memorable toast
requires careful thought and preparation. Here’s how to go
about it:

4 Analyze the situation. Ask yourself: “What is the
® occasion? How many people will be present? What
time of day is the affair? Who’s in the audience — what’s
their mix of age, gender, professional, ethnic and religious
backgrounds? How long should my toast last? Is the occa-
sion formal or informal?

ILLUSTRATION: FRED SHERMAN

Former U.S. Vice President Adlai Stevenson was once
advised that “the best audience is one that is intelligent,
well-educated and a little drunk.” That’s a situation you
can’t always count on, so prepare your toast as though
the listeners were cold sober, judgmental and even a bit
antagonistic.

Some wit once quipped, “To be a good toastmaster, you
must be clever, be brief and be seated.” But this is not
necessarily true. A good toast should not only be warm,
intimate, substantial and satisfying, but personal, special
and sensitive. A tall order!

The word “toast” suggests something warm, satisfying,
comforting and friendly. It comes from the Roman tradition
of toasting bread by the open fireplace, a ritual that conjures
up pleasant and heartwarming feelings. Clichés, platitudes
and casual comments are empty as bubbles and as unsatisfy-
ing as a dry champagne glass. So you must spend time,
thought and care when preparing a toast — regardless of how
long or short it will be.

Some toast-makers are like the man in the British House
of Commons whom Sir Winston Churchill described as




“One of those who, before they get up, do not know what
they are going to say; when they are speaking, do not know
what they are saying; and when they have sat down, do not
know what they have said.”

Successful toasts. Almost any toast will be appreci-

‘® ated if it fits the occa-
sion and the person being
toasted.

Some of the most elo-
quent toasts fail to hit the
target and some of the sim-
plest hit the bull’s eye. An
emotional father made a
heart-tugging toast at his
daughter’s wedding when he
smiled through his tears and said, “I am not losing my
lovely daughter tonight. I am gaining a new son.” Simple?
Sensitive? Sincere? Yes.

People love being privy to secrets, intimate facts about
friends, new insights into someone’s life and little-known

A few heartfelt words of praise,
humor or celebration go a long way
in setting a festive, convivial

tone for any occasion.

acts of kindness. You don’t always have to be witty, funny
or hilarious. If you are a naturally clever person, then be
clever. But if you're not, leave the jokes alone and stay true
to your own sincere, genuine self.

Comedians who have mastered the art of convulsing
audiences follow columnist Art Buchwald’s two-part ad-
vice: (1) Play it straight; and
(2) treat light things seri-
ously and serious things
lightly. Never laugh even if
your audience is falling in
the aisles.

o) Appropriate toasts.
€ _#eBefore you even begin
to prepare your toast, think
about the occasion. Will it be a formal, dignified affair? Is
the occasion a family get-together with close friends?

Formal situations where dignitaries are honored, ethnic or
religious traditions are being observed and guests are dressed
in formal wear call for toasts that are elegant and stylish even

by Vivian Buchan
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if humorous and clever. These are not “roast toasts” where
inside jokes, sly innuendoes or insults are acceptable. Anyone
insensitive enough to deliver such a toast at a formal affair is
not only a boor, but an insufferable fool.

Even if you are a teetotaler, at a formal affair you should

accompany your toast with wine or a non-alcoholic equiva-
lent — not water, vodka, gin or whis-
key. In 1914, then-U. S. Secretary of ((
State William Jennings Bryan (who
was known for his abstinence from
alcohol) was asked to make a toast at
a Japanese Embassy party in honor
of the 10th anniversary of Japan'’s
defeat of the Russian navy. As he
stood up and held up his water glass,
he realized he was committing an
unforgivable faux pas. Quickly re-
gaining his poise, he smiled and said,
“Since the Imperial Japanese Navy
won a great victory on water, I will
toast in water; when they win on
wine, [ will toast in wine.”

Never forget that “the tongue is
the heart’s pen and the mind’s
messenger.” Words are like medicine; an overdose or a
wrong choice can do more harm than good. The right
dose of the right words can soothe, comfort and cure a
hurting soul.

Examples of more informal affairs are usually wed-
dings, birthdays, anniversaries, graduations, award pre-
sentations, reunions, etc. These occasions are usually
not as much dignified and solemn as they are happy
and uplifting celebrations where sly jokes, references to
past escapades and school or college frivolities are re-
ceived with enjoyment. When everyone knows every-
one else, your toast can be as clever, silly, teasing or
sentimental as you wish. At the same time, however,
any toast must be well-mannered, gentle, genuine and
sincere as well as personal and adapted to the ages and
relationships of the guests.

Types of toasts. Although most

® toasts are prose, many successful ones
take the form of rhymes, limericks, dog-
gerel, etc. Even if you're not a poet, you
can put together simple lines with ordi-
nary rhymes that go skipping and jin-
gling along. I recently wrote one to honor
a writer friend who remarried her former
husband. It went on for 24 lines, with the
first few lines setting the tone and mood:

Here’s to someone with class and style,
A lady with a radiant smile,

Who's witty, clever and great fun,

A writer who is Number One.

y toast must be
well-mannered, gentle,
genuine and sincere as

well as personal and
adapted to the ages and

relationships of the guests.”
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A simple meter and rhyme scheme of couplets make up a
simple verse that is not too difficult to compose and easy
to recite or read.

If your toast isn’t too long or too detailed, you should
know it well enough to give it without reading from
notes. A toast requires the same attention and care (even
when it’s only a few sentences
or short paragraphs) as a full-
length speech. Sometimes the
shortest things are the hardest
to prepare. A novelist once
quipped, “I didn’t have time
to write a short story so I did a
novel instead.”

It’s a thoughtful and appre-
ciated gesture to give both the
honoree and the host a copy of
your toast. Most occasions that
call for a toast bear special sig-
nificance for the honoree, so
that person will treasure this
memento of their day.

Whatever the occasion,
your toast should be carefully
prepared, intimate, complimentary, sensitive, personal,
kind and sincere. It can be hilarious or serious; it can be
sentimental or pragmatic; it can be formal or informal.
But above all, it must be appropriate to the occasion and
the person receiving it. If you use these suggestions as
guidelines, those privileged to hear your toast will agree
with Shakespeare’s words in Much Ado About Nothing:
“His words are a very fantastical banquet.”

Being asked to make a toast is an honor and a distinc-
tion not to be taken lightly. It is not only an opportunity to
pay homage to someone who deserves it, but another chance
to display your eloquence and effectiveness as a poised and
confident communicator. 0

Vivian Buchan has taught writing, speaking and literature at

the University of lowa.

* 1 Year Limited Warranty
* Range up to 100 yds.
* WE include 2 AAA Batteries

TOLL FREE

800-291-5511

P.0. Box 2712
San Ramon
California
94583

plus shipping & handling
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BIRTHDAYS

To your birthday, glass held high,
Glad it's you that’s older — not 1.

May you live forever
And may the last voice you hear
Be mine. MARK TWAIN

You're not as young as you used to be
But you're not as old as you're going to be
So watch it!

May every day be happier than the last!

WEDDINGS

May your love be like good wine —
May it grow stronger as it grows older.

Keep thy eyes wide open before marriage,

and half shut afterwards. - BEN FRANKLIN

May your marriage be a lovely field of roses
and not a battlefield.

As you embark on the sea of matrimony

You may find some story weather.

Please remember that stormy weather

Makes good sailors

And the journey even more pleasant and exciting.

Down the hatch, to a striking match!
May “for better or worse” be far better than worse.

Here’s to Love; a thing so divine,
Description makes it but the less.

'Tis what we feel, but cannot define —
'Tis what we know but cannot express.

Here’s to love, the only fire against which
there is no insurance.

ANNIVERSARIES

Let anniversaries come and let anniversaries go —
but may-your happiness continue on forever.

May the warmth of your affections
survive the frosts of age.

Here’s to love, that begins with a fever
and-ends with a yawn.

Let’s drink to love,
Which is nothing —
Unless-it's divided by two.

RETIREMENT

Here’s to holidays —
all three hundred sixty-five of them!

Here’s to your health! You make Age curious,
Time furious, and all of us envious!

NEW YEARS

In the New Year,
may your right hand always be
stretched out in friendship,

but never in want. — TRADITIONAL IRISH TOAST

May the best of this year be the worst of next.

Be at war with your voices,
at peace with your neighbors,
and let every new year

find you a better man. ~ BEN FRANKLIN

The TIMEMASTER

For more Information call (403) 267-6052,
have your fax number ready or contact
DJ Enterprises, #702, 235 - 15th Ave. S.W.,
Calgary, Alberta, Canada T2R 0P6

The TIME MASTER device is enclosed in a
grain finished black UL rated, high impact ABS
enclosure. Each device is battery powered (4
C-size) and has three 5/8 inch diameter color
lamps (green, amber & red) illuminated by a 100
milliamper incandecent bulb. The lights are
stagged manually from green to red by a rotary
switch. Optional features include a Stop
Watch/Timer with a 1 inch liquid crystal display.

Qty Price  Total Amt.

TIME MASTER S $60.%¢ $ —
Manual Stop Watch/Timer $35.9¢ $
Sub Total

GST (7% of Sub Total) $ -
Your Local Sales Tax % $

Shipping & Handling (US add $2.22) $4.9¢
Order Total $

To order, please send cheque or money orders in
Canadian Dollars, allow three to six weeks for delivery.
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nternational
Toasts

AMERICAN:
Cheers!

FRENCH:
A Votre Sante!

GERMAN:
Prosit!

GREEK:
Eis Igian!

INDONESIAN:
Selamat!

JAPANESE:
Kampai!

MALAYSIAN:
Slamat minum!

NEW ZEALAND:
Kia ora!

PHILIPPINE:
Mabuhay!

RUSSIAN:
Na zdorovia!

SPANISH:
Salud!

SWEDISH:
Skal!

THAI:
Sawasdi!



® SOME TIME AGO I HAD AN
opportunity to spend a few months
working on a corporate task force to
help create a work redesign for that company.
Several weeks into the project, the committee
was asked to give a 45-minute progress report
to the executive staff. Suddenly, all the cre-
ative energy of the group gridlocked — the task
of condensing thousands of hours of collec-
tive research and complex technical informa-
tion into a few minutes seemed overwhelm-
ing. The task required the skill of simplifying
the complicated, of presenting technical in-
formation to a nontechnical audience.
Although simplifying complex technical
information may not sound like an easy
task, I would like to share five basic steps |
have developed from my own experience as
a teacher and presenter which should be
helpful to presenters in any field. Those steps
involve: presenting the concept, using analo-
gies, encouraging interaction, providing es-
sential details and answering questions.

Presenting the Concept - Begin your
1 presentation on the conceptual level.
Convey the basic concept in a few jargon-free
sentences. Keep in mind that this is supposed
to provide only an outline of your presenta-
tion, a bare-bones skeleton on which your
audience will hang detailed information pre-
sented by you later in the presentation.

Using Analogies — By comparing the con-
2 cept you presented with something famil-
iar to your audience, you will help them
form a mental picture of your subject matter.

I once was asked to explain the function
of a technical variance matrix to a group of
executives — a concept they were unfamiliar
with. However, these executives were famil-
iar with the general functions of restaurant
operations. By comparing the functions of a
technical variance matrix to the functions of
arestaurant operation, my audience was more
easily able to make a conceptual transfer.

Remember to keep your comparisons
simple; your analogy is not your focus - it is
just an example.

steps for

SIMPLIFYING TECHNICAL PRESENTATIONS

Stick to the basics
and never assume
the audience
knows much

about your topic.

by Paula Blunck

Encouraging Interaction - Before flesh-
3 ing out your presentation with details,
you can test the listeners’ levels of under-
standing by asking them to provide more
similarities between your concept and the
analogy you used. Your audience might also
be able to provide some additional analo-
gies. With proper facilitation, this type of
interaction helps ensure that a common
framework exists on which to hang the de-
tails or the “meat” of your presentation.

Providing Essential Details — Too often,
4 speakers feel compelled to tell everything
they know about a subject. Cramming all the
information you have learned about a sub-
ject during the past several years into a one-
hour presentation inevitably will result in
audience overload. The key is to deliver the
muscle without the fat. Simple charts and
overheads can be used to support and outline
the basics as you begin to cover essential de-
tails. More complex details, charts, statistics
and information can be provided after your
presentation by using handouts.

Answering Questions — Leaving time for

questions at the end of your presentation
will give you a feel for the audience’s level of
understanding and will allow you to clarify
and provide additional details. If your audi-
ence seems hesitant to speak up, help them
by anticipating their questions and phras-
ing them rhetorically. This is often a very
effective way to “prime the pump” and gen-
erate some good interaction.

Whenever you present complex informa-
tion to others, the degree to which your
audience is able to understand your material
depends largely on how well you communi-
cate what you know.

Using these five steps will enable you to
clearly communicate basic concepts, provide
essential details in your presentations, and
allow you to clarify your material through
questions and interaction. G

Paula Blunck is a teacher and writer living in
Fairview, Oregon.
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W/Jo else but a Toastimaster?

B WHEN TIMES OF GRIEF CALL FOR WORDS
of comfort, who better to deliver the eulogy
than a Toastmaster? This is only logical.
After all, if you have a tax problem, you seek
an accountant; if you have legal trouble,
you seek an attorney — and if you need to
give a difficult speech, you seek an expert
on speaking: a Toastmaster.

This concept recently rang true for me
when my best friend died of cancer. As soon
as I received the distressing news, I called
and asked his mother if I could say a few
words at the memorial service. A short time
later, his daughter called without having
talked to her grandmother and asked if I
would like to speak at the

Your words are a
tribute to the

departed and a gift

to the living.

Speak as you always speak. If you nor-
1 mally use a microphone, then use one — if
not, don’t. The idea is to get into your normal
speaking comfort zone as best as you can.
Don’t take any drugs such as tranquil-
2 izers, anti-depressants or alcohol to help
you stay calm. A pharmacist once told me
there is nothing that will dim your emo-
tions without dimming your brain power.
During an emotional encounter such as this,
you need to call upon all the speaking skills
you have available.
Elevate your eye contact a few degrees
3 above your normal level - that is, don't
look at any familiar faces in the audience;
this may elicit an uncon-

service, adding that since ’ . trolled emotional response
[ was a Toastmaster, I was 06 hen YOU. Ic AS](ed tO GIVC d in you. The audience will

doubly qualified to give
her father’s eulogy.

So I began my normal
process of developing a
speech and, of course,
that’s also the first step in
creating a eulogy. As Toast-

masters, we are trained to by Edward C. Mathews, ATM

develop our speeches to-
ward an objective. For a eulogy, that objec-
tive is to prepare, rehearse and deliver an 8
to 10 minute speech in honor of a recently
deceased person.

But what should those 8 to 10 minutes
include? To begin with, pay tribute to the
person’s life by citing his or her valuable
qualities. Then show how these qualities
contributed to the lives of others. Your focus
should be on the person’s personality — not
on cold facts such as his or her various
degrees, honors and accomplishments.

Don’t go overboard in expressing your
own religious opinions and don’t try to of-
fer reasons to justify the person’s death.
Speak slowly and clearly with vocal variety,
voice control and good body language. Be
mindful that you will probably project
heightened emotions, so be sure to control
them. Remember that you want to keep the
audience focused on your material rather
than on you.

Since this may be an extra challenge,
here are a few hints to help you control
your intensity and emotions:
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not notice if your eye con-
tact is slightly elevated.

Have an escape route.

You may not be able
to continue or even start,
and someone should be
there to rescue you. (I
asked the minister to stand
by. If I had taken an ex-
ceptionally long pause and then nodded to
him, he was to come and take over.)

Begin by talking about someone or

something other than the deceased -
perhaps quote a poem. This will allow you
to “warm-up” and get going before address-
ing the specifics.

Prepare a short introduction for your-
6 self to be read by the minister/priest/
rabbi or person in charge of the meeting.

Although the occasion is solemn, there may
be an opportunity to include humorous tales
or events. This is perfectly acceptable as long
as they reflect the personality of the de-
parted and respect the feelings of grieving
family and friends.

Finally, keep in mind that the purpose of
the eulogy is not only to pay tribute to the
departed, but also to comfort, console and
offer solace to those who attend the service.

Edward C. Mathews, ATM, is a member of
Magic Circle Club 1458-56 in Houston, Texas.




The following listings are ar-
ranged in numerical order by
district and club number.

DTM

Congratulations to these Toast-
masters who have received the
Distinguished Toastmaster cer-
tificate, Toastmasters Interna-
tional’s highest recognition.

Steven Haynack, 2732-2

Victoria L. Kelly, 3933-5

Charles W. Weck, 7213-12

Diane Goodhart, 8716-14

Dennis F. Knight, 140-15

William B. Tillotson, 2231-25
George R. Cero, 4095-25

Norman J. Chichester, 5018-26
Thomas L. Guthrie, 8846-27

Terri Ann Williams, 3105-33
Salvador Gonzalez R., 7440-34

John P. Schantz, 8388-38

Denise Blair, 7683-39

Dwight C. Edstrom, 3258-41

S. G. “Nik” Nikam, 6659-56
Constance “Connie” L. Nelson, 3541-60
Lois Gingrich, 5692-60

Murry Clyde Groseclose, 11, 3004-63
Thomasina Fransen, 3585-70
Dianne Vecchiet, 9627-70

Roger G. Lord, 762-71

Howard John Skeeles Parker, 3038-74

ATM Silver

Congratulations to these Toast-
masters who have received the
Able Toastmaster Silver certifi-
cate of achievement.

Gerald Ketchaver, 7045-10
Kshama A. Kakade, 6162-14
Norma Watt, 5488-21

David B. Gooden, 7202-21
William Paul Kocher, 6530-25
Judson A. Fisher, 1068-28

David Yngsdahl, 2953-35

David W. Conrad, 3043-39
LaWanna Gean Parker, 5218-39
Richard Lanny Coulson, 5847-42
Daniel M. Strunk, 1343-48
Leslie J. Hoy, 6058-56

Gina Y. Cook, 4656-60

Melton E. Beane, 3431-66
Howard John Skeeles Parker, 3038-74

ATM Bronze

Congratulations to these Toast-
masters who have received the
Able Toastmaster Bronze cer-
tificate of achievement.

Brian Thomas Branagan, 1531-2
Carl D. Thormeyer, 2032-4
Bruce D. Fietz, 6521-4
Eleanore Kolar, 3646-6
Donald R. Anderson, 4238-7
Brent Bowen, 2803-10

Susan Woodell, 3133-14
Stacie Taylor, 4212-14
Connie Romboy, 2428-15
Karen K. Jones, 4846-15
Michael Dean King, 4986-16
Cleon C. Babcock, 1412-19
Bette Robinson, 2476-25
Daniel W. Ruth, 5569-25
Ulysse Maillet, 7434-31

Jerry MacDonald, 89-33
Samuel Pellegrino, 3255-40
Joseph Haupert, 7305-40
Marnie Wilkins, 3430-42
Tony ). Nelson, 3320-60
Tracey Mclachlan, 900-69
Howard John Skeeles Parker, 3038-74
Jose R. M. Fernando, 1088-75

ATM

Congratulations to these Toast-
masters who have received the
Able Toastmaster certificate of
achievement.

William Lu, 5871-U

Christine Patricia Pereira, 8258-U
Diane T. Rose, 691-F

Charlotte Jayne, 1927-F

Kathy Sharman, 1927-F

John G. Henshaw, 1962-F
Wayne W. Topping, 60-2
Stewart Kuehne, 3491-2

Sharon L. Kaffer, 4739-2
Stephen M. Hart, 5562-2

Sylvia O. Ortiz, 2038-4

Victor M. Hernandez, IlI, 4124-4
Pamela Kangas, 5127-4

Forest McEuen, 623-5

David Mezzacappa, 1394-5
David S. Teachout, 3225-5
Martha Canto de Silva, 4783-5
Yolanda Trevino de Bezanilla, 4783-5
Elyse M. Kuhn, 5935-5
Meredythe McCarthy, 814-6

H. Allen Bernard, 1013-6

Steve Bibby, 2509-6

Stew Ballinger, 4687-6

Linda Pieper, 5582-6

Jeanne Mitchell, 7805-6
Michael P. Roll, 2265-7
Renee S. Kenna, 5775-7
Esther Nelson, 2650-8

Ken Israel, 2905-8

G. Gary Nichols, 4808-9
Amy |. Johnson, 143-10

Cecil Mabry, 3379-11
Marolyn Kayser, 1180-12
George Mitchell, 8396-12
Benton Bowen, 1613-14

Kim Willis, 1613-14

Judy Rowell, 2579-14

David Norman, 5803-14
Mark I. Stall, 7055-14
Barbara M. Dobyne, 8352-14
Paula Christian-Stallworth, 8352-14
RaNae H. Harrop, 3531-15
Rosalie T. Wiggins, 5670-15
Barbara Dillon, 1615-16
Robert A. King, 2257-16
Michael Longstreath, 5467-16
Bernadette Schaub, 7924-16
Darrell L. McDaniel, 3777-17
Kathryn Frances Berg, 4091-17
Elaine O’Connell, 233-18
ViAnn Tanner Johnson, 5345-18
Cheryl A. Conner, 335-19
Steven L. Cochran, 1039-19
Marilyn H. Loupee, 2187-19
William A. Schott, 4033-20
Jane Little, 4328-21

Mack Jones, 3109-23

Mike Essien, 3082-25

Shanti Chakravarti, 6572-25
Dan S. Parker, 7266-25
Christopher W. Dymond, 3017-26
Derald . Powell, Jr., 8696-26
Elaine Z. Jensen, 5734-27
Preston Hopkins, 6578-27
Thomas D. Jewel, 8072-27
Lois H. Walinske, 6838-28

Jo Anne West, 152-29

). Fred Krueger, 8219-30
Richard W. Tonachel, 6272-31
Henry Joseph Haas, 828-33
V. Neal Nikolaisen, 3480-33
Linda Frerking, 4057-33

Janis M. Patten, 6708-33
Yolanda M. de Dajlala, 3956-34
Hector Bustos, 7440-34
Michael Aguilar, 1732-35
Frank A. Szumilo, 8642-36
Arnold W. Oltmans, 2110-37
William D. Eickhoff, 2110-37
Ronald ). Bower, 3478-37
Carl Lumry, 985-39

Janice M. Roach, 1466-39
Lori L. Waller, 1813-39

Karl Magidson, 2307-39

Joe Crady, 3359-39

Steven Loewy, 5039-39
Curtis Mackey, 6331-39

Shirley L. Barron, 4097-40
Joseph M. De Rico, 4158-40
John H. Crawford, 7845-40
Gimalle Crawford, 2730-42
Linda Hawk Sellin, 3489-42
Gordon E. Dales, 4508-42

M. Belinda Norwood, 3847-43
George M. Sepsie, 1552-46
Michael Charton, 3540-46
Peggy Neubig, 3540-46
Richard Turk Poole, 840-47
David A. Williams, 2582-47
Mary A. Stetler, 5807-47
Ramona Rodriguez, 5807-47
Gertrude A. Hughes, 6690-47
Collin C. Galletly, Jr., 556-48
Kenneth M. Stephens, 1932-48
Dunstan Chan, 2936-51
Gloria G. Omotoy, 8-52

Larry Kelly, 988-52

Robert James Armogeda, 988-52
Emily A. Thames, 3176-53
Richard D. Parks, 4786-56
Thomas Saulsberry, 4948-56
Donna L. Jones, 5180-56

Sue Dulaney, 6482-56

Kathy Thompson, 8524-56
Delores F. Lenzy, 9445-56
Ruth Parrott, 400-57

Zoyd R. Luce, 1034-57

Dale L. Greenlee, 5622-57
Kenneth L. Brown, 5622-57
Craig Wood, 3960-58

Donna Van Alphen, 8305-60
Robert Chipman, 5192-62
Anthony Miller, 7130-63
Doris J. Northcutt, 2356-65
Susan Harrington, 6822-66
Kathleen B. Wall, 6856-68
Nanette O. Barrett, 8774-69
Geoff Oliver, 1126-70

Dennis Kelvin McGrath, 2982-70
Leulu F. Va'a, 5073-70

Marie Elizabeth Murphy, 5073-70
Mervyn Jeffrey Aston, 5073-70
Desmond Wright, 309-71
Tony Pettit, 6172-71

Helen O’Donnell, 7717-71
Adriaan Jansen, 1749-72
Cameron Russell, 6480-72
Rex Allen, 7819-72

Peter Holz, 2305-74

Howard John Skeeles Parker, 3038-74
Colleen Deane, 5760-74

ANNIVERSARIES

60 years
Montebello, 20-F

55 years
Capital City, 142-39
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45 years

Savannah, 705-14
Andrew Jackson, 704-29

35 years

Golden Years, 3012-4
Riverside Breakfast, 1348-12
Speechmasters, 2996-27
Auburn Morning, 329-32
Ephrata “Cloister”, 3011-38

30 years

Manama, 2916-U
Bacchus, 3791-15
Freestate, 3800-18
Wanderers, 2305-74

25 years

Bay Cities, 3645-1
Potomac Edison, 2613-18
New Bern, 2812-37
Lebanon TM Club, 2118-38

20 years

Action, 1885-5
Interstate North, 2823-14
Coffee, 3894-14

Up And At-Em, 1627-16
Grumman, 3188-46
Speakeasy, 2208-56
Essendon, 1568-73

15 years

Virgin Islands, 4040-U

Good Neighbor, 4043-8
Enthusiastic Embarkers, 4039-12
Classic City, 4048-14

Zoo View, 4038-35

AM Appraisl Articulatr, 4044-35
Landmark, 4046-35

10 years

OC Fear Buster, 5598-F

Eifel, 5608-U

Sierra Speakers, 5610-4

Bright Ideas, 5615-15
IMMC, 5619-19

Colo. Orators League, 5618-26
Ad Lib, Too, 5602-33

Dr. Hector Gayton C., 5601-34
TFI1,5613-37

Boardman, 5614-53

Bay City, 5616-56

Dorval City, 5600-61

Special Edition, 5607-66
Central Hawkes Bay, 5605-72

NEW CLUBS

United States Embassy Prague, 841-U
Prague, Czech Republic

Speakers’ Corner, 5767-U

Godansk, Poland

FHP Managed Speech Care, 9873-F
Costa Mesa, California

Freethinkers, 2620-1

Los Angeles, California

Alpha, 5042-2

Bellevue, Washington
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Earthsave, 6987-2

Seattle, Washington

Speakers Express, 1601-6

St. Paul, Minnesota

MVTL Beaker Speakers, 3693-6

New Ulm, Minnesota

Spirited Speakers, 6637-6

Manitouwadge, Ontario, Canada

South Side Orators and Speakers,
6725-6

Burnsville, Minnesota

D.M.H., 1001-8

Decatur, lllinois

Signet, 7356-10

Shelby, Ohio

BMG Wordmeisters, 9880-11

Indianapolis, Indiana

Gulfstream, 9884-14

Savannah, Georgia

Sears Sayers, 6271-19

Des Moines, lowa

Cloverdale, 2651-21

Cloverdale, British Columbia, Canada

Achievers, 4560-21

Fort St. John, British Columbia,
Canada

Global Speakers, 9868-21

Richmond, British Columbia, Canada

Barriere Lakes, 9881-21

Barriere, British Columbia, Canada

Ft. Worth Federal Center, 5266-25

Ft. Worth, Texas

Addison Singles, 9872-25

Addison, Texas

Golden Portals, 3615-27

Washington, D.C.

Massey, 9875-27

Fairfax, Virginia

Club Fifty-Two, 5197-30

Chicago, Illinois

Sales & Marketing, 5738-31

Wellesley, Massachusetts

ICMA, 4519-36

Washington, D.C.

DuPont, 7126-37

Kinston, North Carolina

Fon Talkers, 789-38

Carlisle, Pennsylvania

Look Who's Talking Now, 7094-38

Dresher, Pennsylvania

State Farm Ins. Co., 9876-38

New Cumberland, Pennsylvania

CTM Plus, 1742-42

St. Albert, Alberta, Canada

State Speakers, 737-46
Hauppauge, New York

Amer Communicators, 991-46
Parsippany, New Jersey
Plainly Speaking, 4791-46
South Plainfield, New Jersey
Hunters Point Plaza, 6491-46
Long Island City, New York
Berlex, 9882-46

Wayne, New Jersey

Ryder, 861-47

Miami, Florida

Guntersville, 9867-48
Guntersville, Alabama

Batu Pahat, 9871-51

Batu Pahat, Johor, Malaysia
Power Communicators, 4339-54
Mossville, lllinois

Argonauts, 1809-57
Concord, California

Aegon Ins. Group, 9883-57
Petaluma, California

Toast of CIBC, 6716-60
Toronto, Ontario, Canada
Elgin County, 7238-60

St. Thomas, Ontario, Canada
Vallee De L'Or, 2276-61

Val D’Or, Quebec, Canada
Gun Lake Area, 4895-62
Wayland, Michigan
Northeast Michigan, 9870-62
Alpena, Michigan

Positive, 9878-62

Grand Rapids, Michigan
Wizards of Ahs, 507-65
Buffalo, New York

Fort Polk, 6393-68

Fort Polk, Louisiana
Forgotten Voices, 6571-68
Angola, Louisiana

Hairlines, 139-69
Paddington, Queensland, Australia
Warialda, 7212-69

Warialda, New South Wales, Australia
Westside, 6417-72
Christchurch, New Zealand
Civic, 9869-72

Christchurch, New Zealand
Early Risers, 9877-72
Ashburton, New Zealand
Synergy, 19-73

Adelaide, South Australia, Australia
Foreshore, 6088-74

Cape Town, South Africa

The Grove, 9879-74

Newlands, South Africa

Sandugo, 5674-75

Tagbilaran City, Philippines

Central Cotabato, 6811-75
Tacurong, Sultan Kudarat, Philippines
Mandaue City, 9874-75

Mandaue City, Philippines

RALPH C. SMEDLEY
MEMORIAL FUND

Contributor

Cindy S. Brown, CTM

Pioneer Valley Toastmasters Club
No. 3902-53

SRI Organon Toastmasters Club No.
1435-4, in memory of Lloyd Elkin

Past International President Arthur
M. Diamond and Dagny Diamond,
in memory of 1971-72 District 11
Governor C. C. Grove, ATM

Past International President Arthur
M. Diamond and Dagny Diamond,
in memory of Past International
President Alex P. Smekta

Contributing Club

Advanced Speechmasters Toastmasters
Club No. 7448-38

Suncoast Toastmasters Club No.
1667-47, in memory of Harold
Swisher

Richmond County Toastmasters Club
No. 3817-46

MPIC Toastmasters Club No. 7988-64

ASsociate

Robert Leathers/Allwon Publishing Co.

Toastmasters of District 17, in memory
of Past District 17 Governor Gene E.
Burnett, DTM

District One Toastmasters Lydia Boyd,
Robert Dunning, Virginia Rodriguez,
Laura Bayne, Ken McCatty, Scott
Williams, Joan Laing, in memory of
Kelly Britsch

Farmers Premier Toastmasters Club
No. 8187-1, in memory of Nirmal
Nand

OKES for SPEAKERS!

For Toastmasters, Business Executives, Club Officers,
Banqueteers, or anyone who has to talk.

An up-to-the-minute Topical Joke-Bulletin with approximately 100 funny one-

liners, stories and roast lines. Created by top Hollywood comedy
writers. A great source of fresh professional material to humorize your speech
for any audience; any occasion. Current issue: $9.50
Our 21st Year. Send check or M.O. to:

JOKES UN-LTD.

8033 Sunset Bivd., Dept. P , Hollywood, CA 90046



A SYMBOL
of [’RIDE

Wear the emblem:that tets everyone know you
belong to a great organization..The Toastmasters
symbol says eloquently what words can’t express.
It tells about achievement - yours and that of

Toastmasters International.

BARBRA BRANT

CLUB NO. 6783 ANK H\N‘i , CTM ‘l

UB NO. 5115

TOASTMASTERS
INTERNATIONAL

Mailto:  TOASTMASTERS INTERNATIONAL T g;?;“'
P.O. Box 9052, Mission Viejo, CA 92690 USA : 5753 : 391-A°
PAYMENT MUST ACCOMPANY ORDER - o754 "~ 3918
{ 2 5702¢ T =391
[ Enclosed is $ (U.S.) check or money order 5801 389*
payable to Toastmasters International. 75802 389-A°
(Be sure fo include postage, handling and tax charges as stated.) 813 339"
[J Chargemy MasterCard / Visa (aRciE ONe) — o __ 3ne
P =814 - 390
; 5805 390A
Exp. Dole 5806 5920
Signature e BB07 o e 15939,
5907 5951
Club No. District No. 5905 5952
Name < 590611 .4 5800
Address o 5942~ . 57%9
City State/Province S
% Sl 54 5700
ountry i I SARRICE 5701
Please print engraving requirements here: 343-A° 5702
—340°  __ 5704

STANDARD DOMESTIC SHIPPING PRICES

For orders shipped outside of the
Total Order m Total Order Shipping

continental United States estimate
Airmail at 30% of total, surface at
20% (minimum $1.50) Any excess
will be billed through your Club’s
account. California residents add
7.75% sales tax.

$000 to $250 $110 | 3501 to 5000 $6.50
251 o 500 230 5001 fo 100,00 7.60
501 1o 1000 295 | 10001 fo 15000 9.95
1001 fo 2000 405 | 15001 fo 20000 1225
2000 to 3500 555 | 20001 p  —Add7%

| of total price
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#  Miniature membership pin (5751 ),-1/2" diameter, $2.75;

12 or more (5752), $2.50

Large membership pin (5753), 5/8" diameter, $3.25; 12 or more (5754), $3.00

Women's membership pin (5702), 5/8" diamefer wﬂh guard clasp, $4.50
_ Club President (5801), $6.50

Club President with two zircons (5802), $16.00

Vice President Education (5813), $6.50

Vice President Membership (5815), $6.50

Vice President Public Relafions (5814), $6.50

Secrefary (5805), $6.50 :

Treasurer (5806}, $6.50 = -

Sergeant at Arms (5807), $6.50

District Officer Pins -

u  Public Relations Officer (5907), $15.00

1 - Division Governor (5905), $15.00

= Past Division Governor (5906), $15.00

See the Supply Calulog fora oomple'a hs'mg of pins, mdudmg past club officer and
district officer pins.

Toastmaster Tags

Gold-fype CTM, ATMandDTMbgsuﬂuébonymbenhlppm

% CTM tog (5942) has whife lefers, $4.50 -

u - ATM tag (5940) has red letes, $4.50

% DTMog (5941) has blue lters, $4.50

SeeﬂnSupplyCabbgforaconplebhshngofmnberannmnmybgshmonng
:pandsemce :

Identification I)’(t(l'ros :

= TOASTMASTERS ID BADGE (343/pocket, 343-A/pin back) .. Whik badge wit
name, office and club name engraved in red,$7.00 each.

% CTM ID BADGE (340/pocket, 340-A/pin back]...Brown badge with name and club
number engraved in whife, $7.00 each. -

ATMID BADGE (391/pocket, 391-A/pin back)...Red plastic badge with name and
club number engraved in white, $7.00 each. Your ATM badge can show your level
of ATM achievement. Thewpollshedbmnzemdsllvarspeukarﬁgumodhueb
'your ATM badge. $2.50 each:

... ATM Bronze attachment (39]-5)
.. ATM Silver attachment (391-5) -

% DTMID BADGE (389/pocket; 389- A/pm back)...Gold plasfic badge with name ]
club number engraved in black, $7.00

% TOASTMASTERS CLUB ID BADGE (339/p|n 'back)...Small blue plastic badge, with
name and club name engraved in white, $3.95 each

= ENGRAVED CLUB OFFICER BADGE (339-O/pin bock) Blue badge with white
engraving of Club office and Club name. Please specify name, office and Club
name, $3.95 each.

#  CLP-ON ATTACHMENT (390-A) -You can tum a pin-back badge into a clip-on
badge with this.attachment. An alligator-style clip that can be attached fo a collar,
pocket or placket, Use with badges 340-A, 343-A, 389-A and 391-A, $1.25 each.

Be sure fo print all information for engraving. Blank badges are not available.

Mark of Distinction
Provide yourself with some added recognifion.
FOR CTMs: CTM Pin (5920), $6.50
FOR ATMs: ATM Pin (5939), $6.50
...ATM Bronze Chevron (5951), $4.25
...ATM Silver Chevron (5952), $4.25
FOR DTMs: DTM Pin (5800), $6.50
...DTM Pin with sapphire - blue stone (5799), $12.00
..‘DTM'Medu"iqn (5798), $17.00

For Women Toastmasters
#  Scarf-Pin (5700), $5.25

% Membership Brooch (5701, $10.00
Membership Pin (5702), $4.50 -

w0 Tl Earrings (5704) pierced only, $6.95



