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Something To Grow On
Following a very critical speech evaluation, a fellow club member said to me,

"I don't think the nitpicking exercise was warranted, but more importantly, the
evaluator did not give me something to grow on."

This occurred seven years ago but I can
still see the disappointment on the face
and hear the sincerity in the voice of that
Toastmaster who wanted so much to be

given a positive and more meaningful
evaluation. At the time this happened I
was in the process of developing a work
shop on evaluation. The dismay of my
fellow Toastmaster had such an impact on
me that I called my workshop, "Something
To Grow On." I believe those words ex
press simply, though powerfully, the pur
pose of effective spee^ evaluation. Even
tually I conducted several of these work
shops for clubs in my district until the Suc
cess/Leadership module, "The Art of Ef
fective Evaluation," became available.
Much of what we do and learn in our

Toastmasters clubs is designed to help us
become more effective oral communicators

... giving manual speeches, serving as club leaders, participating in Table Topics
and speech evaluation. The latter is vital to the speaking growth of the member.
I often refer to speech evaluation as being the 'heart' of the Toastmasters pro
gram. After all, most of us joined to leam, practice and polish the skills of public
speaking. Evciluation provides the feedback needed to help us identify how we
can improve our presentations. Without the 'heart' of the program, Toastmas
ters clubs would simply be 'meet to speak' clubs.
I believe that the most harmful and meaningless approaches to speech evalua

tion are the 'extremes.' One extreme is the nitpicker described above—the
evaluator who is highly negative. At the other extreme is the member who can
never find anything to evaluate and usually tells you how wonderful you were.
In my club we call this type of evaluation extreme a 'whitewash.' Perhaps a
similar colorful description is used in your club. Little effort is required to be
an 'extreme' evaluator.

Urffortunately, in some instances members have been lost because of 'ex
treme' evaluations. Also, prospective members have not joined a club after
witnessing an 'extreme' evaluation. Positive evaluation falls somewhere be
tween the extremes and it not only gives the speaker something to grow on,
but is also a strong contributor to membership retention.
1 encourage you to observe and leam from the positive evaluators in your club.

1 also encourage clubs to use the excellent evaluation materials listed in the Toast-
masters International Supply Catalog and to conduct the very popular "Art of
Effective Evaluation" program.
The importance of positive speech evaluations cannot be overemphasized.

The next time you are scheduled to evaluate, remember you are about to con
tribute to the speaker's 'heart' fund. Give generously, be positive and always
leave the speaker with SOMETHING TO GROW ON!

Theodore C. Wood, DIM
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lakes a Bow
A Toastmaster's most important audience Is the

one he or she lives with every day.

by Sherry Witt Snow

Do you know me? I'm a member
of the 'first audience.' We are

mentioned in section one of

Toastmasters' Basic Manual under
"Preparing Yourself." The manual ad
vises that, after working up the Ice
Breaker speech, the new Toastmaster
"try the t^ on someone in your family
.. ."—that's us, the first audience.
1 discovered that 1 had joined this elite

group (dedicated, as Toastmasters are
dedicated, to the cause of clear com
munication) when my husband finagled
me into listening to his Ice Breaker. 1
say 'finagle' because we were driving
to work at the time:
"1 have to give a speech tomorrow,"

he said. "Will you listen to it?"
"Well, okay." 1 said, hesitantly.

"What do 1 have to do?"

"Just make sure it's understandable
and that 1 don't say 'um' too many
times."

Well, that didn't sound too terrible
and 1 thought 1 could handle it. 1 don't
remember if he ever finished his speech.
1 do remember that we had a tremen

dous fight.
With no experience in speech criti

cism, 1 dutifully followed his instruc
tions to the letter and told him all the
things that were wrong, including how
many times he said 'um' (about 23) and
every time he stopped to take a breath.
Looking back I'm amazed he didn't
leave me by the side of the road.

Since that rocky begirming my Toast-
master and 1 have stumbled through
the manual together. We each have
gotten something more out of it than
we would have had he decided to go it
alone. In fact, 1 heartily recommend
that families become involved in Toast-

masters. Really. Let me tell you why.
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Better yet, I'll let someone else tell you
why.

One Family's Story
Mike Mahoney, an ATM with over

20 years of Toastmasters experience,
reminisced recently about how he used
to "line up my two daughters and my
wife on the living room couch" to listen
to his speeches when he first joined the
organization.
Gert Mahoney, Mike's wife, remem

bered, "He'd tell us he had something
he'd like us to hear, so we'd all sit and
just wait to find out what this was all
about. After the first time we always
knew we had to time him."
'T didn't usually hit my time limit the

first time through," Mike says, "and so
I'd have to do it again. Then maybe I'd
get the time right W I'd lose my place,
so I'd have to do it again. Sometimes
I'd go through a sfac-minute speech three
or four times and by the end, boy were
they bored!"
So one lesson the 'first family' can

leam is to consider rotating audience
duty, to prevent such terminal bore
dom. Timing is important too—pick a
time of day when everyone is refresh
ed. And don't let your Toastmaster talk
you to death; set a reasonable time limit
and stick by it.
Mike and his family learned more than

just how to time a speech. His daugh
ters are grown now, but ask about
Toastmasters and a wealth of memories

comes pouring out!
Ask younger daughter Laurie which

was her father's most memorable

speech, and she'll tell you it was the
one about his teaching her older sister
to drive a car with manual transmission.
Thirteen-year-old Laurie was some

times allowed along for some very
bumpy rides, and did she remember
her father's speech when it was her
turn to leam to drive!

Older sister Debbie will tell you that
her father's practice of tal^g his
daughters to Toastmasters meetings
(Laurie refers to it as "being on a rotation
of 'who is Dad's guest this week' ") im
pressed upon her that certain skills,
such as organization and poise under
pressure, were necessary for success in
business.

Debbie also realized an intangible
benefit. "I currently work in a very con
troversial area of health care," she says.
"At community meetings, cocktail par
ties and even family gatherings, 1 fre
quently am called upon to support my
point of view firmly and eloquently
without starting a fistfight. It's hard to
say where 1 learned how to do it... but
I'm good at it!"
That's the thing about Toastmasters.

It mbs off on you. Gert Mahoney says,
"Listening to Mike practice made me
more aware. 1 can really see the dif
ference between someone who is a

good speaker and someone who is not."
For my part I've learned to be aware

of voice tone and tempo. Since my own
work sometimes means presenting
numeric data to management, the tem
po of the presentation is critical to keep
from either losing my audience in a
wilderness of numbers, or boring them
to the point they begin making plans
for lunch instead of listening to what
I'm saying.

Family Is a Wealth of Topics
Ideas for topics are always a challenge

facing Toastmasters, especially if the
family is involved. There are so many
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to choose from. Debbie remembers,
"Dad tended to use topics that were
about the family. Erma Bombeck's car,
dog, kids and appliances couldn't com
pete with ours. We thought we were
celebrities."

In my family we read the newspaper
with an eye out for possible speech
material. Not only are we better in
formed, but our conversation frequent
ly leads to debates. Toastmasters has
broken us out of the humdrum "How-

was-your-day-and-what's-for-diimer?"
syndrome that families fall into.
We have also become critics. Analysis

of others' speeches, primarily political,
has become a pastime for us. On our
way home from work one night we
listened to Mario Cuomo's keynote ad
dress to the 1984 U.S. Democratic Con

vention. "A Tale of Two Cities" was

grist for our mill as we tore it apart to
see what made it so memorable.
Laurie, now a college student, also

knows what makes a good presentation.
'Tve sat through many coUege lectures
wishing the instructors had ̂ covered
their potential as conmiunicators prior
to my class meetings," she laments.
"Half the audience is adrift in a sea

of monotonous 'ahs,' 'ers' and 'etce
teras' while the other half doggedly
sifts through the lecture, searching for
a unity of interest and understanding."
Perhaps the greatest benefit of be

ing associated with a Toastmaster is
that it teaches you it's okay to flound
er regardless of your age or status in
life. It teaches you that everyone, even
the most in<ommand grown-up, some
times fails.

Laurie says this has been one of her
most useful lessons. "I learned that

everyone is human and susceptible to

exactly the same stumbling blocks. I've
seen young and old, professional
speaker and beginner, freeze up and
forget what's next."

Avoiding the Shoals
Okay, I've persuaded you to get in

volved with Toastmasters, to 'actively
support' your fledgling CTM. Now
here's how to avoid most of the rocks
and shoals. Believe me, I've hit them all.

First, while a certain amount of enthu
siasm is good, don't go overboard. If
you're an accomplished speaker, do not
haul out all your high school debating
trophies and prominently display them
on the living room mantle when your
mate tells you that he or she has join
ed Toastmasters. Instead, in a non-
threatening manner, offer the use of
your stopwatch and your services as a
timer.

Second, browse through the Toast-
masters manual to get an idea of what
a particular speech is intended to ac
complish. Is it supposed to make you
laugh? Build suspense? Persuasively
present a controversial point of view?
The manual can tell you. Pay particular
attention to the ev^uation section.
Next, behave like an audience. Sit

down and listen attentively to the
speech. Do not cook dinner, wash the
dog or knit a sweater while listening to
yom Toastmaster practice. It's distract
ing to the speaker to try to follow you
around, and you can't judge the
speech's impact fairly when you're
preoccupied.
By the same token the speaker should

act the part. My husband made a tech
nical error when he asked me to listen
to his Ice Breaker while we were driving
to work. I couldn't judge the speech

fairly because the road was demanding
as much, if not more, of his concentra
tion as the speech was. Public speaking
requires concentration of both the
speaker and the audience.
After your Toastmaster makes a pre

sentation, do not deliver a laundry list
of everything that is, in your opinion,
wrong with the speech. Start out with
what you found effective in the talk,
then pick out the major difficulties and
concentrate on those.

Think about how you might feel if the
roles were reversed. Even though Toast-
masters meetings are conducted in a
supportive way, for that first very criti
cal run-through, nothing beats an audi
ence of people who love the Toastmas
ter.

Attend Meetings, Conventions
Lastly, make time to go to a Toast-

masters meeting and take the kids
along if they are old enough. It gives
you a better understanding of what
your Toastmaster is trying to accomp
lish. Debbie and Laurie both remember

that they got to meet a lot of interesting
people, and from hearing the variety of
members talk learned many valuable
things.
Attending district conferences and

the annual fritemational Convention can

be great family outings. Debbie had
pragmatic reasons for going to conven
tions: "We went to places with swim
ming pools and candy machines. It's
quite a thrill when you're nine years
old." Need I say more? ^

Sherry Witt Snow, a freelance writer
living in Boulder Creek, California,
authors a column for the Valley Press.
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by Andrew Bolotin, DTM

Once upon a time there was a
Toastmaster named Sam. Sam

was a longstanding member of a
well-established community club and
had recently been awarded his ATM. It
was then pointed out to Sam that the
sponsorsWp of a new club was a prere
quisite for DTM. So Sam decided to
sound out his boss at the XYZ Corpora
tion on the possibility of starting a new
club in XYZ's building.
The boss' response was even better

than Sam had hoped. Not only would
the company provide a permanent
venue free of charge, but Sam could
also advertise in XYZ's newsletter and

post notices to inform employees of the
date and time of the demonstration

meeting.
Encouraged by his company's will

ingness, Sam went back to his dub and
asked five experienced members to help
him run the demonstration meeting,
using the normal community club
agenda. In the meantime, Sam invited
district officers, including the District
Governor, to attend the meeting.
Three weeks later, the day of the

demonstration meeting dawned with
Sam in high hopes. After all, he had
great expectations of being well on his
way to a new dub and DTM status. The
Area Governor was enthusiastic since

the area hadn't chartered a new club in

five years. The District Governor was
excited as well, because the District
needed only one more dub to be recog
nized as a Distinguished District for the
year.

The demonstration meeting was
scheduled to begin at 7:30 p.m. At
7:25, only three prospective members
had arrived. At 7:45, five prospects
were present. At 7:50, the total num
ber of interested employees had risen
to only nine.
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An apprehensive Sam called the meet
ing to order; he couldn't wait any
longer. The meeting lasted two hours,
45 minutes. Everyone put on a smile and
a good effort; fortunately all present
had an enjoyable time as a result. But
Sam really had to try hard to smile. At
the next meeting surely more people
would show!

Three months later the new dub pro
ject at the XYZ Corporation had l^en
abandoned. At no meeting were more
than 12 non-Toastmasters in attendance.

No prospective members ever paid any
fees. A dispirited Sam went back to his
own dub and reported the failure with
a heavy heart.
Shortly thereafter Sam received a

promotion at work and became 'too
busy' to come to Toastmasters meet
ings anymore. His club held a 'final'
night for him. Everyone agreed Sam
was a fine fellow and had been a good
Toastmaster.

Sam would have achieved better re

sults if he'd approached the club build

ing process with a completely different,
more effective strategy. I discovered
this myself, the hard way. When I first
became interested in forming new dubs
1 partidpated in several demonstration
meetings with the same ultimate result
as above. I became convinced that there

had to be a better way.
There was. Five new corporate dubs

later (each formed in less than 30 days)
District 73 and 1 had learned some im

portant lessons in corporate dub exten
sion.

Lesson One: The Agreement
Sam had approached the first cor

poration that came to mind—the one
where he worked. He didn't consider

whether there was sufficient support
on a broad enough basis to start the
dub, or once formed, if the XYZ Cor
poration employed enough people to
sustain it. Above all, Sam failed to
reach a working agreement with the
corporation as to mutual benefits and
requirements.

It is essential to recognize that setting
up a corporate dub is a sale to that cor
poration. Whether we call a new Toast-
masters club a training program for
employees, an adjunct to existing em
ployee training or a personal achieve
ment opportunity for employees, the
bottom line is the same: The corpora
tion must be convinced that a Toast-

masters club will help employees de
velop communication and leadership
skills and must be prepared to invest
corporate time and money to make this
happen.
Each corporation which arranges to

hold a demonstration meeting must
agree to the following points:
• A Toastmasters dub will allow staff

to develop communication/leadership
skills in a friendly and mutually helpful
environment, will give staff practice in

Corporate Club Extension Record
of District 73 Australia 1984-85

Club Name

HHP Club 5389

MYER MELBOURNE Club 5680

AGC HOUSE Club 3746

CITY CENTRE Club 4208

MYER DONCASTER Club 5798

# Charter

Membership*
27

28

49

21

42

Formation

Time+

29 Days
14 Days
3 Days
30 Days
28 Days

* 99 percent of all charter members had never had any previous exposure to
Toastmasters.

+ Each dub took less than 30 days from the date of the demonstration meeting
until such time as all Toastmasters International's chartering requirements
were fulfilled.



leadership roles and will allow the cor
poration to assess staff in a setting close
ly related to 'real life' responsibilities.
• The Toastmasters club, once charter

ed, will be self-administering and self-
funded.

• In return for these benefits, the cor
poration will either collect or donate the
full initial fees for all charter members

within an agreed time limit. In no event
should this time limit exceed 30 days.
• The company's personnel depart

ment will be responsible for the atten
dance of at least 30 prospective mem
bers at the demonstration meeting by
using publicity proven effective in the
past.
• The corporation will supply all

equipment necessary for the new club
and a permanent venue on company
premises.
• The District will provide standard

educational/administrative support to
the new club, including two club spon
sors who wiD remain with the club imtil

it's mutually agreed such special assis
tance is no longer required.

Lesson Two; The Demonstration
Sam made some fundamental errors

in planning the XYZ meeting. Not only
was it far too long, but it did not address
the prime objective of employees: Will
this organization called Toastmasters
really benefit my career in the corpora
tion?

The meeting must be kept simple and
brief, be timed exactly and involve only
those Toastmasters who are actually
participating in the program. At the
end of the meeting, put this motion:
"That the XYZ Toastmasters Club be
formed and that a steering committee
be appointed for that purpose."
Immediately after the motion is ac

cepted, the club sponsors should select
the steering conunittee and arrange for
its first meeting to be held within 72
hours.

Lesson Three: The 'Close'
The task of the steering conunittee is

threefold:

1) To ensure a minimum of 20 mem
bers and pay all fees they are respon
sible for by agreement with the cor
poration.
2) To fill the agenda for the next gen

eral meeting, scheduling prospective
members to fulfill most roles in the
program.

3) To begin to function as the new
club's executive committee, subject to
ratification by the total membership.
These steering conunittee members are
invariably elected to the inaugural club
executive.

And the Moral Is...
If Aesop were alive today, he would have a field day writing morals for this

story. I can see it now:
Look before you leap. Don't take anything for granted. Never put off until

tomorrow what can be done today.
This Toastmasters fable-spinner has another moral in mind, however: Back

to the basics.

Identify a prospective club target, and plan strategies of attack. Three items
that should never be left out of any company club marketing effort are the
promotional brochures geared specifically towards corporations and organiza
tions: "Join Us For Success" (Code 100), "Speak Up and Get Ahead" (101),
and "Communication.. .Your Success Depends Upon It" (103), available from
the Supply Catalog.
To create greater interest, club extension teams should always have on hand

the "Be Prepared To Speak" videocassette in VHS (215-V) and Beta (215-B)
formats, and the "Membership and Extension" slide presentation (376). Both
are effective in demonstrating the benefits of Toastmasters.
But, most importantly, be persistent on your follow-ups. Remember: Every

dog has its day, a stitch in time saves nine and a rolling stone gathers no
moss. □

Lesson Four: The Next Meeting
Sam intended to keep rurming meet

ings untU the club was solidly formed.
It is much more feasible to use the steer
ing committee as your agents at the
meeting after the initial demonstration
to ensure that the corporation fulfills its
commitments.

By using this strategy you can attract
at least 20 members with a minimum of
confusion and hesitation. In addition,
prospective members have a chance to
participate as Toastmasters, subject to
joining. This formula is so effective that
before you know it, you'll be planning
the club's charter ceremonies.

Lesson Five: The Charter
There are many ways to hold charter

ceremonies. Whichever you choose,
appropriate pomp, ceremony and pro
tocol should be strictly observed. The
reason is simple.

Put yourself in the position of brand

new members of a brand new club:
They've been impressed by a tightly
run demonstration meeting. They've
paid money to belong to an organization
that promises great career and personal
benefits. They've seen the corporation
commit itself to the venture. And
they've been directed along the path by
capable club sponsors.

Now you must provide the recogni
tion for their having 'seized the oppor
tunity.' After all, you've succeeded in
building a new corporate club in less
than 30 days!

Andrew Bolotin,
DTM, was the 1985-
86 District Governor
of District 73 Aus
tralia, and is a long
standing member of
Oaks aub 2141-73 in
Malvern, Victoria,

Australia. He has a special interest in
club extension.

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

Banqueteers, or anyone who has to taik.
An up-to-the-minute Topical Joke-Bulletin with approximately 100 funny

one-liners, stories and roast lines. Created by top Hollywood comedy
writers. A great source of fresh professional material to humorize your

speech for any audience; any occasion. Current issue: $8.50.
Our 15th Year. Send check or M.O. to:

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

The Toastmaster / February 1987 7



fi

V
V

..

\~

4

Break Down

to Build Up
Use this pattern to cut evaluation into

strategic components and create a design
for the speaker's confidence.

by David H. Lee

8 The Toastmaster / February 1987

One of the most difficult assign
ments for many Toastmasters is
the evaluation of a fellow mem

ber's speech. The reasons for this dif
ficulty are many. Social standards
strongly suggest that to criticize others
is improper, and it may take an extreme
effort to overcome this conditioning.
Some Toastmasters, particularly new

er members, lack knowledge and ex
perience in speaking, and therefore feel
inadequate to evaluate the speaking
skills of others. Sometimes members

find identifying noteworthy items in
speech presentations difficult. Or the
difficulty may be in organizing the
material into a concise ord evaluation.

Whatever the reason, when evalua-

lllustratlon by Geoffrey Krueger



tions are difficult to give, they are not
enjoyable for the evduator, and often
not useful to the speaker.
A good way to overcome any of these

difficulties is to adopt a specific tech
nique for critiquing the speech and pre
senting the oral evaluation. The Break
down Method of speech evaluation is
such a technique. It makes evaluating
easier, and thus allows the develop
ment of evaluation skills through ex
perience.
Reference to 'breakdown' in connec

tion with this technique does not sug
gest that Toastmasters should succumb
to nervous breakdowns during speech
evaluations! Rather, 'breakdown' refers
to breaking the organization of an
evaluation down into specific steps.
This is done before the speech, to m^e
it easier to organize a concise and useful
oral evaluation.

Any evaluation method is meant as a
general guide, not as an unvarying for
mat. The five steps of this technique
allow the evaluator a flexibility to de
velop a personal style and to shape the
evaluation to the specific speech, while
giving a concise, thorough evaluation.
The five steps are: Facts, Achieve

ment, Content, Externals and Summary.

1) Facts
First, briefly present information

which will set the stage for the evalua
tion; this step, addressed to the audi
ence, becomes the introduction to your
presentation. List facts which are per
tinent to the audience's understanding
of the basis for your evaluation.
For example, for a Commuiucation

and Leadership manual speech you
should describe the assignment in your
own words. You might also state what
you perceived the speaker's purpose to
be: to convince, to entertain, to inform,
etc. This enables the speaker to know
if the speech had the intended effect.

If the speech was given on short
notice, or was practice for a job-related
speech, you may wish to mention this
also. Remember to be brief; this phase
of the evaluation is only to set the stage
for the remainder of your presentation.

2) Achievement
Now address the speaker, continuing

to do so for the remainder of the eval

uation. For a manual speech or any
other speech in which a specific objec
tive has been assigned, tell the spe^er
whether or not you felt the assignment
was fulfilled, and explain why or why
not. Questions listed in the evaluation
section of the manual will give guidance
in organizing this portion of the eval
uation.

To increase the

impact of your
orai comments,
focus on one

positive point
and one

negative point.

This step may encompass as much as
half of the oral evaluation time for

speeches with specific assignments. For
other speeches, a brief statement con
cerning the speaker's achievement of
his or her purpose may be sufficient.

It's important to maintain a balance
between positive and negative com
ments in any evaluation. Speakers want
to know where they excel as well as
where they need improvement. Cou
pling negative comments with sugges
tions for ways to improve helps to pre
vent any sense of hopelessness on the
part of speakers and reflects your gen
uine interest in their improvement.

3) Content

When evaluating the speech's con
tent, explain the most outstanding fea
ture of the speech, and the feature which
most needs improvement. Choose only
one positive point and one negative
point to mention, even if there are
many. This increases the likelihood
that your conunents will be remember
ed. List other points in the written
evaluation.

Content includes items such as the

organization or structure of the speech,
the effectiveness of the introduction and

the conclusion, the efficiency \vith which
smooth transitions were made be

tween various elements of the speech
and the definitive use of facts, anec
dotes and examples.

4) Externals
Next, address the manner in which

the speech was given—the elements of
the presentation external to the speech
itself. Proceed just as you did when
evaluating content, but talk about use
of gestures, discernible nervousness,
eye contact, appropriateness of the
speaker's appearance, voice inflection,
volume, tone, etc.

5) Summary
Summarize your evaluation by tying

together your major points on 'Achieve

ment,' 'Content' and 'Externals.' Make
this final portion of the evaluation a
cohesive and concise statement about

the speech. Avoid broad comments such
as "Overall, this was a very good
speech." Such comments leave the
speaker and the audience suspecting
the evaluator's sincerity.
The various steps outlined in the

above paragraphs ̂ come more or less
important depending on the specific
speech. For instance, if the speech
assignment as outlined in a Toastmas
ters manual involves work on speech
organization you can elinunate the
'Content' section of the evaluation,
since the 'Achievement' step will en
compass a discussion of the speech's
content.

Any evaluation can be divided into
separate, more manageable pieces. But
these steps alone will not necessarily
make evaluating easier. It is also impor
tant to observe two simple guidelines.

First, always organize before the
speech. Divide three or four pages of
paper into sections using the steps of the
technique as section headings. If you
have trouble remembering the steps,
the first letter of each combines to speU
FACES. Allot space in ratio to the
amount of time you expect to spend
talking on each step. The 'Facts' and
'Summary' sections usually merit the
least space.
Under each heading jot the major

items you want to watch for, particular
ly in the 'Achievement' section. With
minimal reorganization and work on
the summary, you'll be ready to give
your presentation.
The second guideline is to be flexible.

Flexibility enters the evaluation by the
way the separate steps of the technique
are applied to an individual speech, by
the items which are selected to be men

tioned and by the manner in which the
evaluation is ultimately presented. The
technique supplies the basic framework;
the ev^uator supplies the content and
style.

If evaluating has become a dreaded
task for you, you may wish to try the
Breakdown Method of speech evalua
tion. By making evaluating easier, this
technique will allow you a more enjoy
able, and therefore worthwhile, experi
ence. As evaluating becomes more en
joyable, you will develop your own style
and give speakers better evaluations. ̂

David H. Lee, sponsor and mentor of
FACCMasters Qub5086-26in Colorado

Springs, Colorado, has been a Toast-
master for 10 years. He is currently
manager of Technological Development
at Ford Aerospace.
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Evaluate

To

Motivate
A well planned evaluation, like a

well planned speech, not only
benefits the speaker—it can motivate

the entire ciub.

by Rob Julian, DTM

nd now, ladies and gentlemen,
we have the evaluation of Maiy's
speech." The chairman of the

evening sits down and beams expec
tantly across the table at you. Panick
ed, you wonder what on earth you can
say. The speech seemed all right. Mary
delivered it well, with no obvious sigirs
of nervousness, and the audience seem
ed interested. What can possibly be
said other than, "Well done!"?
Evaluation is possibly the most im

portant skill you can develop in Toast-
masters. No other public speaking
organization gives training or empha
sizes both speech delivery and speech
evaluation to match the standards of

Toastmasters.

Evaluation is important for two rea
sons. The first and most often mention

ed reason is that competent evaluation
is necessary for a speaker to improve.
Many faults which might ruin an other
wise competent delivery remain unre
cognized until identified by a sym
pathetic evaluator.

Evaluate To Motivate
The second reason is often glossed
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over or never mentioned at all. In any
leadership role, in business or com
munity life, we are constantly required
to monitor the progress of the people
we direct. If staff members are not

measuring up to expectations, they need
to be informed in a manner that will

motivate, not alienate, them.
This task is even trickier when the

organization is a voluntary one such as
Toastmasters or the local Parent Teach
ers Association. We must praise good
performances, identify wealcnesses and
recommend improvements. These are
precisely the activities we engage in
during Toastmasters' evaluations!
Evaluation itself is not difficult; in fact

we do it all the time in our everyday
lives. We evaluate every TV program
we watch—even if only by changing
channels or turning the set off. We
evaluate our mates' cooking, our neigh
bors' gardening, our teenage children's
choice of music.

What is difficult is presenting our
evaluations in a manner that will be
useful. How many of us, for instance,
will expressly compliment the principal
of the local high school for his or her
prize-wirming address?
How many of us would go further

and offer suggestions on how to make
the speech even better? Yet it's worth
noting the grateful reception when you
let the person know you are capable of
and willing to give such advice.
In Toastmasters, evaluation can be a

complex task. We can become so anx
iously immersed in looking for such
details as appropriate gestures, eye
contact and voice modulation that we

end up missing the main point of the
speech altogether.
Can you remember the details of the

last speech you evaluated? Can you
remember what the purpose was, and
what the speaker was trying to achieve?
But how can you know precisely what

the speaker's purpose may be, especially
if the speaker is not very experienced?
The answer is so breathtakingly simple,
it seems ludicrous. Yet in most Toast-

masters clubs, it is ignored.

Ask the Speaker
It is a point of absolute necessity that,

before the meeting starts, you exdiange

Make Your Cornerstone Secure
Evaluations are the cornerstone of the Toastmasters educational program.

Good evaluations help club members develop their speaking abilities to the
fullest, and create a positive, success-oriented environment. It's important
that all club members know how to evaluate properly.
Toastmasters International's Success/Leadership Program, The Art of Ef

fective Evaluation (Code 251), can help club members develop their evalua
tion skills. The program can be conducted dimng a single club meeting lasting
about two hours. A coordinator presents it in a seminar-style format involv
ing all club members. Topics covered include the importance of evaluations,
how to assess the quality of your club's evaluations and how to evaluate effec
tively.
Everything you need to know to conduct the program is in the coordinator's

and participant's manuals. Consult your Toastmasters Supply Catalog for
information on ordering. The Supply Catalog should be available to all
members at every meeting.



a few words with the person you are
going to evaluate. Ask them what they
hope to achieve by the speech, and if
there is anything in particular they
would like you to comment on.
"But," you say, "surely I should just

comment on what's speUed out in the
speech project directions in the Toast-
masters manual." Yes, but the manual
should merely serve as a guide. It's
most effective if each member person
alizes the manual's instructions to fit

his or her goals and needs.
The speech may be titled "Be Persua

sive," yet the speaker could also be
concentrating on controlling a sidefoot
shuffle. He may be trying a speech
without notes for the first time. She

may want feedback on an attempt at
humor.

Even more important, the speaker
needs to let you know whom, how and
in what way he or she hopes to per
suade. Does he or she hope to change
people's attitudes toward racism, or to
get the audience out demonstrating
against the rising cost of living?
Unless you have a quiet chat with the

speaker beforehand, you may miss
these points entirely.
Once you know the speaker's pur

poses, two questions automatically
follow in evaluating a speech:
• Did the speaker succeed? If so, why?

If not, why not?
• What can the speaker do to improve

the speech?
These two simple questions give

meaning to evaluating details such as
eye contact, voice projection and ges
tures—either these contribute to the

purpose of the speech, or they detract
from it. If you don't know what the
speaker is trying to achieve, you won't
be able to effectively judge whether or
not he or she has used these behaviors
successfully.

Quiet Time
After the speaker (whom we'll call

Mary again) has given her speech,
you'll need at least five minutes to think
about the two questions specified above
and to structure your answers. If the
chairperson has programmed you to
give your evaluation straight away,
you owe it to yourself and to Mary to
request a change in the program before
the meeting to allow you those five
minutes.

During the five minutes, pick out two
or three main reasons why the speech
succeeded or failed. These could in

clude the mechanics of delivery, the
speech's logical development or both.
Suggest ways Mary could overcome

each weakness you've identified. It is

pointless, for instance, to say the speak
er still has a sidefoot shuffle without

giving any advice on how to cure it.
You might suggest that Mary give her
next speech standing on a step stool.

Your Speech Opportunity
Evaluation is a public speaking op

portunity for you. Were it not, you'd
simply be required to give Mary your
advice personally after the meeting.
Since it is a speaking opportunity,

speak to the whole audience, not just
to Mary. That is, rather than say,
"Mary, you succeeded in your task to
night because...", say, "Mary suc
ceeded in her task tonight because..."
Give your evaluation in third-person
rather than second-person wording.

It would be rude to ignore 20 to 30
people who are forced to listen to you
while you speak to only one of them. By
all means, address occasional points
directly to Mary, but your primary task
is to communicate with the whole audi

ence.

Evaluation is a speaking assignment
of only two to three minutes in length.
You've already determined the main
points and suggestions you're going to
make, so why burden yourself with the
voluminous random jottings you've
probably made?
To keep confusion to a minimum, be

fore the meeting prepare an evaluation
outline incorporating the two important
questions discussed in the "Ask the
Speaker" section of this article.

If you forget to mention a specific
point during the evaluation, there's no
harm done. You can mention it in per
son afterward, and in any case, you'll
also complete the evaluation guide in
the manual.

Next time you give an evaluation, use
it as a leadership opportunity. Ques
tion the speaker about his or her purpose
beforehand. Determine whether or not

he or she succeeded, make positive
suggestions on how to correct weak
nesses and give your evaluation as you
would an organized speech, with as lit
tle referral to your notes as possible. ̂

Rob Julian, DTM, a
member of Capital
Out 409-72in Well

ington, New Zea
land, is Past Area
Governor and win

ner of the 1985 Dis

trict 72 and 1986

Divisional Evaluation Contests. Head

of the Science Department at Newlands
College, he is Past President of the
New Zealand Science Teachers' Asso

ciation.

club, sales and
political meetings
SURE NEED HUMOR!

IF YOU'RE

INVOLVED,

SEND FOR

THIS BOOK

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

Pointed material to fit any occasion, compiled
by the International President of a world-wide
service club for his own personal use.
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Send Check for i 795plus |.95 Mailing or your
Master Charge'Visa number, Indiana odd 4% Tax.

THE LORU COMPANY
RO. BOX 396, NORTH WEBSTER, INDIANA 46556

THE #7 PERSONAL

MANAGEMENT SYSTEM

Managing to achieve the success you desire starts
with learning to manage yourselfl Accomplish this
through The Personal Maragement System
which wHI help you set Goals that are Important to
you, focus on them weekly and dally by effectively
managing your Time, and form Habits that will
insure you do what YOU want to dot It's as
simple as 1, 2, 3:
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American Leadership Institute
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I

Seniiaps
Take advantage of the skills

you've cultivated in your Toastmasters
club to gain an edge in the growing

seminar field.

by Gordon Burgett

Looking for a lucrative way to
capitalize on your newly-found,
or newly-honed, speaking skills?

Toastmasters are ideal candidates to

join the burgeoning ranks of seminar
presenters and workshop leaders fill
ing a contemporary need for 'how to'
information in short, intensive, tightly-
packed programs.
Virtu^y every professional, and

practitioners of most vocations and
avocations, know something that others
would pay to leam. Identifying and
organizing that knowledge, preparing
it in a format for oral presentation,
packaging its theme and title and pro
viding the necessary support material
(workbook, handouts, bibliography,
audiovisual material, etc.) are the first
steps. Finding a sponsor or promoting
your own program follows.
Sponsorship, as we shall see, can be

risk-free and relatively easy to arrange.
The first steps are the major hurdles,
but the reward can far outweigh the in
itial travail.

Why Offer a Seminar?
Because sharing knowledge with

12 The Toastmaster / February 1987

others helps them, earns you a sense
of accomplishment and further extends
the bond of learning and cooperation
among all people.

If that's hard to pocket, seminars
(used generically to include all forms of
educational outreach, including work
shops and training programs) are
among America's fastest growing in
dustries, currently accounting for as
much as $10 million in annual earnings.
Even a wee fraction of that would

sweeten mightily the other benefits!
Also, teaching in a seminar setting

validates your expertise and offers you
a form of strategic positioning that can
be used for a pay raise, a job change or
other advantages that come from having
knowledge in demand. Finally, sem
inars are ideal platforms from which to
move into new avenues of idea dissemi

nation, such as articles, books,
speeches, teaching and consulting.
"What do 1 know that others would

pay to hear?" This question is a
stumper because most people attempt
ing to answer it assume they need years
of hands-on expertise to qualify as a

seminar presenter. Or they figure their
seminar topic must be so unique that
no one but they could offer it!
Years of experience are great, but with

the best len^h for a seminar averaging
four to six hours (eight hours lasting an
eternity for most listeners), how much
of a lifetime can you share in a day or
less? And who wants to hear more than

a bit of it anyway?
If you have spent your life acting,

great. But who will pay, say, $30 to $50
to hear you deliver a talk on "How I
Acted on the Stage"? Yet you can draw
a crowd by giving a nuts-and-bolts pro
gram call^ "How To Turn Every Audi
tion into an Accolade" with a brief,
descriptive write-up explaining that
through the seminar, participants will
learn how to get chosen for the parts
they seek, or to so impress the director
that he or she will not forget them
when assigning future roles.

If selling is your forte, what kind of
topics can you present? Not just "Sell
ing." It's too vague. Nor "How 1 Made
It to the Top!" Too few care—they want
to know how they can make it to the
top.
So consider a tighter, more specific,

audience-directed topic like "Selling as
a Second-Career Choice," "How To Sell
Computer Software Abroad" (or better,
in a specific region or country), "How
To Qose," or "Women: Where To Find
the Best Jobs in Selling—with or without
Experience!"
Get the idea? Ask what others need

to know about the topic. Ask from var
ious perspectives: from the outsider
wanting in, the newcomer, the climber
eager to accelerate his/her advancement
or salary increase, the expert seeking
specific techniques or information.
From businesspeople to the public at

large, the question that wDl unerringly
point you to seminar topics that draw
crowds is this: "What do others need

to know?" Some participants will at
tend simply to expand their knowledge,
a few will come out of curiosity, but rare
ly will enough register to make seminar-
ing worth your time and effort, vinless
their need to know exceeds your pro
gram's cost in time and money.

Study the Needs
Study the current extended or contin

uing education catalog from your near
by college or university. Read the oc
casional seminar ad in the newspaper
or your professional journal. Ask a
secretary where you work to save any
seminar information received, and
study it.
The topics of such seminars are sel

dom so brilliant that most people



couldn't have thought of them. Rather,
they are straightforward 'how td sub
jects that people need to know.
Nor have many of the speakers spent

their life gaining expertise. They gen
erally have on-site experience, have read
the academic writings (if any) and are
ciurent on related articles in the trade

and general press. They know the state-
of-the-art of the topic, and can speak
clearly and with enthusiasm as they
relate to the angle of their seminar.
In many cases, with a bit of work and

organization, you could be talking
rather than listening. Simply take what
you know, add to it (if necessary) by
reading and swapping knowledge with
others, bring yourself up-to-date and
put a seminar together that's clear and
helpful!
Somebody already doing that topic?

There may be 100 seminars being given
about 'how to close a sale,' but there's
room for 101, particularly if yours is
better or different. Uniqueness comes
from three elements: the topic, the slant
you take toward it and the way you
present it. Look for variables in any of
the three, develop a super seminar and
you're on the way!

Who Will Attend?
You may be asking yourself, "Who

will pay to hear me speak?" A voice in
you answers, "Maybe your mother, a
friend or two and your kids—if you
give them the money! But who would
pay to leam how to...?" Scores or
hundreds, if it's something to their ad
vantage and they thiidc you can tell
them.

So you work backwards in designing
a seminar. You pick the topic, form-fit
it to an audience and stress how the au
dience will benefit by hearing what you
have to say. Then direct your promotion
to that same pre-identified audience.
Again, they aren't there to hear70U.

Another voice would do if it said the

same useful things in an acceptable
way. They are paying to hear about
what they need.
You see, at the outset they don't know

any more about you than the seminar
write-up tells them. They assume if
you're speaking you have the basic
skills. Toastmasters training gives new
seminar presenters the edge here.

It's only if you don't speak well or
have a weak program or both, that they
will not recommend friends to your
future seminars or attend other pro
grams you offer.
You can entice them to attend your

other programs by designing intrigu
ing titles for the presentations. Much of
the attraction to your seminars comes

from the titles.

Your Title Is Crucial
When you see an ad in a magazine or

on a billboard, if the key words don't
grab you, you move on. It's the same
with seminar titles. If the title doesn't

shout 'BENEFIT,' if your eye isn't
caught and drawn into the descriptive
write-up that follows, you won't attend.
You won't even tell a friend to attend.

The point is dear: Work and work and
work on the title. The title must attract

the reader to the subject. It must show
a way to meet a need. It must imply, if
not state, why the person should at
tend. Plus the title should be short!
The benefits should be obvious: By

attending this program the person will
solve personal problems, get rich, find
security, hobnob with the famous, im
prove their social life, find a job, over
come frustration and so on.

Ninety-five percent of successful
seminars have drawing titles and selling
write-ups. Study them by the dozen

and by the hour. That's the main reason
they are successful. (See also pages 19
and 20 of The Toastmaster, December
1986 issue, for artides on 'billboarding
your speech.')
By knowing your audience you can

usually determine the best way to offer
yoiu program. Seminars usually fall in
to one of these three general categories:

1) Public, Self-Sponsored
These are by far the riskiest. You want

to tell others "How To Buy Homes
without a Down Payment" or "How To
Comer the Cabbage Market." You want
to offer the seminar to all interested.
You arrange for the location, setup,
promotion and back-of-the-room pro
duct sale.

You know that telling others about the
seminar may cost you, in advance, as
much as 65 percent of your anticipated
income. And if you draw a smaller
crowd than you planned for, you can
lose your shirt!
What kind of topics justify that risk?

Let Toastmasters Help
Successful professional seminar leaders are experienced seminar leaders.

But if you're just starting out, how can you get the experience and practice
you need to become a pro?
Toastmasters can help. Through its Success/Leadership Series, you can ac

quire the skills you'll need to build a profitable career in seminar presentations.
The Success/Leadership Series is a set of educational modules emphasiz

ing leadership and communication. In each module, a seminar leader con
ducts a workshop designed to help participants develop and refine their com
munication and leadership skills.
The series is a terrific way to help develop your skills as a seminar leader.

Each module includes instructions and a script; some include exercises,
workbooks and overhead transparencies. Working in conjunction with your
club, you can present the modules in your club, company or community and
acquire the experience you need to become a professional seminar leader.
(Note: Toastmasters International's Success/Leadership modules may not be
presented for personal profit.)
Choose from the following modules:
• Speechcraft (Code 205). This module provides speech training in eight

different sessions.

• How To Conduct Productive Meetings (236). This module teaches the
techniques and dynamics of small group meetings.
• Parliamentary Procedure in Action (237). This module instructs par

ticipants on parliamentary discussion.
• How To Listen Effectively (242). This seminar teaches listening, speak

ing and leadership skills.
• The Art of Effective Evaluation (251). This program gives members the

knowledge, skills and motivation they need to become more effective
evaluators.

• Building Your Thinking Power, Part I: Mental Flexibility (252). This pro
gram teaches how to adapt your behavior to achieve the best results.
• Building Your Thinking Power, Part II: The Power of Ideas (254). This

program teaches participants how to become more effective evaluators.
Remember, practice makes perfect. Begin practicing your seminar presen

tation skills today so you can become the professional seminar leader peo
ple will pay to hear. Consult Toastmasters' Supply Catalog for order infor
mation and prices. Your club should make the Supply Catalog available to
all members at every meeting.
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Usually those which promise high pro
fits to a wide segment of the populace
and which will be attended by people
who will pay $100 or more to participate.

2) Public, Institution-Sponsored
Offering seminars at institutions-

including colleges, universities and
special-interest groups like hospitals,
professional associations, trade groups,
etc.—is often risk-free, at a cost.
For example, when offering a semiiur

to nurses you might do so through a
hospital, through an organization of
muses or throu^ a university, primar
ily to its nursing students and grad
uates.

The extended education branch of

colleges or universities is an excellent
sponsor for new programs. While the
details vary widely, a uiuversity may
include your seminar in its catalog, pro
vide a room for the program, handle all
phone and mail preregistration and in
clude participant paring in exchange
for, say, 50 percent of the profit.
They charge $40, you get $20. If the

catalog is sent to 50,000 people and 25
attend your program, you earn $500.
You pay no direct promotional ex
penses, you learn the seminar trade
and the school benefits by sharing your
expertise with its clientele.

Authors...

LOOKMG
FORA
PUBLISHER?
Learn how to have

your book published.
You are invited to send for a free iilus-

trated guidebook wtiicti explains tiow
your book can be publisfied, promoted

and marketed.

To the
author

in search
of a

publisher

Wftetfier your
subject is fic
tion, non-fiction
or poetry, sci
entific, sctiolar-
ly, specialized,
(even contro-
versiai) this
tiandsome 40-

page brochure
wlli show you
how to arrange
for prompt pub
lication.

Unpublished authors, especially, will
find this booklet valuable and inform

ative. For your free copy, write to:
VANTAGE PRESS, Inc. Dept. T-4S
516 W. 34 St., New York, N.Y. 10001

The seminar

must shout

"BENEFIT" to

your audience
—it must fill

a need.

Some seminar presenters go no fur
ther: Extensive catalog distribution and
their considerable draw make schools

an ideal setting. These include pro
grams for teachers, writers, academi
cians, inventors and other idea people.
To get on the docket, contact the pro

gram director (check the catalog listing)
and call or write to see if your seminar
would fit with that school's offerings.
Then send a four-paragraph write-up

(for the catalog), a one-paragraph bio,
a resume, an outline of your program
and a workbook (if provided), all with a
letter explaining who you are and why
you thirds your program would make a
valuable addition. You should be aware

that most booking is done four to six
months in advance.

3) Private, Business or Corporate
Seminars for businesses or corpora

tions, like those presented through
schools, incur neither room costs nor
promotional expenses. If you can con
vince the ABC Company that its first-
contact telephone employees need your
seminar (or training program) called
"Converting that Call into Cash or a
Smile," ABC will provide the place,
people and time.
The difficulty is convincing the right

person that what you have to say is
worth unshackling workers, finding
others to answer the phones in their
absence, risking their time and all the
while pay you real money!
So here your promotional efforts (and

costs) must go into letters, phone
follow-ups and first-class presentation
materials to get the 'go-ahead.'
Probably the first question the cor

porate training director asks will be,
"Where have you given this program
before?" Few companies are eager to
help you cut your speaking teeth! So,
to gain a reference, you might begin by
presenting a seminar free of charge
where you work. Or, if the program
lends itself, offer it through colleges or
universities to gain at least enough ex
perience to lessen any booker's doubts.

What about Content?

Define clearly what you want to say
to your audience, explain key points,
illustrate with examples, anecdotes,
charts, discussion and audiovisual
tools. Keep your purpose in view and
the flow forward.

Answer questions as you go along,
use humor where appropriate to light
en the burden and reiterate regularly
the points made. Summarize, list key
points and ask for final questions.
Simple—very much like the speeches
you've given in Toastmasters.
Use notes as needed, but don't read

them. Know your organizational struc
ture and how you will cover it, review
each example and have all humor down
pat. Then be yourself; speak as you do
when talking to friends and let the au
dience know you care about them and
are concerned that they absorb what
you have to say so they can enjoy the
benefits.

Smile, be pleasant and positive—and
they'll never guess you shook in your
boots for the first 10 minutes!

Can You Do It?
Seminars are the brightest light in the

educational field. People are begging for
applied knowledge in bite-size portions
—people past the usual college age,
who ̂ eady served their time by the
quarter or semester.
Now they want their learning to-the-

point, with a purpose, clear, quick and
brief. They want it in one night or on
a weekend day. They'll pay, but they're
selective.

Somebody is filling those rooms and
splitting those fees. That somebody
looks an awful lot like you. Bright, arti
culate, caring, thorough. They have
converted knowledge into income
through speaking and teaching. No
magic, just hard work. Why? The re
wards.

If you know something others would
pay to know, can speak clearly, want
to improve and are willing to work,
those rewards, financial and soul-
filling, are begging to be shared. ^

Gordon Burgett of
fers 120 seminars

annually, keynotes,
consults and recent

ly co-authored (with
Mike Frank) Speak
ing for Money, a
how-to book about

setting up a successful speaking or
seminar career, available from Com
munication Unlimited, P.O. Box
1001-X, Carpinteria, CA 93013.

J£_
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Bookingsr
by Tom Winninger

Here's a simple system that can help you generate
bookings each time you speak, pius

provide feedback on your effectiveness.

o you've worked through many
of Toastmasters' manuals and

are now using your skills to
jeak in settings outside the club. You
ant to branch out, to speak to more
roups and larger audiences, to con-
uct more seminars, but you seem to
e short on contacts.

There probably isn't a speaker alive
fho doesn't want more bookings, or
^ho doesn't want to upgrade the qual-

of his or her current bookings,
tiether you're doing 15 or 200 book-

igs a year, the number and quality are
ir^y related to your particuto system.

generate leads and bookings immedi
ately, while at the same time give your
self feedback on the effectiveness of
your presentation. It is called the 'PSK'
card system, and can easily be integrated
into your presentation.
At a coinfortable point in your pre

sentation, usually toward the conclu
sion, make a general statement like the
following: "I do a number of different
presentations. If you are a member of
a group or organization which might
be interested in one of these, it's easy
to bring me in.
"Simply take the card you find on the

your business cards and write on the
back 'PSK,' which stands for Program
Seminar Kit. I'll be happy to send you
some information describing how your
group or organization could present a
program like this.
"Underneath 'PSK' on the card, in

dicate your group or organization. At
the end of the program today, leave
your card on the table or hand it to me."
Every presentation should generate a

minimum of three potential leads. If
you are a speaker with above-average
delivery, you will typically get back
three or more cards from a group of 50
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Offbeat facts can add unexpected
rhythm to the most 'square' speech.

by Leon Fletcher

• Barbara Walters is reportedly the
highest paid public speaker in the
U.S., receiving $20,000per lecture.

• The first university to establish a
department of public speaking was
the University of Michigan, in 1892.

• If you speak through your nose you
snoach.

Those are but a few examples of
the virtually unlimited number
and diversity of unusual facts

you can use to spark interest in your
speeches—if you know where to find
such strange details. The major source:
offbeat reference books.

Of course, you know about such
standard research sources as diction

aries, almanacs and encyclopedias.
And the July, 1985 edition of The Toast-
master, page 11, in the sidebar entitl
ed "Where To Find It: Sources," told
you about specialized reference books
which can supply statistics, facts and
trivia, quotations, humor, jokes and
anecdotes.

But there is a third group of books
which can be of special help to Toast-
masters seeking particularly stimulat
ing specifics for their speeches—off
beat reference books such as the ones
I'll mention in this article and in the ac

companying sidebar.
Such nonstandard reference books

can help you add interesting tidbits to
your speeches. They can help you pre
sent data that is vivid and memorable.

They can help you drive home a point

dramatically.

Uncommon Words and Lists
Recently I prepared a speech to give

to passengers aboard a luxury liner.
My topic: sea terminology. Of course
I covered such basic terms as fore and
aft, port and starboard, amidships,
rudder and such.
Then, to give my listeners an idea of

how extremely obscure the language of
the sea can be, I worked up this sen
tence to include in my speech:
On one cruise, my pyx was nearly

naufragous, making me worry about
naulage and wish 1 were a remiped
paralian.
That line came from stringing to

gether words found in the highly un
usual reference book entitled Mrs.
Byrne's Dictionary of Unusual, Obscure
and Preposterous Words. It contains
"the 6000 weirdest words in the En
glish language," according to the ed
itor's introduction, and every word
"has been accepted as a formal or legit
imate English word by at least one ma
jor dictionary."
Mrs. Byrne's definitions of the words

in that sea-going sentence:
• pyx: a ship's binnacle
• naufragous: causing shipwrecks
• naulage: payment for sea freight
• remiped: with feet or legs used as

oars

• paralian: someone who lives by the
sea.

If you're giving a speech about writ-
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ing, you might create a bit more inter
est by using the word 'mogigraphia,'
which means writer's cramp. Talking
about accidents? Sneak in the word

'matutolypea'—getting up on the
wrong side of the bed. Speaking about
dreams? 'Galeanthropy' means the de
lusion that one has become a cat.

Another useful book for finding un
common information is The Celebrity
Book of Lists. In it I learned:

• For a speech about education, that
Glen Campbell, John Chancellor, Cher,
Bo Derek, Eartha Kitt, Frank Sinatra
and Peter Ustinov were all high school
dropouts.
• For a talk about families, that Julia

Child's father was a farm consultant,
Dinah Shore's owned a department
store, Dick Cavett's was an English
teacher and Joe Namath's a steel work
er.

• For a speech about heritage, Ed
Asner, Eric Severeid and Margaret
Thatcher, among other famous people,
are parents of twins.
According to this celebrity fact book,

Benny Goodman had 10 brothers and
sisters. Mr. Rogers, host of the famous
TV program for children, graduated
magna cum laude (with high honors)
from Rollins College.

Frankie Avalon has eight children.
Dean Martin has seven. Orson Wells

was b'SVSz" tall, Mickey Rooney is 5'
3," Gary Coleman is S'Z." Julia Child
is 6,' Nancy Walker is 4'11.''
Such details can help make your

speeches more interesting, memorable
and relevant to your listeners. Used
wisely—that is, occasionally—rarely-
known facts can do much to help make
your speeches more effective.

Avoid Pitfalls

But there are dangers in such re
search. You can easily become fascinat
ed with the facts themselves. As a re
sult, you may start sticking bits of off
beat data into your speech merely be
cause the information is interesting to
you.

So be sure you don't get carried away;
always keep in mind one of the essen
tial guides to good speaking: Every
thing you say in your speeches should
be there ONLY because you're con
vinced it will help you attain your spe
cific speech goal with your particular
audience.

With that guideline in mind, you
could dig into the specialized reference
book entitled Today's the Day! It lists
several events which have happened
on each day of the year. Speakers can

use this book in such varied situations

as:

Speaking on April 24? That's the day
when:

• The U.S. Library of Congress was
established, in 1800.
• The revolutionary anthem "La

Marseillaise" was composed, in 1791.
Flonoring an employee retiring on

June 21? On that day:
• The smallest yacht—S'll'-to cross

the Atlantic from Europe arrived in the
U.S., in 1968.
• The first long-playing SSVs rpm

record albums were released, in 1948.
Talking on your birthday? Mine is

August &, the day:
• The world's first radio commercial

was broadcast, 1922.
• The first U.S.-built passenger train

started operation, 1830.
There are several other books which

present somewhat comparable listings
of events which happened on each day
of the year. Some similar books merely
name the events; some concentrate on
events of a hundred or more years ago;
some cover special subjects, such as
sports, literature, history.
I find the book Today's the Day!

especially helpful in speech planning
because it presents brief but specific
details about each event, includes a
balanced mix of recent and ancient

happenings and covers both significant
and trivial incidents.

Unusual Firsts

Speakers who want to include in their
speeches specifics about the 'first' for
almost any event in the United States
will probably find the information in
Famous First Facts and Records help
ful. From the first abdominal operation
(1809), to the first woman mayor of a dty
of over 200,000 population (Mrs. Pa
tience Sewell Latting, Oklahoma City,
1971), virtually every event about which
you may need a starting date is in this
book.

Giving a speech about safe driving?
• The first car accident: May 30,1896,

in New York City.
• The first person killed in a car

wreck: Henry Bliss, on September 13,
1899, in New York City.
• The first driving course in high

school: at State College High School,
Pennsylvania, February 17, 1934.
Besides dates. Famous First Facts and

Records presents relevant details. The
first school established in the North
American continent, for example, was
by the Dutch West India Company on
Manhattan Island in 1633; for the first

I

II1
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Selected Offbeat Reference Books
• American Averages. Mike Feinsilber and William B. Mead; Dolphin

Books, New York; 1980.
• The Celebrity Book of Lists. Ed Lucaire; Stein and Day, Publishers,
New York; 1984.
• Facts about the Presidents. Joseph Nathan Kane; Ace Books, New

York; fourth edition, 1981.
• Famous First Facts and Records. Joseph Nathan Kane; Ace Books, New

York; fourth edition, 1981.
• Mrs. Byrne's Dictionaiy of Unusual, Obscure and Preposterous Words.

Josefa Heifetz (Mrs. Byrne); University Books, Inc., Secaucus, New Jersey;
1974.

• The Reverse Dictionary. Theodore M. Beimstein; Quadrangle/The New
York Times Book Company, New York; 1975.
• Today's the Day! Jeremy Beadle; Signet Books, New York; 1981.
(There are, of course, a great many other unusual reference books. To

find them, browse your local bookstores and libraries.)

142 years, until 1775, instruction was
given in Dutch.
Around election time in the U.S.,

some speakers turn to the valuable
paperback Facts about the Presidents
for details usually not found in typical
biographies. For each president, this
book presents a multitude of details in
listings, rather than in narrative form.
That makes fact-finding much easier.
Irrformation is given about birth,

parents, relatives, election highlights,
cabinet appointments, administration,
unusual facts and much more.

Especially useful for speakers is a sec
tion for each president, listing distinc
tive details. For example:
John Fitzgerald Kennedy was:
• The first president born in the 20th

century.
• The first president who was a

Roman Catholic.

• The first president whose inaugu
ration was shown on color television.

• The fourth president assassinated.
• The eighth president to die in office.
In addition. Facts about the Presi

dents presents more than 100 pages of
"Comparative Data"—truly fascinating
material valuable to speakers. Includ
ed are such details as:

• Ancestry—for example, two pres
idents were Scotch: Monrxje and Hayes.
• White House weddings—16, in

cluding those of President Cleveland, a
daughter of Grant, a son of John Quincy
Adams.

• Nicknames—'Handsome Frank'

Pierce, 'Canal Bay' Garfield, 'Wobbly
Willie' McKinley.
• Books written by presidents—37

by Theodore Roosevelt, 25 by John
Quincy Adams.
The details go on and on—arrests

(Pierce for running down an aged
woman while driving his carriage.

Grant for speeding whUe driving his
carriage), secretaries, pensions, last
words, burial sites, stamps issued in
commemoration and much more.

The Right Word
Finally, when you reach the stage in

planning where you 'word your
speech' you may have trouble finding
the precise word to express a particular
point. For help, most speakers turn to a
dictionary or thesaurus.
But some speakers have found it

valuable to consult The Reverse Dic

tionary. As its name states, this book
is just the opposite of a conventional
dictionary. While a traditional diction
ary lists words in alphabetical order
and then gives their meanings, this
book lists meanings in alphabetical
order and then presents the words.
You could use this book in these situa

tions:

• You're preparing a speech about
strange creatures but can't remember
the word for a "gigantic unidentified
water beast." You look up that defini
tion in this book—looking under the 'g'
section for the first word of the defini

tion which is listed ('gigantic'), and
you'll find the word you need: 'Levia
than.'

• You can't remember the word for

that "extra day in leap year." Look up
that definition and you'll find 'bisex-
tile.'

• You need the word for "toasted

slices of bread that have been baked
yellow." Look under that definition
and you'll have your word: 'zwieback.'
But that last example points up a

serious problem in using The Reverse
Dictionary. The definition that comes
to my mind when 1 think of 'zwieback'
is "twice-baked bread"—the defmition

which comes from the word's original

German derivation.

But that definition is not listed in this

book. Then I think of the definition
"bread which is baked twice." So I

look under "bread..." and again don't
find my definition listed. But "bread
that is baked yellow then sliced and
toasted" is there.

The point: To use this book, you are
expected to think up the exact definition
the book presents—and often that's not
the definition which comes readily to
mind.

There are, of course, many other off
beat reference books. They cover such
varied fields as mechanics, chess, word
games, literary highlights, shells, glass
balls, barbed wire—a truly impressive
variety of specialized subjects.

One Problem
For many, but not all, offbeat refer

ence books, there is one major problem:
In using them, you often can't look up
specific bits of information directly.
Rather, many of these books are more
for browsing, for wandering through
until you stumble on some specific
detail you can use in your speeches.
For example, suppose you're prepar

ing a speech about elections. You're
wondering if there is one or more
unusual words related to elections

which might add sparkle to yoiu-
speech. One source for such words,
you know, is Mrs. Byrne's Dictionary
of Unusual, Obscure, and Preposterous
Words.

But in that book you can't look un
der the heading 'elections' to find un
usual words relating to that subject.
The problem is that the unusual words
themselves are listed alphabetically, just
as words are listed in a conventional

dictionary.
So you have to skim through Mrs.

Byrne's Dictionary, and perhaps you
will spot—right there on page 107—the
word 'kakistocracy'—government by
the worst citizens.

On the other hand, some people
would claim that such skimming does
have at least one advantage: You may
well become a 'logolept.' As defined by
Mrs. Byrne, that's "a word maniac." ̂

Leon Fletcher, Emer
itus Professor of
Speech, Monterey
Peninsula College,
California, has au
thored a Harper and
Row textbook on

speaking. How To
Design and Deliver a Speech (Third
Edition) and the Ballantinepaperback.
How To Speak Like a Pro.
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X
Like a talented conductor, you must
harmonize your material in a way the
audience will respond to and
remember.

X:
by Carol S. Mull

Have you ever listened to a long,
rambling speech that jumped
from one feature to another, with

no real organization or direction? If so,
you were undoubtedly bored, and you
probably wondered what the speaker
was actually trying to tell you. Or have
you, when preparing your Toastmas-
ters speeches, been confronted with a
jumble of seemingly unrelated facts,
with no real idea as to how you should
organize them all into an easily under
stood presentation?

It has been demonstrated scientifically
that people simply do not remember di^
associated facts and figures. They can
recall only those items they can relate
to already-stored knowledge. So, the
more we humans learn, the easier the
learning process becomes for us, be
cause we have more and more mental

'hooks' on which to attach incoming
new information.

When telephone numbers began to
increase in length, a major telephone
corporation conducted a series of ex-
jjeriments to determine how many ran
dom numbers the human mind can re

tain long enough to dial them. The
results indicated that most people can
remember only seven numb^ for three
or four seconds, and that they can do
this only by repeating the numbers
over and over.

So, if you want your audience to re
member the material you present, it is

absolutely essential to present the con
tent of your speeches in a well-organized
form.

Following are seven basic methods of
organization. One of them will be ap
propriate for the body of any particular
speech you might give.

Seven Ways To Organize
The first form of organization is called

identification. To use this method, you
must bring the subject into focus by at
tempting to answer the question, "What
is X?" You can achieve this by gradually
supplying more and more arresting
details, which build to describe either
the context in which X appears or the
situation which produces X.
The identification method will work

well for those speeches which seek to
convey your feelings about a situation.
It could be used, for example, as an
outline for Toastmasters' Ice Breaker
speech. As you add layer upon layer of
detail, your audience will grow in un
derstanding of your subject.
The second method is called defini

tion. To define a subject, place it in a
general class and then demonstrate how
it differs from other members of that

class. For example, a horse, in general
terms, is an animal. Specifically, it is
large, strong, herbivorous, has four
legs, solid hoofs and a flowing mane
and tail. It is used by humans for draw
ing or carrying loads, transporting
riders, etc.

Identification applies well to abstract,
intangible subjects which are difficult
to convey, while definition is best suited

to concrete objects, like your home,
your car, your pet.
Third is the classification technique

for organizing your material. In order
to classify a body of facts and figures,
you must develop a systematic arrange
ment of categories (classes), so that
broader categories subdivide into nar
rower ones. By definition, all members
of a class have at least one characteristic

in common, although this characteristic
will vary according to your purpose.
For example, edible plants may be

classified as fruits, vegetables, nuts,
berries and the like. Or they might be
organized by color, region grown or by
whether their fruit products are harvest
ed above or below the ground.
Another instance in which the classi

fication method applies well is a speech
about behavior mo^cation. You might
classify your examples as either aver
sion therapy, electrical stimulation.
Skinner's behavioral conditioning or
anti-anxiety drugs.
When preparing a classification-type

speech, it's helpful to put together a
brief outline, with individud items
under their proper headings, like this:
A. Controllers of Human Behavior

1. Aversion

2. Electrical

3. Conditioning
4. Drugs

B. Behavioral Psychologists
1. Freud

2. Skinner

Compare and Contrast
Foiurth, you may present a subject by
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comparison (indicating the similarities
between two or more things) or by con
trast (demonstration of the differences).
To be comparable, your items should
share membership in a class. For exam
ple, you can compare nature lovers and
nature haters, as they both relate to
nature.

You cannot compare democracy and
communism, because the former is a
subdivision of a political system and
the latter of an economic one. You may
compare and contrast men and women,
or humans and plant life.
The illustration method is often used

by the news media. It can be an effective
one for you, the speechmaker, to convey
your message.

At its simplest, a particular member
of a class is used to explain or dramatize
the group as a whole. Television news
broadcasters and feature writers often

select and interview a single victim of
a work layoff, survivor of a flood, etc.
Always, the individual member selected
must be representative of the distinc
tive qualities of the class.
The illustration provides the particu

lars on which a generalization is based;
the generalization itself—a type of per
son or thing, an idea or abstraction-
may or may not be explicitly stated.
For this reason, the illustration meth

od can be useful when you want to
convey an idea that is too emotionally
charged or controversial to state boldly.
Instead, you can create a word-picture
with your illustration and let the au
dience draw its own conclusions with

only a little help from you.
When composing such a speech, you,

unlike the news media, need not be
hampered by having to produce an ac
tual photograph. So, if a perfect illus
tration from life is not available, you
may 'create' an individual who em
bodies the traits of the group. Just
make sure he or she is truly represen
tative.

The illustration method has many

Use the illus

tration method

to present
controversial

or emotional

material.

applications for speakers. It can be
used to convey the problems of politi
cal systems, economic and social class
es, family crises, natural disasters or al
most anything.
The analysis method of organization

is applicable to any subject that can be
divided into component parts. For ex
ample, you can divide a man's life into
its public and private aspects, or into
those parts most crucial to his successes
and failures. Or you may focus various
ly on faculty, students and curriculum
as points of departure for your com
mentary on a school.
Analysis may also be concerned with

connection of events {causalanalysis).
That is, given this condition or series of
circumstances, these effects will follow.
Thus, science fiction might be explored
in relation to its artistic, therapeutic or
social impact.

Argue and Persuade
The seventh basic form of speech or

ganization is argument and persuasion.
Formal argument consists of the pro

position (an assertion that leads to the
issue); the issue (the aspect of the pro
position that you are attempting to prove
and the question upon which Qie whole
argument rests); and the evidence (the
facts and opinions you offer as testi
mony).

INVOCATIONS FOR TOASTMASTERS
This pocket size booklet of Invocations for Toastmasters covers ail occasions. With it you wiii
always be prepared. Each will serve as a guide or pattern which may be modified or extended,
or they may be used verbatim. When cailed upon you will be ready.

LEAD-INS*ONE-LINERS*QUOTES
MAKE YOUR SPEECHES COME ALIVE! This 38 page book, prepared especially for public
speakers, shows how to use lead-ins. Also, there are pertinent quotes, one-liners and
stories that will add zest to your speeches—material used by professional speakers.

Invocations <3.00 Includes postage and handling
Lead-ins aS.OO Both books <7.00 ppd.

ALERT PUBLISHERS

RO. Drawer 2459 HEMET, CA 92343
261 W.Susan Ln. (use only P.O. Address)

You may order the evidence deduc
tively, by proceeding from certain prem
ises to a conclusion; or inductively, by
generalizing from a number of instances
and drawing a conclusion. Argument
is an appeal to reason; persuasion, to
the emotions.

The speeches of our political candi
dates are good examples of persuasive
oratory. In these we hear irony, satire,
paradox, metaphor and allusion used
to achieve the ends of the office seeker.

Some candidates have employed logic
in their appeals to people, but those
candidates who use pure emotion have
been the most successful at the polls.
Argument and persuasion is also the

method of organization for many busi
ness speeches, especially those attempt
ing to sell a product. It's also the tool
of lawyers pleading a case before a jury.
Sub^rganizational schemes whiA

can be used in connection with these

seven methods include spatial and
chronological. Ouonological organiza
tion is useful when telling about your life
—or anything that happens in a sequen
tial time frame.

Spatial organization might be used in
a speech in which you are describing the
interior of a home, public building or
even football field. You might take your
audience on a tour of a home, moving
from room to room, from the front door
to the back or from east to west, fully
describing each room as you proceed.
The seven forms of organization de

scribed above—identification, definition,
classification, comparison and contrast,
illustration, analysis, and argument and
persuasion—will enable you to arrange
the content of your speeches into clear,
manageable groupings of ideas rather
than bog them down with disassociated
bits of information.

If you've ever listened to a rambling
collection of trivia and wondered what

the speaker was trying to say, you can
appreciate the need for these strategies
of formal organization.
The important thing is to organize

your speedies according to these plans.
Then you will sound competent and
your messages will be readily under
stood by your audiences. ̂

Carol S. Mull, a
Toastmaster for three

years, is a member o/
Indianapolis Down
towners Club 2944-

11. A freelance writ

er, newsletter pub
lisher and Authors

Guild member, her published work in
cludes two books and several magazine
articles.
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BOOKINGS, cont. from pg. 15

to 100 people. One of these three should
prove a qualified lead for you.

If you receive less than three leads or
get none at all, it's time to take a hard
look at your topic selection, style and
skill level. This is an indirect method of

feedback on your speaking ability, but
worthwhile nonetheless.
You might want to discuss the ex

perience with your Toastmasters club
members—let them know you need
more critical evaluations in order to im
prove. Or maybe they can point out
any problems with the topics you
choose to speak on.
The future success of your speaking

business is based on you. And, just like
a speech itself, success in speaking is a
system with a begiiming, a middle and
an end. The beginning is creating the
Program Seminar Kit cards.
The middle involves the follow-up to

those cards, with a four-step strategy
we'll discuss shortly. The end is the ac
tual presentation, which becomes a be
ginning in and of itself since every pro
gram provides an opportunity to get
leads.

If you get four to 10 leads per pre
sentation, you can be satisfied Aat your
delivery, program content and style are
effective. Many speakers are unsuc
cessful because they are unwilling to
promote themselves, to ask for leads.
They assume, "If they like me, I'm

sure they'll give me a call." Because of
that assumption, many speakers find
their main support must come else
where than from the speaking business.

Get Their Cards First
To be successful, you must promote

your speaking abilities. If participants
ask about yoiur seminars, request your
business card or indicate they will
follow up, remember this simple rule:
Get their business card first! Write
'PSK' on the back and you follow up
with them.

The odds are less than one in 10 that
someone who takes your business card
will contact you. It's important that you
take the initiative and get their card.
After all, they might lose yours on the
way home from the presentation!

If a potential client approaches me at
a seminar and asks for my business card,
saying that he or she will contact me
about a speaking date, 1 say 1 don't have
my business card with me (when 1 ac
tually don't), but will send one along
with some iriormation. Then I ask for

the prospect's card. It's simple—so
simple that many people don't do it.
The Program Seminar Kit card comes

Don't wait for

them to ask for

your card—get
theirs first.

in several forms. It can be a 3' by 5'
evaluation card you pass out at the
beginning of the program. Keep your
evaluation questions simple. Never ask
participants to write long dissertations!
Rather, give them the opportunity to
simply respond "yes" or "no."
A second method is to ask the audi

ence to submit their own business cards

(if they're a group of individuals who
exchange business cards). Or you can
pass out blank pieces of paper sometime
before or during the program, and pro
vide people the opportunity to respond.
Remember, when you request that

people fill out the PSK card, have them
include the name of their organization
along with their position so that you'll
be able to discern the quality of the lead.
The middle part of your system is to

follow up with these steps:
1) Call the person to gain mformation

about the group or organization before
you send them any information. For
example, say, "I am calling to verify
some information before 1 put together
the packet so that 1 can persondize it
for your group."

Ehiring this phone call, ask questions
like: How often does your company in
vite speakers? Who was your last speak
er? Who decides which speakers to in
vite—a committee of managers from
your organization? How many people
are on the committee? What types of
programs do they normally look for?
How long do the programs generally
last? How much money is budgeted for
programs like this?
2) After interviewing the potential

lead, put together a follow-up Program
Seminar Kit. Include photographs, re
commendation letters from similar

groups, a list of program titles, a pro
gram outline and a cover letter.
Mail the packet, noting the date on

your 'Key Contact Card.' You can either
use the business cards or evaluation

cards you've collected to serve as your
Key Contact Cards, or you can retype
the names and addresses onto cards to

fit in a file or enter them on a computer

list. The important point is to keep your
contacts on file. Within four or five
days, move on to step three.

Call Again
3) Call again to verify that the packet

was received. If it wasn't, specify what
the packet included. Then explain that
you will call back in a couple of days to
make sure they did receive it.
If the packet was received, ask ques

tions like: When will you make a deci
sion about the upcoming program?
When is your next committee meeting?
How many speakers or program topics
are you considering? Is there any addi
tional information you need at this
point?

If you discover that the decision will
be made in the next couple of weeks,
specify the date on your Key Contact
Card for future follow-up. After this
third call, move immediately to step
four.

4) Send a thank-you note, saying that
you appreciate being considered as a
speaker and look forward to hearing
from them. You might also include one
of your favorite recommendation let
ters, one you had not included in the
packet. Then note this information on
your Key Contact Card. You might cre
ate a month-by-month section of the
file, filing items by the month you plan
your next follow-up.
This is a total system. It's easy to use

and very effective. Remember, always
find out and verify the person's name
who will be making the final decision.
You must get your information to that
person. Quite often speakers fail to book
more engagements because they do not
reach the person actually responsible for
the decision.

Once you've been speaking to groups
outside your club for awhile, use the
Program Seminar Kit and you'll even
tually generate three to 10 leads from
every presentation. When you reach
ICQ to 125 programs a year, you're ready
to consider hiring an assistant to follow
up on the PSK cards and information
packets. Success is in the system! i|r

ligti

Tom Winninger,
President of Master's

Management Group,
Inc., travels over
120,000 miles each
year, speaking to
sales and manage
ment organizations

in 38 U.S. states and three Canadian

provinces. For further information,
contact him at P.O. Box 1661, Waterloo,
lA 50704, or caU (319) 236-3174.
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VIPs Inspire
The article 'VIP Toastmasters' by Jack

F. Rizzo, in the October issue, literally
brought tears to my eyes. Mr. Rizzo's
description of a Speechcraft program
for the visually impaired was one of
the most inspiring articles I've ever
seen in your magazine. To Mr. Rizzo,
his fellow Toastmasters and his coura

geous students, I offer a hearty well
done!

John T. McCarthy
Riverside Club

Milwaukee, Wisconsin

No Foxes at this Henhouse
The comment by Mr. Bob Webb (Oc

tober Letters) regarding my article in
the August issue, entitled "Intuition:
Not for Women Only," is greatly ap
preciated. However, I believe his cri
ticism of my statement that, "To de
velop intuition you must constantly
analyze your thinking..." was taken
out of context from the remainder of

the sentence.

The development of the intuitive
process involves the ability to separate
"genuine creative insight" from "emo
tional bias" as the remainder of the

sentence reads. How else can one de

termine whether or not wishful think

ing or conditioned responses are
camouflaged as intuition, other than
by analyzing the very thought process
that makes one arrive at a solution to

the problem? No foxes at this hen
house!

Donn LeVie, Jr., CTM
Ft. Bend Out

Rosenberg, Texas

A Rich Reservoir
By all means, "Capture the College

Market" (September issue) as a source
of swelling Toastmasters' membership.
Every college and university has an 'in-
house' source of himdreds or thousands

of potential Toastmasters. Qubs can be
formed by-the-minute from the never-
ending pool. Colleges are educational
institutions, Toastmasters is an educa
tional endeavor, and students are eager
to leam and become proficient in com
munication skills.

Students by nature are a transient lot,
so be prepared for an especially high
turnover erf members. As the article says,
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"Be prepared to re-establish member
ship each fall." The turnover may
cause problems in officers serving out
their six-month terms, so be ready for
this—possibly have a substitute to back
up each office.
Problems of continuity of course may

be solved by persuading or requiring
students to attend meetings regularly
during off-periods such as summer
vacations at a club of their choice,
wherever they may be throughout the
world.

Special effort may also be necessary
to preserve diligent attendance at meet
ings during exam times, when many
students feel pressure to curtail extra
curricular activities for studying.

College dubs are not likely to produce
many members who work through to
ATMs and beyond. An optimistic es
timate is that students will carry
membership in a college club a max
imum of three years, and thus are slim
sources of higher Toastmaster recogni
tion or District officers. Any who do
pursue long-term membership probably
will go to another club after college
days. Faculty and staff are better long-
term sources.

College dubs are unlikely to produce
any consistent participation in the con
test series, particularly during fall.
With club contests calling for comple
tion in August, few student clubs will
be active enough for contests. Possibly
college dub contests could be schedul
ed in May, for those who expect to be
back in the fall.

Keeping in mind these few adjust
ments for a special 'market,' colleges
and universities dearly are a rich reser
voir of potential Toastmasters; certain
ly as to charter and new member fees.

Dick Prosser

Professor, City College of San Francisco
President, Berkeley YMCA Club

A Touching Experience
Why on this earth would a normal

human being want to stand up in front
of a group of other normal people and
make a fool of himself or herself?
I'm writing this letter to tell you that

after a year in Toastmasters 1 feel 1 am
not normal anymore. What 1 have con
sidered normal for the past 30 plus
years is not my normal of today. My
fellow Toastmasters and myself are not
normal; we are different because we

want more than what's usual, and we
give a bit of ourselves to achieve this.
My main reason for joining Toast-

masters was to become less nervous

while speaking in front of people. 1 am
already achieving this goal, but the
surprising part is that 1 am getting
from Toastmasters things 1 did not not
expect.
During the short time 1 have been a

member 1 have learned to really listen
to other people. 1 may be standing on
the sidewalk, talking to a neighbor or
in my living room, watching TV.
Wherever 1 am, my sense of hearing
has taken on a deeper, more meaning
ful power.
1 have always had this power; Toast-

masters taught me how to use it. Not
only do 1 reaZ/y listen to other people,
1 listen to myself. Sometimes 1 do not
like what 1 hear, so 1 strive to bring for
ward what 1 really want to say. In this
way, 1 present the best 'me' possible.
By presenting the best 'me,' 1 am a
happier person and that happiness will
be transmitted to other people and
other things.
During speeches, as 1 listen to other

Toastmasters speak, an empathy for
them develops and 1 become less self
ish. 1 learn about other people's lives;
their backgrounds, experiences; their
fears and their joys. This opportunity
has taught me more about myself and
1 am more appreciative of the life 1 live.
The Toastmasters club is frightening

to many people and this fear has kept
them away. This makes me very sad.
These people do not just miss out on
their opportunity to become better
speakers; that is just the surface of
what Toastmasters is about.

While learning to communicate more
effectively 1 have learned that com
municating really is touching: My
ideas and thoughts touch someone
else. For a few minutes each week 1

learn how to touch people's lives in
the way 1 so desire. 1 have gained a
new perspective, a new awareness
and a new self-confidence using this
touching experience, and 1 thank Toast-
masters!

Susan V. Lavin

Boeing Vertol Club
Philadelphia, PA

Mr. William Patton, Treasurer of the
Prairie's Edge Toastmasters Qub 4193-8
in Paris, Illinois, every Thursday eve-



ning drives to Venrulion, Illinois, to take
me to our Toastmasters meeting and
then returns me home—a total of 14

miles. I'm unable to drive at night.
I want other Toastmasters to know

about the kind service he is providing.
Mr. Patton is to be commended for his
outstanding service to another Toast-
master.

Del York

Prairie's Edge Club
Paris, Illinois

Toastmasters Saves the Day
At a recent meeting of The Austin

Club 4256-56, a member of some two
years standing gave a vivid demon
stration of the practical benefits deriv
ed from Toastmasters.

The company he owns was audited
by the state sales tax division which
alleged a serious deficiency. Our Toast-
master opted for the oral protest hear

ing and his newly found Toastmaster
eloquence carried the day with the
judge dismissing all the charges. The
money saved, our Toastmaster said,
"will pay my Toastmasters dues for
many years to come." Another victory
for Toastmasters!

David J. Abel, DTM
Past District Governor

The Austin Club

Austin, Texas

Let the Children Be
I wrote to Toastmasters' World Head

quarters, proposing that Toastmasters'
limit on the age of 18 be eliminated.
Our club rejected a man and his 16-
year-old daughter because of her age.
We would have welcomed him alone

but he wouldn't accept that.
I received a letter back from Head

quarters, saying that the matter had

been discussed and change rejected by
the Board of Directors, so I now ad
dress all members. There's no reason
for age limitations and some great ar
guments in favor of eliminating them.
Our desperate need is to help the

young attain, as Winston Churchill
said, "wisdom and maturity." That
can't be taught in school. Our eight-
week Speechcraft is hardly a begin
ning when we expect adults to spend
several years in a club, mastering our
arts.

Vote in your club one way or another
on this issue, then in your District. Let
your Director know; ask for his or her
support. I've known a lot of young
people well-qualified long before age
18 and it's long past time to accept
them.

Thomas 5. Booz, A TM
West Broward Club

Plantation, Florida

1D€ A CORN€R
Toastmaster Helps
Easter Seals

Following a massive stroke over three
years ago, one of the significant factors
in my recovery was the Easter Seal
Society of Sacramento. I found their
therapies not only professionally com
petent but, equally important, suppor
tive and compassionate.
Wishing to repay their efforts at least

partially, I volunteered my services as
a Toastmaster. I was asked by Mrs. Jeri
La Ford, Director of Special Events, to
form a Speakers Bureau for the Society.
I am now Coordinator of this Speakers
Bureau. The Society is particularly ap
preciative of Toastmasters, because of
our inherent skills and training.
This past fall I represented Easter

Seal during the United Way Campaign.
This involved delivering 15 speeches,
three of which were double-headers.
The length of the talks ranged from
five minutes to one-and-a-half hours.
This has been my most rewarding and
beneficial experience in my seven
years as a Toastmaster.
I believe other chapters of Easter

Seals would welcome such a Speakers
Bureau in their area. These bureaus

would provide Toastmasters with a

chance to perform a needed community
service, and at the same time provide
themselves with an outlet for outside

speeches. I urge Toastmasters every
where to contact their local Easter Seal
Society with this proposal. If you need
help or advice, please contact me di
rectly at 2510 Fair Oaks Blvd., #126,
Sacramento, California 95825.

Kenneth Dawson, ATM
Los Elocuentes Club

Sacramento, California

An OkJ-Fashioned Invitation
Here is a simple but effective idea for

club membership building that may be
of value to Toastmasters clubs every
where. As the Administrative Lt. Gov

ernor of District 47,1 am directly con
cerned with membership building and
retention among our 165 Floridian and
Bahamian Toastmasters clubs.

Frequently, in talking with club lead
ers, I have used Babe Ruth's success

plan as a good example. Ruth believed
the law of averages worked for him
just as it does for you and me. He knew
he could not get a home run with every
hit and that sometimes he wouldn't
even get a hit. But he felt he could suc
ceed if he'd try as often as possible. Did

his idea pay off? You bet it did! His
home run record stood alone for many
years!
To get new members for our clubs,

nothing beats this simple idea for
quick results: Let each member of the
dub agree to invite one person a day to
visit a club meeting. No arm twisting,
no pressure; just a plain, old-fashioned
friendly invitation to come to a club
meeting.
In a 20-member dub, if each member

asks one person per day, this will result
in 140 invitations per week. In a year's
time this will produce 7000 invitations.
Let's assume that only one out of 10 of
those invited actually come to a club
meeting. That means 700 visitors a
year. Further, let us assume that only
one out of 20 who visit will actually
join the dub. That means 35 new mem
bers each year!
Nothing fancy, no great planning

sessions, nothing to buy. We just each
agree to invite one person a day from
among all our friends, relatives, neigh
bors and coworkers. Try it! Your club
will grow and you'll be giving others
the opportunity to benefit from the
Toastmasters program!

George Shyrock, ATM
Bradenton, Florida
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You've got a great idea for your next
speech topic, but your deiivery has

been weak iateiy. Here are some
methods that wiii heip you deiiver

a first-ciass speech.

by Stewart Marsh

When Winston Churchill was the
First Lord of the Admiralty in
Great Britain early in his career,

he had many critics in the House of
Lords. Of one of his most persistent
critics Churchill said, "He can best be
described as one of those orators 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."
No one consciously desires to be that

type of speaker. The preparation and
delivery of your speech—where you
know in advance that you are going to
be called upon—will of course have
much to do with your success or failure.
Suppose you've been asked to talk to

a community organization. You've
chosen a theme. How do you go about
getting ready?
One way is to write the speech out in

its entirety, giving careful attention to
the introduction, main points and con
clusion. The process will help you brush
up on your vocabulary and avoid
grammatical mistakes.
You will need to check the meaning

of words about which you are uncer
tain. From time to time you may want
to search out synonyms for words.
Putting your thoughts down on paper

often helps avoid cliches. It should dso
help you organize your ideas and not
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fall prey to shoddy thinking.

Read the Manuscript
Once you've committed your ideas

to writing you can read from the manu
script as a form of delivery. Reading
from a manuscript may help you side
step mistakes in grammar and vocabu
lary. You won't suffer the conse
quences of careless preparation or have
to depend on last-minute inspiration.
You won't have to worry either about
forgetting what it is you intended to
say.

This method of delivery is excellent
for an editorial reply on television or
radio—one limited to a brief time
frame. Or, if you're presenting a tech
nical paper to a scientific conference,
accuracy may demand that you read
from a manuscript. These are occasions
when you may want not only to write
out your message, but also to read it.
Nevertheless, this method of deli

very has distinct disadvantages. Read
ing limits the power of the voice, as
well as eye contact and body move
ment. Animation becomes difficult; it's
awkward to gesture. And since eye
contact is minimal, it's difficult to
gauge how the audience is receiving
your message.

Also, reading tends to make you de
pendent on a manuscript. If you sud
denly lose your place, you'll most likely
panic. And if you can't find where you
left off, you seriously jeopardize your
presentation.
Plus, if you habitually read from a

manuscript, you may be left helpless
when called upon unexpectedly for
remarks. So most speakers usually do
well to avoid this form of delivery.

Commit It to Memory
Another method of preparation and

delivery is to write out ̂  or part of
your speech, then commit it to memory.
Many notable speakers of the past
would write out their entire message,
and then memorize it verbatim.
One orator, who gave the same

speech many times to audiences
throughout the nation, stated that he
became all the more effective when
he had repeated it almost word for
word over 50 times!

On the other hand, memorizing a
speech may lead to a mechanical, un
inspired presentation. This method
generally does not allow for any varia
tion which unusual circumstances or
unexpected happenings may necessi
tate.

Distracting surroundings or events
may prove disastrous to people who

commit a discourse entirely to memory.
These speakers, unless they're able to
concentrate fully, may become preoc
cupied and forget their messages.
And if you always depend on memo

rization, like a reader who relies on
manuscripts, you will have difficulty
speaking extemporaneously when the
need arises. Even a standard dose of
Table Topics may not be enough to
reverse the problem!
Therefore, many speakers make no

attempt to memorize their speech as a
whole, but rather commit to memory
only key sentences or phrases, depend
ing on these to jog their recall. For ex
ample, when they have concluded the
first major point in a speech, they recall
the key sentence leading into the second
major point, and so on with the rest of
their remarks.

Many experi
enced speakers
feel that 'free

speaking' is the
most effective

delivery style.

Free Speech
A third method of delivery, one which

works well with minimum memoriza
tion, is the technique of free speaking.
A story that illustrates this method is

about a minister who attracted large
congregations, proving to be a very
popular pulpiteer.
When asked by a newspaper report

er what he felt to be the reason for his
success, the minister replied, "Well,
some ministers write out their sermons

very carefully before Sunday comes
around, and the old Devil has a chance
then to look over their notes and
harden the hearts of the congregation
against what's going to be said from
the pulpit. But I'll tell you, when 1 get
up to preach on Sunday, the Devil him
self doesn't know what I'm going to
say!"
However, free speaking at best—as it

concerns a scheduled speech rather
than extemporaneous or impromptu
speaking—involves careful preparation
as well as a background of knowledge.
You must know your subject intimate
ly. To prepare for such a speech, you
may need to look over pertinent mate
rial you have at home and even re
search the topic at the library.

One experienced public speaker told
me that he never makes notes, but in
stead spends considerable time before
hand going over his speech in his mind.
Most speakers do jot down notes on
the topic, at least to keep from jum
bling their facts.
Some speakers carefully outline their

speeches, a procedure which is gen
erally of great help. It enables them to
order their ideas in a logical frame
work. Then, if they follow the method
of free speaking, they may use only a
brief written outline during their deli
very or memorize key sentences, with
out depending on any notes.
Free speaking allows one to make

maximum use of voice, gesture and eye
contact with the audience. This meth
od of delivery also allows a speaker to
take best advantage of audience re
sponse and to make the most of un
usual circumstances and happenings.
Spur-of-the-moment occurrences can

often be turned into assets if the speak
er is not tied to a manuscript or memo
rized speech.
On one occasion, I'd been asked to

give an after-dinner talk to a group of
college students. The dinner was held
in a banquet room decorated with a
number of cuckoo clocks.

1 had just been introduced and was
getting to my feet when the clocks sig
naled the nine o'clock hour. One clock
after another echoed, "Cuckoo-cuckoo-
cuckoo."

Of course the audience broke into
laughter. When the merriment subsid
ed, 1 began, "Now you know what to
expect of me. It reminds me of the time
1 spoke to a group of school children.
Afterwards, a girl came up to me and
said, '1 like to hear you talk. You are so
cool and unconscious.' "

The various methods of preparation
and delivery are not of course mutual
ly exclusive; they're often mixed or
combined. Sometimes a speaker may
use all three of the above-mentioned
strategies: some written preparation,
partial memorization and considerable
free speaking. As to which method is
best, much depends on the particular
speaker and occasion.
In the case of a scheduled speech,

careful preparation is essential, what
ever the method of delivery. Many ex
perienced speakers feel that free speak
ing, with a minimum of memorization
or reference to written notes, lends
itself to maximum effectiveness under
most circumstances. #

I

Stewart Marsh is a former psychology
professor and college dean who lives in
Pasadena, California.
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spread the Word About Toastmasters!
Toastmasters can lead you to greatness. And that's no secret.

So why not tell everyone about it? Starting today—
with these appealing promotional tools...

367-368. Tl Posters. These newly-
revised eye-catching works of art will
help you get your message across
quickly and eloquently. Two sizes are
avaiiable. The smallest (367) is 11'
X 14". There's space for your club's
name, meeting time and place, and
phone number. Set of 10: $3.00, plus
$2.00 shipping and handling. The large
p^ter (^) is 22' x 17' and comes
with a plastic stick-on pamphlet holder
and 75 promotional brochures. Set of
three: $7.00, plus $2.00 shipping and
handling.

99-101. Promotional Brochures.

Toastmasters has available three at

tractive promotional brochures. The
brochures can be used along with the
posters, or they can be used as an ef
fective recruiting tool. Be sure to carry
a supply wherever you go.

REACH OUT FOR SUCCESS (99) tells
prospective members what Toastmas
ters is all about; JOIN US FOR SUC
CESS (100) includes statements from
prominent people who have been
helped by Toastmasters; and SPEAK
UP AND GET AHEAD (101) Is tailor-
made for company clubs that want to
promote their programs within their
organizations. Clubs may request 15 of
the atxjve brochures at no charge. Ad
ditional copies are 8 cents each. Con
tact World Headquarters' Order Depart
ment for details on quantity prices for
orders of 1000 or more. Add postage
and handling as follows:
1-30 brochures add 50 cents; 31-60
brochues add $1; 61-90 brochures add
$1.50; 91-120 brochures add $2.
Orders for 121 and over, check pos
tage charts In Supply Catalog.

YOU Can Be A Success

4. You Con Be A Success

1

1972. Club Communication Achieve
ment Award. A finely crafted award pro
duced in pure silver toned aluminum with
a lightly textured background Inlaid in
American Walnut. This unique way for
your dub to recognize communication ex
cellence in your community, organization
or company also includes news releases.
$25.00, plus $5.00 shipping and handling.

363. Highway Sign—22'. Features the
Toastmasters emblem In weatherproof
paint with reflecting Scotch-like "T." Pro
vides an excellent way to publicize Toast-
masters—and your own club—In your
community. Predrilied holes make this
sign easy to attach. $25.00, plus $2.50
shipping and handling.

369, 370, 370-A. License Plate
Frames and Bumper Stickers. Let
everyone know how proud you are to
be a Toastmaster. License plate
frames (369) sold only In sets of
two—$2.50, plus $1.00 shipping and
handling (U.S.). Bumper stickers (370)
come in sets of two with "Get Ahead

—Join Toastmasters" and "Speak
Up—Join Toastmasters" slogans:
$1.25, plus 50 cents shipping and
handling. Heart Bumper sticker
(370-A) has blue letters on white with a red heart and reads
80 cents, plus 50 cents shipping and handling.

06

'I Love Toastmasters"

384, 1979. Club Meeting Plaques.
These attractive plaques are effective pro
motional tools to hang In restaurants,
auditoriums—wherever your club meets.
The official Club Meeting Plaque (384) is
10" square white plastic. Includes
pressure-sensitive decals for posting the
day and hour of your meeting: $3.75, plus
$1.25 shipping and handling. Toastmas
ters Meets Here Plaque (1979) is a unique
9' X 13' design in simulated walnut with
an embiem in goldtone finish. Engraving
plate Is %' X 6' and is removable. Please specify day of week, time and
A.M. or P.M. $25.00, plus $5.00 shipping and handling. (Price includes
plate for engraving). Engraving is 20 cents per letter.

376. Membership and Extension Slide Presentation. This unique 40-slide
show provides a great way to introduce Toastmasters to a civic group,
business association or prospective club. The show comes with profes
sionally prepared slides and a script booklet. $15.00, plus $3.00 shipping
and handling.

377-378. TV/Radk) Public Service Announcements. Let Earl Nightingale
work for youl These 30-second television and radio public service spots
will go a long way toward making the Toastmasters program better known
In your community. Information sheets with tips on how to use the tapes
are included. Television spots (377) $30.00; radio (378) $6.00; plus $2.00
shipping and handling.

Toastmasters International, P.O. Box 10400, Santa Ana, CA 92711
Please send me:

Qty. Code Item Qty. Code Item
367 Small Poster 1972 Club Communication
368 Large Poster
99 Reach Out For Success 363

100 Join Us For Success 369
101 Speak Up and Get Ahead 370

Achievement Award

Highway Sign
License Plate Frames

Bumper Stickers

Qty. Code Item
370-A Bumper Stickers
384 Club Meeting Plaque
1979 TM Meet Here Plaque
376 Membership and Exten

sion Slide Presentation

Qty. Code Item
377 TV Spot Announce

ments

378 Radio Spot

Enclosed Is $_

Name

Addrsss

j(U.S.). Be sure to Include postage and handling as Indicated. California clubs add 6% sales tax.

Club No. District.

Clty_

State/Province. Country. ZiP-
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How to Serve

Table Topics
A TRUE TABLE TOPICS "MASTER" AIMS

TO "SERVE" MEMBERS.

Table Topics sessions are like
snowflakes, like fingerprints
and like people. There are no

two exactly alike. As the Table Topics
Master, you can't help but offer some
thing different, even if you use pre
viously tried topics. Let's look at some
positive and negative aspects of Table
Topics leadership—some do's and
don't's.

If you are scheduled to lead Table
Topics for a theme meeting, by all
means prepare your topics to the
theme. However, if the field is wide
open, develop your topics around a
favorite theme of your own. Having a
single theme helps you narrow the
vast supply of ideas your imagination
will provide.
Have several topics ready to suit

Toastmasters of various skill levels.

Choose topics that will provide your
speakers a firm "hook" on which to
build a story, to express an opin
ion, to draw from personal experience
or to display imagination. Table Topics
is an educational exercise of

impromptu speaking, not an oppor
tunity for one Toastmaster leader to
try and catch unexpecting fellow
members "off-guard" or to embar
rass anyone.

The number of Table Topics subjects
you assign will depend on the balance
of the meeting. If a Speechcraft, busi
ness meeting or other lengthy club
activity is scheduled, use the mini
mum number of Table Topics.
On the other hand, if only one

speaker is scheduled on the program
but several speakers are present, you
have the responsibility to involve
those Toastmasters who came to the

meeting, but who are not on the
program.

As the meeting starts, silently
choose speakers suitable to match
your list of topics. Permit no one to
see your topics or the topic speakers'
names you've chosen.

by Robert E. Miller, ATM

You normally have 15 to 20 minutes
for the complete Table Topics session;
use it wisely. Explain briefly the value
of Table Topics and the premise of
your theme—in one sentence if
possible.

Call upon the Timer to explain the
timing allowed for each Table Topics
speaker. Is the timing device visible
and in working order? Now you
should have ample time for the
speakers.

Choosing the Speakers
Remember, your ultimate objective

is to provide a public speaking oppor
tunity for those members or visiting
Toastmasters who are not scheduled

to speak, or who will have little or no
opportunity to speak at the meeting.

A visiting
Toastmaster

is fair game.

Therefore you should refrain from
choosing the program's scheduled
speakers.

Also, the Toastmaster, Master Eval-
uator and Club President should be

excused, unless there is only a small
number of club members in atten

dance. Incidentally, a visiting Toast-
master is certainly "fair game" for
Table Topics, unless that Toastmaster
came as one of the speaker/evaluator
team.

Evaluators are "iffies." If few Toast-

masters are present, an evaluator may
be selected for Table Topics. If other
Toastmasters should be given the
opportunity, evaluators can be
excluded.

NEVER call upon a guest who is not
a Toastmaster to participate in Table

Topics. If you do, you risk the pos
sibility of frightening that prospective
member away. Also, you deprive a
dues-paying member of the privilege
of practicing extemporaneous speech.

Call the name of the first Toast-

master you have chosen to speak.
Explain clearly and succinctly the
topic premise. Speak directly to the
topic speaker. If you feel a particular
Toastmaster needs assistance to pro
ceed, you may offer him or her a lead
or suggestion to prompt the response.
Once you have completed your

topic presentation, never repeat any
portion, large or small, for a topic
speaker. If presenting quotations or
published excerpts, it is most helpful
to preprint these items on three-by-
five index cards for the speaker to ref
erence while speaking.

Ordinarily, topic speakers should
stand at their places, not at the lectern.
However, if conditions warrant, the
speakers may be allowed to leave their
places in order to face the audience
fully or to see the timing device.
Each time you lead the Table Topics

session, you exercise a unique oppor
tunity for leadership. Each Table Top
ics session, by design, is unique. No
two sessions can possibly be the
same. Therefore, by proper prepara
tion and thoughtful consideration of
the selected speakers, YOUR session
stands a chance of being the best one
ever. A

Robert E. Miller, ATM, is Senior
Technical Writer for Gould Inc., Computer
System Division, Plantation, Florida, and
is a member of and has held all club offices
in Venetian Club 952-47. He also has

served as Area 4 Secretary for three suc
cessive years and as District 47 Secretary.
Rob serves often as a contest judge in Dis
trict 47's Advanced, International, Dra
matic Reading, Evaluation, Humorous
and Table Topics speech contests.
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HALt"FAMe
DTMs
Congratulations to these Toast-
masters who have received the

Distinguished Toastmaster
certificate, Toastmasters Inter
national's highest recognition.

Juanita M. Skillman, Impe
rial 2610-F, Norwalk, CA
Alfred George Harris, III,
Chinatown 2296-4, San Fran

cisco, CA
Marilyn J. Coady, North
Hennepin 2464-6, Minnea
polis, MN
Francis V. Duffield, Golden
Spike 1775-15, Salt I^e City,
UT

Barbara Harrison, Conoma
454-16, Oklahoma City, OK
Keith L. Patterson, Ryers &
Floaters 5467-16, Oklahoma
City, OK
Beatrice S. Kolchin, Harford
County 1914-18, Bel Air, MD
Patricia Fuoco, Overland
1938-21, Kamloops, B.C., Can
Annette N. Gold, Sunrise
2788-24, Lincoln, NE

Jeane Irene LaLonde, Meri
dian 4681-32, Lacey, WA
Marshall Stephen Jones,
County 4622-33, Merced, CA
Ellen Starke, Tosa/Medical
5010-35, Wauwatosa, WI
John L. Hank, Accuray
1008-40, Columbus, OH
Robert James Larson, Sun
down 4834-43, Vicksburg, MS
Robert F. Smith, Amarillo
211-44, Amarillo, TX

Ernest G. Bolduc, Lakes
Region 2559-45, Laconia, NH
Edward P. Blakely, Talk of
the Town 1861-46, Flushing,
NY

H.R. Sides, AlA TM of So.
Brevard 3274-47, Indian Har
bor Beach, FL
William Long Wiimer, Texas
Talkers 3731-56, Houston, TX
Robert E. Martin, U.C. Ber
keley-Speakeasy 2927-57,
Berkeley, CA
Robert D. Crosby, Sr., Red
Bank 2091-58, Charleston, SC
Terry Garner Schutt, Line-
benders 4054-65, Binghamton,
NY

Geoffrey Donald Wood,
Woden Valley 494-70, Can
berra, A.C.T., Aust
Allan Deighton Mears, Cro-
nulla 3034-70, Cronulla,

N.S.W., Aust
Robert James Pate, Deadline
3440-70, Sydney, N.S.W.,
Aust

Raymond Dale Puddy,
Tamatea 1920-72, Tamatea,
Napier, NZ

ATM Silver
Congratulations to these
Toastmasters who have receiv

ed the Able Toastmaster Silver
certificate of achievement.

Bob Gorby, International Qty
1377-1, Long Beach, CA
Rick L. Hawkins, Success-
masters 4401-2, Seattle, WA
Norman D. Webb, Filibusters
1262-7, Portland, OR
Tommy Goff, Challenger
5301-16, Lexington, OK
Robert E. Rightmire, Chief
Joseph 1177-17, Laurel, MT
Eileen Veronica Wolfe, Van
couver 59-21, Vancouver,
B.C., Can
Branch K. Sternal, Guilford
Center 3023-37, Greensboro,
NC

Robert E. Straker, Troy
3453-40, Troy, OH
June M. Johnstone, Peter
borough 3427-60, Peter
borough, Ont., Can

ATM Bronze
Congratulations to these
Toastmasters who have receiv

ed the Able Toastmaster Bronze

certificate of achievement.

Joel Forman, E.D.S.G. 4250-1,
El Segundo, CA
John R. Rheinberger, StUl-
water 2S77-6, Lake Elma, MN
Danny Lee Knight, Pleasant
Valley 2317-15, Boise, ID
Donald Wright, New Dawn
4101-16, Lexington, OK
Fred C. Ray, Jr., New Dawn
4101-16, Lexington, OK
Eileen Veronica Wolfe, Van
couver 59-21, Vancouver,

B.C., Can
Frank Lane, Ambassadors
5887-25, Dallas, TX
Joyce Axton Jamison, Voices
of Distinction 2363-26, Ar-
vada, CO
John G. Vigen, Sandpiper
1224-33, Ventura, CA
Ronald L. Davis, Daybreakers
1388-33, Modesto, CA

Daniel V. Ferns, Megacity
553-40, Dayton-Kettering, OH
Robert F. Smith, Amarillo
211-44, Amarillo, TX
Clark Johnson, Texas Tech
4157-44, Lubbock, TX
Dorothy L. Kinder, Arco
616-52, Los Angeles, CA
Randall K. Nichols, Corpus
Christi 3439-56, Corpus
Christi, TX
Wanda L. Prater, Texas East-
em 5268-56, Houston, TX
June M. Johnstone, Peter
borough 3427-60, Peterbo
rough, Ont., Can
Rick Phillips, Fat City
4123-68, Metairie, LA
Arthur Dingwall Gorrie, API
Brisbane 900-69, Brisbane,

Qld., Aust
Ward Petunan, Woden Valley
494-70, Canberra, A.C.T.,
Aust

William Nigez Bryan, P W
2178-70, Sydney, N.S.W.,
Aust

ATMs
Congratulations to these
Toastmasters who have re

ceived the Able Toastmaster

certificate of achievement.

Edward E. Benoe, Newport
Center 231-F, Newport Beach,
CA

Wesley Johnson, Parkers
519-F, Irvine, CA
James R. Gallivan, Twelve
O'clock High 1083-F, Po
mona, CA
Tony Spagnilini, Capistrano
Valley 1707-F, San Juan
Capistrano, CA
Ruth E. Blunt, Arabian
3857-U, Dhahran, S.A.
Donna S. Jett, Aerospace
401-1, El Se^ndo, CA
James F. Allison, Spacecom
3221-1, El Sepindo, CA
Tonie Napoli, Westward Ho
2515-3, Phoenix, AZ
Vivian Gordon, Westward
Ho 2515-3, Phoenix, AZ
Robert E. Wagner, Aztec
2531-3, Tucson, AZ
George T. Dunn, Goodyear
Aerospace 4815-3, Litchfield
Park, AZ
Frank Funk, Verde Valley
5142-3, Cottonwood, AZ
Suzanne Lennon, Softalkers
5484-3, Phoenix, AZ

David L. Siweck, Heartbeats
5965-3, Tucson, AZ
Mollie C. (Kim) Mortyn,
Positive Thinking 949-4, San
Mateo, CA
Linda Karen Kriletich, Janus
1455-4, San Francisco, CA
Margaret K. Lee, Asian Ex
press 2203-4, San Francisco,
CA

Oliver Howell, Jet Stream
2624-4, Moffett Field Naval
Air Station, CA
Andrew A. Fountain, One-
ders 4486-4, Palo Alto, CA
Franklin D. Zook, Lunch
Munchers 4575-4, San Fran
cisco, CA
Hugo Flinn, Measurex 6044r-4,
Cupertino, CA
Linda L. Engstrom, Fireside
851-5, San Diego, CA
Dudley L. Guentz, Fred H.
Rohr 2518-5, Chula Vista, CA
Jackie Hoyle, Matchless
Speakers 3933-5, San Diego,
CA

Dennis R. Thompson, Liber
ty 4152-5, San Diego, CA
Norman E. Drew, Arinc Ar-
ticulators 5555-5, San Diego,
CA

Noel C. Kirk, Victory 221-6,
St. Paul, MN
Gary F. Haberman, Spartan
Speakers 2376-6, Richfield,
MN

Scott Murison, North Hen
nepin 2464-6, Minneapolis,
MN

Richard A. Koepke, Heritage
3676-6, St. Paul, MN
Donald Dannheim, New
Ulm 4878-6, New Ulm, MN
John T. Kaupa, Roseburg
604-7, Roseburg, OR

Lee E. Bjomstad, Totem Pole
610-7, Vancouver, WA
Michael P. Golden, Bend
2999-7, Bend, OR
Douglas B. Stroh, PGE
3534-7, Portland, OR
David R. Gregg, Wallmasters
International 4428-7, Tigard,
OR

Fran T. Fleener, Frank E.
Balmer 95-9, Pullman, WA
Dolores M. Koppes, Medina
941-10, Medina, OH
Francis C. Brewer, Pioneer
17-11, Indianapolis, IN
Robert H. Lane, Daybreakers
1155-11, Indianapolis, IN
Clyde Hale, Murat Shrine
1211-11, Indianapolis, IN
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READ IT AND REAP

Eldon A. Talhelm, Pin 2332-
11, Plainfield, IN
James Ittenbach, Greater
Greenwood 4081-11, Green
wood, IN
Robert Russell Smith,
Greater Greenwood 4081-11,
Greenwood, IN
GaU K. Kaitschuck, Garden
City 5572-14, Augusta, GA
Vicki D. May, Bacchus
3791-15, Magna, UT
Robert S. Rail, Sperry
4992-15, Salt Lake City, UT
Linda Tomlinson, The Capi
tol Qub 5279-15, Boise, ID
Chuck Vandiver, W E Speak
ers 2216-16, Oklahoma City,
OK

Darrel W. Hughes, Okmul-
gee County 2469-16, Okmul-
gee, OK
Fred C. Ray, Jr., New Dawn
4101-16, Lexington, OK
Clifton M. Sanders, Broad
way 4986-16, Edmond, OK
Joyce Darlene Kohl, Oiief
Joseph 1177-17, Laurel, MT
E. Douglas Lowney, City of
God 2067-17, Helena, MT
Larry Robert Westfall, City
of Gold 2067-17, Helena, MT
Edwin A. Keeney, 'O' Dark
30 3382-17, Great Falls, MT
Daiyl Scott Paulson, Gallatin
Valley 4880-17, Bozeman, MT
Clyde A. Robertson, Golden
Age 5427-17, Great Falls, MT
Don Seidel, Golden Age
5427-17, Great FaUs, MT
Sandi Conrady, Speakeasys
5544-17, Anconda, MT
David D. Harrop, State
Farm 5345-18, Frederick, MD
Harold Hartke, Hawkeye
617-19, Cedar Rapids, lA
Wilford J. Huebner, Down
towners 1325-19, Davenport,
LA

Joe H. Hansen, Early Risers
3135-19, West Des Moines,
lA

Mary Jane Borrall, Phonetics
4192-19, Des Moines, lA

John R. Twitchell, Reddy
5295-19, Sioux City, lA
Charles Spooner, Reddy
5295-19, Sioux City, lA
Carole A. Bordenkircher,
Crookston 600-20, Crooks-
ton, MN
Jeanne S. Connelly, Gate
City 759-20, Fargo, ND
lone M. Dusek, Gate City
759-20, Fargo, I^

3-B. THE QREAT QUOTATIONS. By George Seldes. More than 1300 great thinkers contributed
to this desk-top source for quotations. Paperback $12.95

7-B. HOW TO WRITE AND GIVE A SPEECH. By Joan Detz. This book offers proven ways
to make speeches lively, interesting and memorable. Paperback $5.95

8-8. THE DEVIL'S NEW DICTIONARY. By Richard lanneili. You'll chuckle at the wacky defini
tions, or dip in and get a funny slant on a word. Hardback $14.95

10-8. THE POWER OF ELOQUENCE. By Thomas Montalbo. If you enjoy Toastmaster Montalbo's
articles In The Toastmaster, you'll want his book of speech strategies. Paperback.. .$6.95
11-8. UNCLE BEN'S QU0TE800K. By Benjamin R. De Jong. A potpourri of unforgettable
quotes. Hardback $11.95

16-8. WHAT TO TALK ABOUT. By Earl Heasley. Contains 1001 speech titles and subjects,
along with tips on speech preparation and delivery. Paperback $1.75

17-8. WHAT TO SAY AND HOW TO SAY IT. By David Belson. This book not only explains how
to speak but what to say for the most frequently occurring occasions. Paperback.. .$5.95

18-8. LIFETIME CONVERSATION GUIDE. By James K. Van Fleet. Easy-to-learn techniques of
"conversation power" you can use every day to control the minds, emotions and behavior of
other people. Hardback $29.95

19-8. PUSH BUTTON WIT. By James "Doc" Biakely. This treasury of humor contains over 1000
one-liners, quips and hilarious short jokes, categorized by subject, that are virtually guaranteed
to quickly captivate the imagination of your audience. Hardback $20.00

20-8. SPEAKER'S LIFETIME LIBRARY. By Leonard and Thelma Spinrad. This leather-bound
resource contains thousands of different speech theme ideas. Hardback $29.95

22-8. THE OVERNIGHT GUIDE TO PUBLIC SPEAKING. By Ed Wohlmuth. Practical tips on
speaking and how to motivate genuine applause from your audience. Hardback $9.95

23-8. 2100 LAUGHS FOR ALL OCCASIONS. By Robert Ort>en. Top comedy writer and author,
Robert Orben, has put together a rib-tickiing collection of one-iiners alphabetically arranged in
hundreds of categories. Paperback $6.95

24-8. 3500 GOOD QUOTES FOR SPEAKERS. By Gerald F. Lieberman. In this book you'll
find something for every topic and every occasion. Paperback $4.50
28-8. HOW TO HOLD YOUR AUDIENCE WITH HUMOR. By Gene Perret. A humor "how-to"
that only this professional comedy writer and speaker could offer. Hardback $13.95

29-8. TOASTS-PLAIN, SPICY AND WRY. By Perry E. Gresham. This book contains toasts
for every occasion, including personal and international toasts. Paperback $5.95
31-8. STYLES OF THINKING. By Allen F. Harrison and Robert M. Bramson, Ph.D. This book
will help you understand your own style of thinking and the styles of those around you. Hardback

$14.95

32-8. HOW TO WRITE AND SPEAK EFFECTIVE ENGLISH. By Edward Frank Allen. This
handy book demonstrates the difference between good and bad prose and suggests means
of improving one's present style of writing and speaking. Paperback $2.50

33-8. PRESENT YOURSELF WITH IMPACT. By Caryl Winter. Whether you want to climb the
ladder or get more out of your current position, this lively, comprehensive book covers all the
strategies you need. Paperback $2.95

54-8. 10,000 JOKES, TOASTS & STORIES. By Lewis and Faye Copeland. This reference
book for speakers is a virtual encyclopedia of wit and humor. Hardback $19.95

55-8. HOW TO SPEAK LIKE A PRO. By Leon Fletcher. A handy, step-by-step guide to over
coming stagefright and becoming a better speaker. Paperback $3.50

63-8. PERSONALLY SPEAKING. By Dr. Ralph 0. Smediey. Contains insights on speaking,
evaluating, parliamentary procedure, club programs and meiny other aspects of communication.
Hardback $3.00

70-8. THE ART OF SPEAKING MADE SIMPLE. By William R. Gondin and Edward W. Mammen.
Covers formal and informal speeches, pronunciation, composition. Paperback $4.95

72-8. 500 POWER PACKED PRONOUNCEMENTS. By Al Schneider. A handy pocket-sized col
lection of brief but powerful inspirational messages ideal for speech topics. Paperback $2.25
79-8. WHEN YOU PRESIDE. By John D. Lawson. Fifth edition of this popular book. Contains
methods and principles for developing strong group leadership abilities. Hardback.. .$8.95

80-8. COMPLETE SPEAKER'S AND TOASTMASTER'S DESK BOOK. By A. L. Kirkpatrick. Tips
on audience control, humor, using audio-visuals and other aspects of public speaking. Hardback

$18.95

Add $2.50 postage and handling for each book. Calffomla residents add 6% sales tax.

NAME CLUB NO DISTRICT NO

ADDRESS

CITY STATE/PROVINCE.

COUNTRY.

Enclosed la $.
(quantity):

j(3-B)
7-B)
JS-B)
J10-B)

ZIP.

_(U.S.) check or money order payable to Toaatmaatera International for

1-B)

(16-B)
(17-B)
(18-B)

(19-B) (24-B) (32-B) (63-B)
(20-B) (2S-B) (33-B) (70-B)
(22-B) (99-R) (54-B) (72-B)
(23-B) (31-B) (55-B) (79-B)

J80-B)

Send your orders to: Toaatmaatera International, P.O. Box 10400, Santa Ana, CA 92711.
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LeRoy W. Stevenson, Gate
City 759-20, Fargo, ND
Gloria ). Collyard, Bemidji
Area 1640-20, Bemidji, MN
Donald L. Auger, North
Country 4833-20, Bemidji,
MN

Kenneth L. Joegenson, North
Country 4833-20, Bemidji,
MN

Janet E. Schultz, Second
Crossing 4943-20, Valley
City, ND
Peter Broz, Discovery 2460-
21, Vancouver, B.C., Can
Sandra Hendry, Forbidden
3984-21, Courtenay, B.C.,
Can

Olivia C. Gonzales, Positive

Expressions 5501-21, Van
couver, B.C., Can
Patricia North, St. Joseph
1439-22, St. Joseph, MO
David C. Medina, Bumble
Bees 2974-23, Albuquerque,
NM

Bernard E. Leick, Town
Criers 1527-24, Omaha, NE
Norman L. Klocke, North
Platte 2739-24, North Platte,
NE

Lila L. Jones, McCook 2888-
24, McCook, NE
B.J. Axthelm, Loup Valley
5468-24, Ord, NE

Edward J. Green, Single
Toasters 5869-24, Lincoln, NE
Frank Budra, Texoma
345-25, Sherman, TX
Everett Case, Garland 1207-
25, Garland, TX
Gary J. LaRoy, Reveille
2971-25, Fort Worth, TX
Lynn Willing, Twin Cities
5509-25, Texarkana, TX
Don Madden, Morning Tour
2503-26, Casper, WY
G. Wayne Drummond, Top
Cats 2837-29, Tillmans Cor
ner, AL
Ron Berman, Skokie
1608-30, Skokie, IL
David Katz, South Suburbia

5532-30, Alsip, IL
David 1. Heiman, TSC
1167-31, Cambridge, MA
Daniel Jones, Prime Podium
3251-31, Framingham, MA
Thomas J. Brien, Honeywell
Communicators 3326-31,
Waltham, MA
Shelly Liebson, Wanguage
4557-31, LoweU, MA
Harold Baughan, Articulators
5414-31, Hudson, MA
John Panesko, Jr., Chehalis-
Centralia 1290-32, ChehcJis,
WA

Michael J. Viereck, Early
Birds 2063-32, Tacoma, WA

Maurice F. Youngs, Jr.,
Olympus 4785-32, Olympia,
WA

Terry J. West, Olympus
4785-32, Olympia, WA
James L. Fawcett, Olympus
4785-32, Olympia, WA
Carole Nye, St. Joseph Hos
pital 5291-32, Tacoma, WA
Phillip George Seneschal,
Sound Barrier 384-33, Ed
wards Air Force Base, CA
Jerry Crumley, On-shaw
1850-33, Fresno, CA
Donald R. Evans, Nite
Owl's 4221-33, Lancaster, CA
Mary Ellen Evans, Nite
Owl's 4221-33, Lancaster, CA
Phil Heinle, Oconomowoc

834-35, Oconomowoc, WI
Stan Rickert, Appleton
1331-35, Appleton, WI
Harriet Jane Brattain, Navfac
3396-36, Alexandria, VA
Rebecca Wallace, Washing
ton 1854-37, Washington, NC
Mary Birmingham Long,
Northwestern 2946-37,
Winston-Salem, SC
Wayne F. Miller, Cary
3335-37, Cary, NC
Mary T. Smith, Central
Jersey Postal 932-38, Trenton,
NJ
Craig A. Bickel, Camden
County 1189-38, Haddonfield,
NJ
Cynthia Gagne, Cy-Pace
3375-38, Princeton, NJ
Leo E. Ellis, Mather 2695-39,
Rancho Cordova, CA
Donald F. Houser, Circle W
3066-39, Sacramento, CA

William J. Ziegler, American
River 5218-39, North High
lands, CA
Ronald A. Bruce, Pile O
Bones 1862-42, Regina, Sask.,
Can

Joseph Robert Neal, Sunset
3619-42, Regina, Sask., Can
Ken Burkholder, Peace River
& District 5401-42, Peace
River, Alta., Can
Charles G. Hart, St. Vincent

3962-43, Little Rock, AR
Sister Jean B. Roberts, St.
Vincent 3962-43, Little Rock,
AR

WUliam M. Daoust, H.M.C.
Dockyard 3182-45, Halifax,
N.S., Can
Carol H. Dayton, Harris
Communicators 363-47, Palm
Bay, FL

Michael Cooper, First Baha
mas Branch 1600-47, Nassau,
Bahamas

Briggs P. Stahl, Suncoast
1667-47, Tampa, FL

William C. Ulseth, Osceola
1841-47, Kissimmee, FL
Robbie L. Young, Plantation
2582-47, Plantation, FL

S. Joy Gillespie, CKM 4107-
48, Birmingham, AL
Eldon R. Zimmerman, Vocal-

izers 5175-48, Vestavia Hills,
AL

Walter E. Hammond, TBE
Nooners 6221-48, Huntsville,
AL

Lloyd R. Mardis, Tejas
966-56, Austin, TX
Donald M. Vietor, Silver
Tongue 1620-56, Bryan Col
lege Station, TX
Robert J. Koperwhats, Frank
ly Speaking 2892-56, Hous
ton, TX
Loleta K. Kitch, Texaco
Downtown 2972-56, Houston,
TX

Marko Mikulich, Santa
Rosa 182-57, Santa Rosa, CA
Ann Theresa Olson, Castro
Valley 961-57, Castro Valley,
CA

Carolyn M. Orelli, Cutter
4078-57, Berkeley, CA
Phillip H. Mitchell, Single
5339-57, Lafayette, CA
Amelia O. Henry, Kalmia
1239-58, Aiken, SC
Larry L. Hodges, Spartanbuig
1453-58, Spartanburg, SC
Raghbir Dhaliwal, Meridian
1220-60, Toronto, Ont., Can
Lucy Mekler, Consumers
Breakfast 4373-60, Willow-
dale, Ont., Can
Judy Barry, Goodyear
4447-60, Islington, Ont., Can
Delphis A. Babin, Club TM
Olympia 721-61, Montreal,
Que., Can
Robert Bums, Algoma 2648-
62, Sault Ste. Marie, Ont.,
Can

Bemie Billingsley, Donelson
Early Birds 1298-63, Nash
ville, TN
George H. Nilsen, Volunteer
2640-63, Johnson City, TN
Sharon Dunand, Centennial

313-64, Winnipeg, Man., Can
Robert D. Weibel, AM Lock-
port 5460-65, Lockport, NY
Ronald G. Haynes, Chesa
peake 3142-66, Portsmouth,
VA

Donald Richard Anderson,
RAAP 3633-66, Radford, VA
Roger D. Carlyle, ZAC-BAK
Silver Tongues 5200-68,
Baker, LA
Cecelia O'Sullivan, Gatton
5647-69, Gatton, Qld., Aust
Jenny Harper, Drummoyne
Rugby 2054-70, Drummoyne,

N.S.W., Aust
Robert John Docherty, The
HUls District 3180-70, Castle
Hill, N.S.W., Aust
Ruth Mary Steenson, Gos-
ford City 3186-70, Blacktown,
N.S.W., Aust
Cyril Heiuy Pomroy, Maid
enhead Speakers 5461-71,
Maidenhead, Berkshire,
England

New Clubs
6435-U NCB Sports
Port of Spain, Trinidad, W.I.—
2nd & 4th Sat., 5 p.m., NCB
Trust Co., 45 Abercromby St.
(665-8048).
6439-6 T.E.C.I. Toasters

Brooklyn Center, MN—Wed.,
4:05 p.m.. Travelers Express
Co., Inc., 6601 Shingle Creek
Pky., Ste. 1400 (569-2800).
6446-6 MY-T Speakers
Eden Prairie, MN—Tues.,
11:30 a.m., MTS Systems,
14000 Technology Dr.
(937-4439).
6447-6 Mid-Day Millers
Minneapolis, MN—Thurs.,
11:30 a.m.. General Mills, Inc.,
9200 Wayzata Blvd., Audito
rium 2C (540-7756).
1716-10 Geauga
Chardon, OH—Thurs., noon,
Geauga County Sr. Citizens
Bldg., 12555 Ravenwood Dr.
(285-3854).
4297-10 9th Street Blues

Cleveland, OH—Fri., noon.
Blue Cross & Blue Shield, 20^
E. 9th St. (687-6092).
6443-19 Toastmasters of Carroll

Carroll, lA—Tues., 7 p.m.,
Tony's Restaurant, Highways
71 & 30.

6444-22 State Farm Easy
Speakers
Kansas City, MO—every other
Wed., 7 a.m., Shoney's, 8735
Blue Ridge (677-6917).
6437-25 Special Deliverers
Dallas, TX—Thurs., 3 p.m.,
Dallas Bulk Mail Ctr., 2400
DEW Turnpike (948-2823).
6430-36 F.H.A.

Falls Church, VA—1st & 3rd
Fri., 2 p.m., Fairfax Hospital,
3300 Gallows Rd.

6429-37 New Horizons

Butner, NC—Sun., 2 p.m.,
FCI - Butner, P.O. Box 1000
(575-4541).
6434-42 AG LIB

Edmonton, Alta., Can—Fri.,
noon. Alberta Agriculture,
7000 - 113th St., J.G.
O'Donoghue Bldg., (427-0341).
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6436-42 Fabulous Facilitators

Edmonton, Alta., Can—Tues.,
noon. Federal Bldg., 9820 -107
St.

6445-42 General Speakers
Edmonton, Alta., Can—Tues.,
noon, Edmonton Genercil
Hospital, 11111 Jasper Ave.
(482-8119).
6448-42 Keyano College
Fort McMurray, Alta., Can—
Thurs., 7 p.m., Keyano Clg.,
8115 Frairldin Ave., Rm. 218
(743-0058).
6431-43 Northwest Arkansas

Fayetteville, AK—every other
Wed., 6:30 p.m., Wyatt's
Cafeteria, Hwy. 41 N.
(756-6447).
6441-52 Intangible Assets
Los Angeles, CA—Mon., noon,
Cal State Univ., L.A., 5151
State Univ. Dr. (224-2931).
6442-54 Stelle

Stelle, IL—Sun., 2 p.m., Stelle
Community Ctr., Sun St.
(979-6639).
6432-56 Big Three
Houston, TX—Mon., 5:10 p.m..
Big Three Industries, Inc.,
3602 W. 11th St. (868-0690).
3437-57 Chevron

San Ramon, CA—Wed., 11:45
a.m.. Chevron Corp., 6001
Bollinger Cyn. Rd. - K1243
(842-1867).
2324-64 Empress
Wiimipeg, Man., Can—Wed.,
5:15 p.m., Manitoba Tele
phone Syst., 489 Empress St.,
Rm. 604 (941-7779).
6440-65 CPS

Dunkirk, NY—Chemical

Proccess & Supply, 181
Stegelske Ave. (366-8985).
6433-69 Noosa

Tewantin, Qld., Aust—2nd &
4th Mon., 7 p.m.. Royal Mail
Hotel, 120 Poinciana Ave.
(071-471277).
6429-73 City of Perth
Perth, W.A., Aust—Wed.,
monthly, 6:30 p.m.. Pippins
Restaurant, Adelaide Terrace
(09-330-1335):
6438-75 Equi-Byte
Metro Maiula, Phil—2nd & 4th
Sun., 5 p.m., 6th Fl., FEMS
Tower Bldg., Cor. S. Super
highway & Zobel Roxas.

Anniversaries
50 Years
Minneapolis 75-6, Minnea
polis, MN

40 Years
Communicators 432-30,
Chicago, IL

35 Years
Lynden 626-2, Lynden, WA
Will Rogers 1032-16, Okla
homa City, OK
Battle Creek 1027-62, Battle
Creek, MI
Roanoke 1011-66, Roanoke,
VA

30 Years

Chinatown 2296-4, San
Francisco, CA
Jackson 2319-7, Medford,
OR

N W S C Crane 2339-11,
Crane, IN
Flickertail 581-20, Bismarck,
ND

Nechako 2046-21, Kitimat,
BC, Can
Deadwood 2239-41, Dead-
wood, SD
Gaveliers 2311-46, Kenil-
worth, NJ
Oakville 2245-60, Oakville,
Ont., Can
Sphinx 2215-64, Winnipeg,
Man., Can

25 Years
High Noon 2676-6, Roches
ter, MN
Artesian 3379-14, Albany,
CA

White Sands 3422-23, W.S.
Missile Range, NM
Circle T 3093-42, Medicine
Hat, Alta., Can
Frontier 3381-42, Swift Cm-
rent, Sask., Can
Big Country 3418-42, Moose
Jaw, Sask., Can

20 Years
Speak-easy 3588-19, Dubu-
que, lA
Western Electric 565-25,
Shreveport, LA
Pikes Peak 3044-26, Colorado
Springs, CO
Western 2451-37, Charlotte,
NC

15 Years
Leading Knights 3666-2,
Burien, WA
Co-op 1125-5, San Diego, CA
Electric Toasters 1306-8,
Hazelwood, MO

Alcoa Technical Center
1729-13, New Kensington,
PA

310 North 2195-14, Atlanta,
GA

Mid-cities Noon-time 2476-
25, Hurst, TX
Orators 2964-26, Aurora, CO
AIB 2573-37, Winston-Salem,
NC

Blue-gray 2459-48, Gunter
Air Force Base, AL
Wanganui 2417-72, Wan-
ganui, NZ
Scientia TM Klub/Club

3499-74, Pretoria, RSA

10 Years

Knotts Speak Easy 2495-F,
Buena Park, CA
Allergan 2740-F, Irvine, CA
Orange Motivators 3033-F,
Costa Mesa, CA
Lion City 2086-U, Singapore
Del Rey 2646-1, Marina Del
Rey, CA
Marshall 1276-6, Marshall,
MN

Seventy-sixers 1376-17, Bill
ings, MT
Ultra 2709-30, Chicago, IL
Johnson Products 2766-30,
Chicago, IL
Cal Poly Babblin Broncos
302-33, San Luis Obispo, CA
Wordsmiths 3105-33, Las
Vegas, NY
Blackhawk 3521-35, Madison,
WI

Readers Digest 3605-46,
Pleasantville, NY
Bell Speakers 3661-47, Jack
sonville, FL
Twin Towns 3000-69, Tweed
Heads, NSW, Aust

TOASTMASTERS INTERNATIONAL'S

CONFEBENCE/CQNVENTIQN

CALENDAB

1987 REGIONAL CONFERENCES

REGION I June 12-13
North Shore Resort

Coeur d'Alene, Idaho
Contact: Juonlta Hamilton, DTIvt

210 Underwood

Kennewlck, Wostilngton 99336

REGION II JUNE 5-6
Sheraton Plaza La Relna
Los Angeles, California

Contact; Ann Cousins, DIM
760 W. Lomlta Blvd. *178

Harbor City, California 90710

REGION III JUNE 12-13
Holiday Inn Civic Center

Lubbock, Texas
Contact: Jim Story, DTM

3118 43rd Street

Lubbock, Texas 79413

REGION IV JUNE 26-27
The Westin Hotel

Winnipeg, Manitoba
Contact: Ed Tackaberry, DTM

4-80 Strauss Drive

Winnipeg, Manitoba, Canada R3J 3S6

REGION V JUNE 19-20
Continental Regency Hotel

Peoria, Illinois
Contact: Eldon Heltzman, DTM

725 W. Westwood Drive

Peoria, Illinois 61614

REGION VI JUNE 5-6
Sheraton/Convention Centre

Hamilton, Ontario
Contact: Peter J. Crabtree, DTM

1305 Cambridge Drive
Oakville, Ontario, Canada L6J 182

REGION VII JUNE 26-27
Baltimore Hilton Inn
Baltimore, Maryland

Contact: Ttieodor Borenttiein, DTM
1328 Deanwood Rd.

Baltimore, Maryland 21234

REGION VIII JUNE 19-20
Holiday Inn

Portsmouth, Virginia
Contact: Larry Prickott, DTM

9740 Alfree Road

RIctimond, Virginia 23237

1987 INTERNATIONAL CONVENTION
HVAH REGENCY

AUG. 25-29

Chicago, Illinois

1988 INTERNATIONAL CONVENTION
Washington Hilton

AUG. 16-20

Washington, D.C.
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SALUTE THE ACHIEVERS
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Honor club members' achievement with distinctive awards. Each of these new Toast-
masters awards is unique and offers recognition with quiet grace and elegance. Perfect
for saluting—and inspiring—excellence in communication.

INTERNATIONAL CUP COLLECTION
We take pride and pleasure in introducing these
new colorful bowl awards. Goldtone figure and
blue cup on a walnut base.
1993 19" S33.00 plus S8.00 S&H
1994 17" $30.00 plus S5.50 S&H
1995 14" $26.00 plus S5.00 S&H

GOLDEN Tl FIGURE

The beautiful Tl figure and logo on a handsome
walnut base makes this the perfert recognition
for Area and Divisional Speech Contests.
1984 12" $26.00 plus S5.00 S&H
1985 lO'/i" $24.00 plus S4.00 S&H
1986 9»/«" $22.00 plus S4.00 S&H

GEOMETRIC BEAUTY

The modern Tl speaker figure stands In goldtone
backdropped by a striking walnut triangle with
a goldtone Tl logo. Walnut base. A uniquely
contemporary award.
1987 12" $22.00

1988 lOVi" $21.00

1989 9'/4" $20.00

plus S4.00 S&H
plus S4.00 S&H

plus S4.00 S&H

ELEGANT CUP TROPHY

Goldtone figure and cup on walnut base.
1983 10" $16.00 plus 54.00 S&H

SPEAKER RECOGNITION

1976 - A handsome plaque with modern Tl
speaker figure. Large engraving plate allows
space for recognition of dignitaries or contest
winners. 7" x lO'/j" $24.00, plus S4.00 S&H.

1977 - A uniquely dimensional design In walnut
and goldtone finish provides an affordable way
to recognize your speakers or contest winners.
7" X 9" (Engraving plate 5" x 2") $22.00, plus
S4.00 S&H.

1978 - Large Tl emblem In goldtone finish mount
ed on beveled walnut panel. Engraving plate In
corporates modern Tl speaker figure In color.
Perfect contest recognition award. 7'/4" x 11"
$23.00, plus S4.00 S&H.

FOR THE DESK TOP AND BOOKSHELF

1842,1843,1844 - Male, female and Tl gold-
tone speaker figures (respectively) on walnut
bases. Each 7" $12.00, plus S3.00 S&H.

1917 - Stunning goldtone medallion award with
Tl logo. 6" $10.00, plus S3.00 S&H.

1810 - Solid walnut leaern and goldtone en
graving plate. SVi" $11.00, plus S3.00 S&H.

1840 - The Bull Thrower, a unique trophy for
speaking events, especially for Tall Tales.
Goldtone figure, walnut base.
OVj" $12.00, plus S3.00 S&H.
Other sizes:

1811 12" $22.00

1812 1372" $25.00

1813 16" $29.00

1841 - Goldtone ear of corn Is perfea for those
humorous award occasions. On walnut base.

6" $12.00, plus S3.CX3 S&H.

See the / 987 Supply Catalog for a special four-
color insert Introducing these and other elegant
awards In Toastmasters' line of trophies and
plaques. Engraving Is 20 cents per letter (allow
4 weeks/.

TOA$TMASTERS INTERNATIONAL
P.O. Box 10400, Santa Ana, CA 92711

Club No._

Name

Address _

City

.District.

$tate/Prov._

.1993 1978

1994 1842

.1995 1843

.1984 1844

1985 1917

.1986 1810

.1987 1840

1988 1811

1989 1812

1983 1813

1976 1841

1977

Add shipping and handling (S&H| as In
dicated. California residents add 6% sales

tax. Please print or type copy for engrav
ing on separate paper.

Total amount enclosed $


