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Make a Change
for the Better:

Find 'em,
Tell 'em and
Invite 'em!

ellow Toastmasters —
dear friends! I want to
thank each of you for your
commitment, loyalty and
dedication to our organiza-
tion’s mission of “making
effective oral communica-
tions a world-wide reality.”
Many bridges have been
crossed during the past 12
months. Almost 60,000 of
you joined this organization
during that time. More than
12,000 of you reached the
first level of accomplishment
and earned your Competent
Toastmaster recognition dur-
ing the year. The mission
has been in the forefront as
we have made many
changes for the better!
It has been an honor
and a privilege to serve as
your International Presi-

dent. The year has afforded me the unique
opportunity to meet and talk with many of
you. I've been incredibly moved by your
testimonials of how growth through Toast-
master has enriched your lives. Moreover,
hearing of your deep loyalty and dedication
to your club, your fellow members and our
organization has been truly uplifting. I have
been constantly rewarded by your zest and
enthusiasm.

I have learned many things. First on the
list is that literally millions of people need
the training and experience our Toastmas-
ters clubs provide. Let’s fervently go out and
get them!

Secondly, corporate leaders all over the
world strongly express the need for employ-
ees who can communicate clearly, have good
leadership skills and can work effectively in
teams. Let's be aggressive in telling those
business leaders how our clubs provide train-
ing in all those areas.

Thirdly, Toastmasters International is a
household word. Most people have heard
about our organization. Upon asking future
Toastmasters why they are considering join-
ing a club, the most common answer I have
received is, “I have always wanted to do
that.” So many people are waiting to be
asked to join Toastmasters. Let’s be evangelic
in inviting them!

I sincerely appreciate what each one of
you has done during the past year to make a
change for the better in yourself, in your
club and ultimately in your personal life,
career and community. The world is a better
place because of these changes.

Your support, your commitment to Toast-
masters and the warm hospitality you have
extended to my husband J.D. and me will
remain in our memories forever. It has been
a very rewarding year. It has been a once-in-
a-lifetime experience.

QM%

Pauline Shirley, DTM
International President
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Letters

ACADEMIC TRAINING
PALES IN COMPARISON TO
TOASTMASTERS

At the recommendation of

Harvey Mackay in his book
How to Swim with the Sharks
Without Being Eaten Alive, 1
joined Toastmasters. [ was
just awarded my Competent
Toastmaster award, after 18
months of effort. Addition-
ally, 1 was recently elected
to serve as an officer in our
club, giving me an opportu-
nity to develop my leader-
ship skills.

[ am in the sales profes-
sion. When I began selling
nearly 18 years ago, I started
out with a Master’s degree.
However, my formal train-
ing pales in comparison to
the education in self-confi-
dence and success | have re-
ceived at Toastmasters. I'm
very grateful to Mr. Mackay
for his wise counsel.

David Jarret, CTM
Washington Crossing Club 1100-38
Doylestown, Pennsylvania

TAKING GIANT STEPS
Pauline Shirley’s message was
right on, in the May Toast-
master: “Take a giant step out
of your comfort zone.” I just
participated in the Interna-
tional Speech Contest, Divi-
sion 61, and, yes, I did take a
giant step. As [ waited for my
turn to speak, I considered
making a last-minute modi-
fication to my speech. Since
the conference theme was
“Come grow with us,” I de-
cided to go for it.

Yes, I stepped outside my
comfort zone. I took the risk
and thus achieved a higher
level of personal develop-
ment. Taking a giant step does
give you that giant feeling!
Doug O’ Brien, CTM

Rive-Sud Club 2273-61
Longuevil, Quebec, Canada

THANKS FROM OKLAHOMA
On behalf of District 16
Toastmasters, thank you!
Thank you to everyone who
called, who donated to a re-
lief effort, or who simply
prayed for the families and
victims of the bombing in
Oklahoma City.

The Federal Eagles Club
6723-16 met in the Murrah
Federal Building and its Vice
President Education, Ronata
Woodbridge, died in the
blast. President Renee Kiel lost
her home in the apartment
building one block away.

We appreciate your gener-
osity and caring. You proved,
yet again, how great Toast-
masters members are.

Barbara Joslin, DTM
District 16 Governor 1989-90

Ralph Joslin, DTM
International Director 1981-83
Tulsa, Oklahoma

MORE ANALYSIS NEEDED
As a new member of my
fourth Toastmasters club,
spaced over 40 years, I look
forward to reading each is-
sue as soon as it arrives.

“Conference Etiquette,”
by Susan Wharton Gates
(May 1995) was informative
and well-written. One glar-
ing error slaps the reader in
the face, however. It is cen-
tered in bold print, “Re-
searchers preparing oral pre-
sentations need to switch
from synthesis, in which they
decompose a research prob-
lem into its many parts, to
analysis, where they put facts
and findings together and
draw conclusions.”

The word synthesis and
analysis have been reversed,
either by the author or in
the editing process. A quick
glance at a dictionary will
confirm the error.

Again, this was a worth-
while article. Perhaps the
positive aspect of this letter
is to document that one
reader does read and learn
from your experience.

Dr. Ralph E. Kellogg, CTMm
Palomar Airport Club 7129-5
Carlsbad, California

IN FAVOR OF NEW
SPEAKING TECHNIQUE
When program changes deci-
mated our schedule at a re-
cent meeting, | turned to the
June article, “The No-Excuse
Way to Become a CTM" for
help. After our one scheduled
speaker spoke, | passed out
sheets of quotations. Club
members spent two minutes
selecting a quote, then three
minutes preparing a speech
following Bernadette Con-
roy’s examples.

Everyone in the room par-
ticipated. (The scheduled
speaker even spoke again!)
Though the presentations
were short (2-5 minutes), each
one came from the heart. The
exercise was a valuable bridge
between Table Topics and pre-
pared manual speeches. We
plan to use this technique
again soon. Thanks, Berna-
dette, for a great idea!

Hope E. Anderson, ATM-B
San Diego Gas & Electric Club 545-5
San Diego, California

THERE ARE NO

SHORTCUTS TO CTM

' was dismayed by Bernadette
Conroy's article, “The No-Ex-
cuse Way to Become a CTM”
(June). As a rule, manual
speeches are prepared
speeches. If you spend only
three minutes preparing for a
seven-minute speech, then
you have not practiced your
speech even once. Practice
should be an important part
of a prepared speech!

Let me suggest that a fu-
ture article deals with ways
to fit a practice session into a
busy schedule. For example,
I prepare a speech during my
commute to work.

Marvin Krone, CTM
Thomas Jefferson Club 6490-27
Woodbridge, Virginia

Why save time in a rush to-
ward unprepared medioc-
rity? Sure we are all busy,
but there is a reason for tak-
ing time to meet tough stan-
dards. It is called excellence
- something we all should
strive for. Ms. Conroy did
offer valuable insights into
speech preparation, but
please, let’s start earning our
recognition and stop doing
things “the easy way.”

Tony Audrieth, ATM
McKinley Club 467-54
Champaign, lllinois

Bernadette Conroy was off
the mark when she sug-
gested a manual speech
could be prepared in three
minutes. The speeches in the
C&L manual are designed to
teach basic speaking skills,
such as speech organization
and word usage. This re-
quires a commitment of
time and effort by a Toast-
master if she or he is to truly
gain the benefits. It is not a
matter of preparing just any
old speech, but a speech that
addresses the objectives of a
particular manual project.
There are no three-minute
shortcuts to learning and
mastering new skills.

Ms. Conroy’s method is
better suited to impromp-
tu speeches, not manual
speeches.

K. Rangaswamy, CTM
Sears-Halifax Club 1555-45
Halifax, Nova Scotia, Canada
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Want to lose a speech contest?
Avoid motivational topics and
blatant calls for sympathy.

my turn

by Charles A. Jones

[ Ain't GOt NO Goals

m [ RECENTLY DID SOMETHING WHICH
totally violates the spirit of Toastmasters: |
tried to figure out how to lose a Toastmas-
ters speech contest.

1 was to represent my club at the divi-
sion level. I really did not have time to
prepare or even to attend the contest. And
even if [ did manage to win at the division
level, I still wouldn’t be able to attend the
district contest. No one else from the area
was able to compete, and [ figured that
missing the contest would be rude and un-
acceptable. So, since I had to appear, the
question became, “What type of topic en-
sures defeat?”

Then | remembered the five T’s:
Terrible Trite and Trying Topics.”

“Three

1. First, I could give the standard trite talk
about goals and motivation! I could talk
about The Four-and-a half Deadly Habits of
Highly Slovenly People or books written by
Bob Fullofbum or Derrick Chopopera.

But then I realized I ain’t got no goals!
Plus, | remembered that one-third of the
winning speeches I have heard in Toastmas-
ters speech contests were about this subject.

Bad idea.

2. I next considered talking about topic num-
ber two: Toastmasters! What better way to lose
a contest than to give the classic, rambling,
dull, tell-us-what-we-already-know speech about
Toastmasters, sharing with the audience this
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unique insight — Toastmasters helps people im-
prove their public speaking skills!

I could drone on and on - and then on
and on some more — about how [ was fac-
ing the most important presentation of
my life and then one of two outcomes
occurred, thanks to Toastmasters: 1) All
aspects of the program preparation and
equipment worked perfectly and [ per-
formed brilliantly, or 2) All aspects of the
program preparation and equipment failed
and I still performed brilliantly.

But then I remembered that one-third of the
winning speeches [ have heard in Toastmasters
speech contests were about this subject.

3. I was left with one option: personal trag-
edy and sympathy! I could talk about the
time when [ was seven years old and my
parents threw bricks at me because I failed
to properly clean the house, wash the car,
cook meals, pay the bills and do the budget.

Or 1 could talk about my uncle, who was
kidnapped by aliens on a UFO, or my cousin
who died after eating four boxes of rat poison.
I could talk about my aunt, who told me
wonderful tales about her life on the farm. (I
miss her now that she is on death row, await-
ing execution for killing her husband, my four
cousins, my three step-cousins, my two-cous-
ins and the paperboy.) And to top it off, both
my cow and rubber plant also died last year.

I abandoned all these topics after looking
up the words “maudlin,” “bathetic” and

"

“gushy,” realizing that I
stood a good chance of win-
ning a contest if I, while
weeping, aired these trag-
edies in public. Also, I re-
membered that one-third
of the winning speeches I
have heard in Toastmasters
contests were about similar
subjects.

I now was frustrated, for
[ could not determine how
to lose a Toastmasters con-
test. Finally, I remembered
some speakers 1 had heard
in previous contests who lost
by choosing topics that did
not blatantly throw black
ropes of sympathy around
my neck. They gave clever,
funny speeches that appeal-
ed to my intellect: one was
about family travel, the
other about personalized li-
cense plates. Goals, Toast-
masters and tragedy were
unmentioned.

I had finally found a
sure loser. (T)

Charles A. Jones is a men-
ber of Speak Up Club 6181-
66 in Norfolk, Virginia.




As Toastmasters we sometimes become
so fascinated with how we wrap
our speeches, we neglect to spend time

improving what is inside.

et

Q by Jim Thacher, ATM 0 ur grandson Noah reveled in his second

Christmas. But he seemed more in-
tent on playing with the packaging materials
than with the contents. Scrunching up the
wrapping paper into a ball, he threw it across
the room. Ribbons flowed between his fin-
gers. Alternately he compressed and pulled
the bows. Noah was having a great time!

As Toastmasters we sometimes become so
fascinated with how we wrap our speeches, we
neglect to spend time improving what is in-
side. A recent ad in this magazine by a presi-
dential speechwriter states, “Content is only
seven percent of your impact as a speaker.” If
that is true, then what is the other 93 percent?
The implication is that the rest of your presen-
tation relies on packaging. Recent letters to
The Toastinaster, however, have pleaded for a
greater emphasis on content.

While delivery does have a major impact
on communication, I think we have forgotten
that the fundamental purpose of a speech is to
convey information - otherwise our speeches
are beautiful packages with little of value in-
side. As Toastmasters we are supposed to in-
form, persuade, inspire and entertain. Many
of our speeches call the audience to action.
But does this rely on the speaker’s personality
or the content of the information?

I ask you not to neglect presentation skills,
but to balance delivery with substance. The
pendulum has swung too far toward exter-
nals; we must move it back in the direction
of content.

Continue to package yvour wonderful
words in the wrapping paper of gestures, the
ribbons of voice inflection and the boxes of
organization and grammar. Decorate them
with the bows of visual aids. But let’s all be
mindful of the quality of our messages.

s Noah grows older he will value the
acontents of his gifts more than the
fancy wrapping paper and will develop ex-
pectations concerning the contents. Imag-
ine his disappointment if he were to receive
a gaily decorated package that was empty
inside! On the other hand, what if he opened
a package which, despite its plain appear-
ance, contained a book or toy that would
entertain and stimulate his imagination -
not just for a few moments, but for months
to come?

I have had similar experiences when lis-
tening to flawlessly delivered Toastmasters
speeches. The speaker usually has great con-
fidence from many years of public speaking.
He or she makes excellent use of gestures
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and vocal variety and the speech is well-
organized with an identifiable opening, body
and conclusion. The audience appears to
devour every word. When the speaker is
finished, however, 1 often realize the wrap-
ping materials were far more interesting than
the platitudinous content.

On other occasions I have heard speeches
by more novice members that were less-than-
professionally delivered. The wrapping paper
had tears and the ribbon was crumpled. Yet
once the contents of the package had been
fully revealed, I was pleasantly surprised.

remember one humorous speech in par-
jticular whose content was exceptionally
well-crafted. One of the features included clever
comparisons between behavior and musical
instruments, frequently incorporating a play
on words. With terms such as “drumming up
business” and “vile inns,” each sentence made
me smile and appreciate her speech. Yet, judged
by the standards of the humorous speech con-
test, the speaker’s lack of polish made the
trophy beyond her reach. However, I found
her gift to be of considerable value.
Don’t disguise your Toastmaster gift be-
yond recognition! I want to see your ideas,
your motives and your soul. Inform me about
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your hobbies, challenge my thought patterns
and inspire me to greatness. Appeal not just
to my emotions; persuade my intellect as
well. Teach me about yourself, your goals
and your desires. Tap the great riches of sci-
ence, history and religion, and interpret them
through vyour eyes. Concentrate on what
forms the core of your speech. Your audience
isn’t as interested in ribbons and fanfare as
they are in the greatest treasure of all - you.

~=== he speeches | have most admired reveal

the personality of the speaker. These
Toastmasters have dared to become vulner-
able because they have been willing to share
from their own experiences. Humorous
speeches have succeeded because the speaker
was not atraid to make fun of his or her own
shortcomings. 1 have truly enjoyed speeches
on gender bias, computer illiteracy, home im-
provements and personal adventures that
showed not only the speaker’s external mo-
tions but also his inner thought processes. |
have most appreciated speakers who venture
beyond easy platitudes and spend time research-
ing to explore more interesting terrain. Through
carefully crafted words, 1 have traveled to far-
away places and probed the inner recesses of
the human mind and emotions.

Each one of these speeches balanced con-
tent and delivery. This careful combination
helped me form a deeper relationship with
the speaker.

I'm looking forward to your next speech.
I'm intrigued by its pretty wrapping paper,
gorgeous ribbon and beautiful bows. But most
of all I am interest in what is inside — you!

Jim Thacher, ATM, is a member of The Presi-
dents Club 1582-15 in Salt Lake City, Utah.

Are People Your Passion”

“Don’t disguise your
Toastmaster gift
beyond recognition!
I want to see your
ideas, your motives

and your soul.”

Are You A Recognized Leader?

Can you inspire people to believe
in their potential?

Is Business Your Background?
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by Jan Rainbird

Don't substitute style for substance. Emotions are easy to raise;
valid thoughtful perspectives are more difficult.

hose who pursue the art of public speaking do so for
various reasons. They may wish to inform, entertain,
persuade or merely harangue their audiences. Their
methods and speaking styles vary according to subject mat-
ter and the needs of both speaker and audience. But a
temptation facing most speakers today is to allow style to
take precedence over subject matter. If the purpose of an
analytical presentation is to have the audience consider a
particular point of view, then the quality of the support of
that perspective must be considered — not just the method
of presentation. The desire to let substance be subordinate
to form should be recognized and kept in check.
A speaker may have a most
powerful and attention-grab-
bing delivery, complete with
state-of-the-art visual aids, but
if he or she uses logical fallacies
and otherwise tries to manipu-
late the audience, the speaker’s
credibility will be lost.

system that rewards rote memorization rather than critical
thinking. As a result, we have developed into a society
that not only accepts fallacious thought as the truth, but
also embraces such thought and incorporates it into daily
reasoning and decision making.

ILLOGICAL REASONING: APPEAL TO EMOTIONS

What are some of the most typical logical fallacies in use
today? Succumbing to ambiguity — careless use of language
in which no clear thought is expressed - is particularly
common, and there are several ways to fall victim to it.
One is to not distinguish between literal and emotive
meaning. Words should refer to something specific, rather
than appeal just to the audience’s emotions.

For example, if you'd ask your fellow club members for
their immediate response to the word “politician,” their
answers will probably range from “thief” to “sleazeball.” If
the word is used in a particular context, such as “We all

Politicians and advertisers emotional message: “baby,”
understand the importance of “womb,” “heartbeat” and
public conformity and spend “mother.” Certainly the reader
vast sums of money to achieve will be hard pressed to avoid an
their desired results. These emotional response to such an
sophisticated messages are appeal, but the writer is avoiding
advanced by hypnotically per- many difficult issues that deserve
suasive media techniques and more analysis. Any debate, this
flourish amid an educational one included, deserves more spe-

know what we can expect from ‘politicians’” - and said
with a sneer or sarcastic tone of voice — the audience will
have been manipulated into thinking negatively with no
specific facts offered. Although this method is tempting, it
is a disingenuous shortcut that circumvents critical
thought. The term “elected officials,” though less biting,
will allow a more rational perspective of the issue at hand.
If the speaker is feeling benevolent, he or she may try
“public servant,” although this term risks emotive appeal
in the other direction.

Many other terms are commonly used that carry powerful
emotional messages — and little else - if used carelessly. In the

Los Angeles Times, for example, a
reader sent in a letter champi-
oning support for Operation
Rescue, saying that “the safest
place for a baby should be in the
womb, below the heartbeat of a
mother.” She chose several words
that communicate a powerful

cific language and analysis.

Other words that push emotional response are too
numerous to mention here, but some of the more com-
mon are “feminism,
money,” “liberal,” “affirmative action,”
etc. All of these terms deserve fair definitions if used in a

“pornography,” “taxpayers’

“conservative,”

presentation or in writing. Emotions are easy to raise;
valid, thoughtful perspectives are more difficult.

OBSCURE FACTS WITH EUPHEMISMS

Another common misuse of language is the incorporation
of euphemisms and jargon into a commentary.
Euphemisms are commonly used to cushion the impact of
a less direct word choice. The military, for example, has a
term called “sunshine units.” Without explanation, possi-
ble interpretations could range from temperature predic-
tions to recommended daily dosages of Vitamin C.
However, the term actually refers to the amount of radia-
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One opinion may

not be as good as

another person’s,
merely because it is

claimed to be.
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tion necessary to Kill a particular amount of people in a
particular area - not an appealing definition for such a
pastoral-sounding phrase.

We all use euphemisms at times to avoid offending oth-
ers, and this is not necessarily misuse of language — it's
more of a technique to allow interaction in a complex soci-
ety. For instance, we may refer to a tedious film that some-
one else likes as “interesting,” an inedible dessert as “unusu-
al,” or an obnoxious child as having “a strong personality.”
There are also the commonly accepted euphemisms of
“passed away,” “expecting” and “had a few too many” that
allow us to handle embarrassing or sensitive situations. We
must be careful, however, not to use them to obscure facts
that are essential to effective communication.

Jargon is something that anyone
shopping for a computer has run up ‘\";‘\\
against. “Bit,” “bytes,” “motherboards” and
RAM" mean a great deal to those fluent in spe-
cialized computer vocabulary, but the aver- g
age layman finds these terms unintelligi-
ble.

People use jargon for various reasons.
Sometimes they assume others are just
as fluent. Other times, jargonists don't
know themselves what they're talking
about and try to cover up their own lack
of knowledge. And some just attempt to
impress others with their supposed exper-
tise. Regardless of the reason, the result is
generally the same — the listener ends up con-
fused, irritated and sometimes humiliated. How
can this be prevented? The best rule is to know your audi-
ence, and if there is a possibility that people will be confused
by technical language, provide a simple explanation.

MANIPULATE WITH AMBIGUITY

Perhaps the most overused aspect of unclear language is
semantical ambiguity: words and phrases that can be inter-
preted in many ways or have no meaning at all. This is
especially obvious in the language of advertising. “Pepsi -
Gotta Have It.” Gotta have what? Why such an imperative?
“Chevrolet — The Heartbeat of America.” Will the country
suffer cardiac arrest without Chevrolets? These phrases are
quite obvious in their ambiguity, albeit quite effective; com-
panies would not spend billions of dollars a year if people
could not be manipulated into an advantageous response.
Other popular phrases, though, are somewhat more
deceptive. “Traditional family values” is one that has been
successful in political arenas. Speechmakers toss this
phrase around as if there is some all-encompassing defini-
tion we all understand, just as we agree on the meaning of
words like “door” or “lightbulb.” Everybody wants a soci-
ety with stable, loving families. It is quite illogical,
though, to speak as if these values can be legislated. Does
any presidential candidate calling for a return to “tradi-

how long people
believed the earth .

was flat?”

’

tional family values” really believe our diverse population
can be restructured according to this style? Or is this, per-
haps, a ploy meant to condition the voting public into
thinking of him or her as a benevolent entity, capable of
dispelling all evils in our society with a return to the “good
old days”?

AVOID RESPONSIBILITY WITH PERSONIFICATION
Another overused fallacy is that of personification - ascrib-
ing human qualities to inanimate objects. You have proba-
bly heard the following quote: “The White House said
today...” Of course, unless buildings have started to talk, it’s
a safe guess that a person rather than a structure made the
announcement. Innocuous? Perhaps, but such an example
shows how easily we can get used to leaving people out of
the equation.
You may wonder, “What'’s the big deal - after all,
aren’t things like this just innocent figures of
speech?” Yes, sometimes - but all too
often this technique is used to avoid
responsibility. If an employee, for
example, is called into his boss’ office
to be terminated, he may be told that
it’s nothing personal - just a “corpo-
rate decision.” But corporations don’t
make decisions - they are legal entities
made up of people. The reality is that a
person in the corporation made the
unpleasant decision.
The same is true when governments decide
to go to war, businesses declare bankruptcy, or a
club decides not to accept a particular member. How
much easier to avoid responsibility when actions are the
fault of amorphous entities!

CONFUSE WITH EQUIVOCATION

Equivocation is using a word or phrase that has two mean-
ings in a discussion of argument. Imagine two spouses
having an argument, and one accuses the other of a lack of
support — in choice of career, friends or any other lifestyle
aspects. The other responds by saying that of course there
has been support; after all, who went to work each day
and brought home a paycheck? The word “support” is
used equivocally; the meanings are entirely different,
although the word is the same.

Similarly, the phrase “laws of nature” is often used
equivocally; such laws describe what happens in a scientif-
ic sense, while the laws of man proscribe particular behav-
ior. All too frequently, people will refer to the laws of
nature as if they were written laws that legislate our activi-
ty; no such legislation, of course, exists.

CREATE STEREOTYPES WITH GENERALIZATIONS

Hasty and misapplied generalizations are often used to
arrive at decisions and create guidelines for personal opin-
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ions. A hasty generalization can be applied to the process
of inductive reasoning, in which someone arrives at a
general conclusion based on particular observations. Let's
say that on the way to work one morning, you encounter
three rude drivers, all of whom are driving Fiats. Based on
these experiences, you may decide that all people driving
Fiats are inconsiderate — a tempting conclusion, but one
made with knee jerk rapidity.

The misapplied generalization, on the other hand,
relates to deductive reasoning. Here you take a major
premise, apply a minor premise, and reach a conclusion.
If you believe that all people who drive Fiats are inconsid-
erate, you have a major premise. If you meet a person
named Sam who you notice has a Fiat, you have a minor
premise — Sam drives a Fiat. Your conclusion is that, there-
fore, Sam is inconsiderate. But have Sam’s driving skills
been fairly assessed? You actually haven't seen his driving,
and you don’t have any evidence to ascertain his charac-
ter. Nevertheless, the impression is bound to take a pow-
erful hold over your dealing with Sam.

This type of reasoning taps right into our prejudices
regarding ethnicity, gender, weight, lifestyle, tastes, political
preference or any other permutation that labels us and sets
us apart from others. All of us use inductive and deductive rea-

soning; the key is to use them correctly, assessing the validity
of one's observations and — if they are — whether or not they
should be applied piecemeal. Usually, the answer is no.

JUMPING TO CONCLUSIONS WITH
‘BEGGING THE QUESTION’

Begging the question, a fallacy that results from faulty use
of this reasoning process, means that what is asserted in the
major premise is repeated in the conclusion. For example:
“Adult language should not be allowed on television; the
film, Apocalypse Now uses adult language; therefore,
Apocalypse Now should not be shown on television.” Notice
that the major premise and conclusion are almost identical
- there is no rationale presented about the dangers of adult
language. A better example would be: “Studies show that
adult language causes deviant behavior; Apocalypse Now
uses adult language; therefore, those who see Apocalypse
Now will act defiantly.” Of course, the person asserting this
argument will have to define “deviant” and cite the studies
used, but at least the logical process is accurate.

APPEAL TO TRADITION

The appeal to tradition, or the “is/ought” fallacy, also
springs from lack of attention to major premises. Here,

Don’t Fall For Fallacies

As both a good speaker and a discriminating listener,
you should strive to examine fallacies, or flaws, in thinking.

Here are the three general categories of fallacies to look for
in your arguments and in the arguments of others:

FALLACIES IN EVIDENCE. Hasty Generalizations or
1 jumping to conclusions based on limited evidence. For
example, “We should ban stockbrokers because we've found
a few crooked ones.” False Division is another fallacy in evi-
dence. A tip-off of false division is when a speaker claims, for
example, that there are only two ways to revitalize the poorer
sections of a city (there may be other ways). This type of fal-
lacy can usually be found when someone advocates a posi-
tion based on tradition, or how long an idea has been
around. The truth of an idea is obviously not related to how
long it has been around or how many people believe it.
Remember how long people believed the earth was flat?

FALLACIES IN REASONING. We should test our own
arguments and those of others against faulty reasoning:

(“everybody knows that...”); Sequential fallacy (because two
events occurred subsequently, the first caused the second);
Begging the question, or rephrasing the idea and then offer-
ing it as its own reason (“abortion is immoral because it is
wrong"); Either/or logic (“either you're for raising all taxes or
you're against raising all taxes”).

FALLACIES IN LANGUAGE. Ambiguous words or

phrases. The use of ambiguous words with several mean-
ings and the use of qualifiers (or non-qualifiers) that shift the
meaning of a sentence (such as maybe, might, probably)
often slip into speeches. Political candidates, in particular,
use this type of vague language when trying to force a defini-
tion on their audiences. Look for clue words such as “free-
dom,” “true” and “real.” An example of this “persuasive defi-
nition” would be “the only true (or real) education comes
from a private school.” Name calling. Here, the speaker
doesn’t attack the argument, he attacks the person (because

Appeal to ignorance (since you don’t know it's : of that person’s religious affiliation, job or per-
by Jim Patterson

false it must be true); Appeal to popular opinion
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an assertion is made on the basis that just because things
have always been done a certain way, they should con-
tinue in the same manner. So as Christmas approaches
each year, millions of people go into debt because they
traditionally buy magnificent presents for every friend and
family member. Or perhaps the family always goes to Aunt
Kneel’s house for Thanksgiving — although Aunt Kneel's
house is 100 miles away and about as big as a shoebox.
These traditions are not necessarily wrong, but the reasons
for doing them should be stronger than just the old excuse
that “it’s always been done this way.” After all, if this line
of reasoning were correct, we would still have slavery,
women wouldn’t be allowed to vote, and everyone would
drive around in horse drawn buggies.

LIMIT CHOICE WITH FALSE DILEMMAS

The false dilemma fallacy implies the availability of only
two choices in any situation. Near my neighborhood, we
have a Marine helicopter base, and flights take off at low
altitudes at various times of the day or night; the noise
makes it impossible to have conversations for minutes at a
time. Occasionally, someone will write a letter to the local
newspaper complaining, and the next week we can count
on a response with the following theme: “Would you pre-
fer that they were Russian helicopters?” As if that were the
only alternative! Here’s another example: one man may
learn that an acquaintance prefers ballet to football and
questions the acquaintance’s sexual preferences, as if there
are only two possibilities with such choices. The idea that
there are always two sides to an issue is often wrong —
there may be many other alternatives.

ATTACK THE MESSENGER, NOT THE MESSAGE,

WITH ‘AD HOMINEM'

Finally, we need to examine the fallacy of directing a per-
sonal attack at a person asserting a particular point of view,

and not at the person’s argument itself. This is called the
ad hominem fallacy — Latin for “to the man.” When a
political candidate constantly attacks the character of a
competitor, be suspicious; what a person may or may not
have done may bear little relevance to the issue at hand.
If, for example, Candidate A says we should raise the sales
tax and Candidate B counters that A has had extramarital
affairs, that argument is diverted from a pressing econom-
ical issue to one that will turn into a tabloid feast, doing
nothing to advance the cause of government. Outright
character assassination may be used (“My opponent used
the ‘F" word in grade school”), attacking the circum-
stances of a person’s life (“My opponent attended a segre-
gated high school”) or cheap attempts at humor or
ridicule (“Who can believe a person wearing such ugly
ties?”). A person’s character may be relevant, but that
does not relieve the other’s responsibility of addressing
the actual argument.

Considering these fallacies carefully should lead people
to the somewhat unpleasant conclusion that just because
someone has an opinion, it may not necessarily be a good
one. In a society where we hear that everyone is entitled to
an opinion, this may seem heretical. But I'm not asserting
that people are not entitled to their opinions. Instead, we
need to realize one opinion may not be as good as another
merely because it is claimed to be. Enhance the quality of
your presentation, oral or written, by subjecting your opin-
ions to rigorous scrutiny. Your audiences will be impressed
with the results, and you and others will contribute to a
better informed, more intelligent citizenry. (T')

Jan Rainbird of Irvine, California, is a lawyer and teaches
critical thinking at California State University, Fullerton.

This article originally appeared in the July 1992 issue of this
ragazine.

and remember!

At the Feet of the Masters!

The power and persuasion, the dreams, courage and inspiration—it is all here,
full-length and un-editorialized! These are the most eloquent speeches from
the greatest speakers ever recorded. All original and remastered. Listen, learn

Now Available: Martin Luther King, Jr., John E Kennedy (Volumes 1 & 2),
Richard Nixon, Ronald Reagan, Robert Kennedy, Harry Truman,
Franklin Delano Roosevelt, and Winston Churchill!

Cassettes—$9.95 CD’s—$14.95
Call 1-800-644-2808 - Washington residents add 8.2% sales tax ® Visa, MC, Discover
* Offered by Classical Oratory Dist., PO. Box 283, Issaquah, WA 98027

(Add $3.00 for shipping for every 3 copies)

the Toastmaster  August 1995



First you choke up,
then you gag.

can we talk?

by Carol Richardson

The Sentimental Journey

B [T'S BEEN MORE THAN A DECADE SINCE
the doomed Debra Winger succumbed to
cancer in the film “Terms of Endearment.”
It made a lobby hanky concession one heck
of an idea. I still remember fighting the tears
that I had been warned were inevitable. But
along with the tight throat and moist eyes
came feelings of resentment.

The pathetic sight of someone dying
short-circuited the other issues the movie
raised. In the contest of beautiful-young-
mother-with-tubes-in-her-nose, such every-
day concerns as family dynamics, attitudes
toward aging and marital infidelity could
hardly be contemplated; issues far more ca-
pable than death-by-incurable-disease to
uncover the nuances of human relationships.
The writers had created a complicated knot
of ideas, and rather than untying it, simply
cut it. And manhandled our sympathies in
the process.

Of course, emotional extortion is the lin-
gua franca of popular culture. It is what we
commonly identify as sentimentality. Indeed
the great themes of humanity - life, death,
love, war — are so charged with urgency it’s
no surprise that many who tackle these top-
ics are apt to equate overloaded emotional
circuits with significance, or worse, art.

The appeal of sentimentality is its sim-
plicity. Push the right “hot” buttons, from
furloughed convicts to doe-eyed puppies,
and you're sure to get a swift, predictable
response. Politicians fuel their campaigns
with it. Advertisers sell everything from in-
surance to toilet paper with it. And, alas,
novice speakers often use sentimentality as
a verbal air bag, something to fall back on
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when the blood suddenly vacates the cer-
ebellum as they ascend the podium.

But what engages us in a movie, speech,
or any form of creative communication is the
ability to bring freshness to the subject. We're
exhilarated by a speaker whose ideas startle
us, whose rhetoric takes us in unpredictable
directions, who is, in a word, original.

Now, originality should not be confused
with the provocative. Things outrageous run
the same chance of being hackneyed as
things sentimental, and for much the same
reason. Without a fresh perspective, the pro-
vocative never gets beyond its flashy exte-
rior and risks sinking in its own narcissism.

But creativity doesn’t come easy. Espe-
cially for those of us who had our unconven-
tional impulses squashed, bug-like, by a mul-
tiple-choice education. And most of us aren’t
self-critical enough to edit the prosaic from
our discourse. For many, public speaking is
worrisome enough without compounding it
with the onus of a personal, yet illuminating
perspective. So we opt for the sure-fire crowd
pleaser that is as likely to be ordinary as it is
convenient.

For example, not so long ago speakers
had an almost irresistible urge to pledge their
support for “our troops in the Gulf.” Over-
simplified, albeit popular, appeals to patrio-
tism seem to be the easiest way for a speaker to
ingratiate himself to an audience these days.

Likewise, election years find hopeful
candidates peppering their lectures with
vague paeans to “the American way of life”
and “family values.” Of course, there is
nothing intrinsically wrong with patriotic
feelings or gratitude for one’s country or

tamily. It's the oily resi-
due of self-insinuation that
stains the sentiment.

The problem with senti-
mentality goes beyond its
self-indulgence, however. It
corrupts the very goodwill
that discourse is meant to
engender. Mostly that trans-
lates into boredom. Which
eventually turns to resent-
ment. Platitudes are by their
nature shop-worn and easy
targets for derision. Cyni-
cism and mistrust follow.
And what should be the
most precious of human
qualities, speech, degener-
ates into a looking-glass
world in which hate is love,
poverty is prosperity, and
war is peace. Which is a
whole other essay.

Suffice to say that while
emotion is fine, a little goes a
long way. Use it, if you must,
but beware. As champions of
the spoken word, we have
an obligation to tread lightly
on the mawkish. o

Carol Richardson is a free-
lance writer livingin Laguna
Beach, California.

This article originally ap-
peared in the April 1991 is-
sue of this magazine.
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CoOonnecCt with
an Audience

Ask yourself,
“Why this message,
to this audience,

at this time”?

Editor’s note: The ability to present ideas to
a group is one of the most important assets
an employee can possess. It affords a greater
visibility within an organization and often
leads to promotion.

This article by former Toastimaster and
AT&T executive Anthony W. Salinger, an ac-
complished speaker, presents his approach to
communicating with any type of audience.

11 Ways to

Let ‘em know you're human. Estab-

lish a bond with the audience. Mention
something you have in common: experience,
interests, values, etc. Let the audience know
right away you are glad to be there. Allow
your warmth and sincerity to touch each
person as if he or she were a trusted friend.

Be yvour unique self. No one has lived

your life, experienced your thoughts and
feelings, or dreamed your dreams. Be proud
and confident in how you differ from every
other person. Look for and allow your own
style to develop. Consider how yvou would
like people in your audience to describe you
to someone else. That description is a clue
to your style.

Use stories and human examples. Who

are or were some great storytellers you
admire? Jesus Christ? Aesop? Bob Hope? Alan
King? Uncle Remus? Your minister? Study
their techniques and imitate them!

Perfect your timing. Have you ever

attended a concert, listened to a dra-
matic reading, watched a relay race, or ob-
served a famous comedian? Each of these
experiences demonstrates the value of tim-
ing. Some of the tools of good timing are
effective use of the pause, skillful story line
development and the surprise ending.

How do you develop a keen sense of
timing? Watch the best and analyze what
they do. Read or watch plays. Practice read-
ing poetry into a tape recorder. Listen to a
cassette tape of Reverend Jesse Jackson -
he is a master at using the pause. Think
about creating the unexpected in your com-
munication. Ask yourself, “What would
surprise them?”

by Anthony W. Salinger

Stay informed. A skillful communica-

tor cannot be too well informed. What
are the current topics of interest to your
audience? What unifies them? What's in
the news today? What are some pertinent
facts about the group you will speak to?
About the locale you will speak in? Can
you learn something interesting about vour
host?

Try libraries, bookstores, magazines and
newspapers. Ask questions and keep records
of useful information.

6Let your voice make you friends. Can
you smile with your voice? Have you
learned to use inflection, volume, pitch, tone
and intonation to make your voice sound
warm and friendly?

Listen to the best TV anchorpersons or
talk show hosts. Talk or read into your tape
recorder. Do you like what you hear? Think
about how you want your voice to sound.
Close your eyes and imagine you are an
audience member. Do you hear a friendly,
engaging voice? Practice until you do.

Be flexible - adapt. Your life is one of

the richest sources of speaking material.
Remember, you are unique. No one has ever
seen the world through your eyes. No one
has ever felt your feelings. Whatever you
use, make it your own.
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forward in anticipation of what you have to
say. Don’t be afraid to get excited, even
angry. The audience wants to hear your feel-
ings, your values and what you care about.
Many speakers have excellent material,
fine organization, smooth transitions. What's
often lacking is the richness and variety of
the speaker’s personality. It is important to
talk with the audience. You want them to

|

Take a story that has been told many times.
Change the names of the people, change the
setting and alter the story line. Use your imagi-
nation and the special way you see life and
the world. Paint visual images in the
audience’s mind. Now the story is different.
You've told it your way - it is yours.

8Use variety. Don’t limit yourself to one
subject or style. Think like a professional
— imitate your favorite performers, artists
and speakers. You don’t want people who
have heard you before saying, “He/she al-
ways gives the same speech.”

Since you are gaining new information
and experiences each day, let them be re-
flected in your communication. Try different
introductions. Try humor, material from a
book or reading a poem aloud. Try talking in
a subdued voice, even whisper. Get the idea?

Involve the audience. Invite questions,

give a brief quiz or ask for comments.
Mention something provocative and then
ask, “What do you think?”

1 O Project sincerity. Strong beliefs, en-
thusiasm, energy - these are the
qualities that cause your listeners to lean
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relate to you as a person, not just as “the
speaker.”

To paraphrase a well-known illustration
of the power of the spoken word: “When
Cicero spoke, men listened; when Mark
Antony spoke, they marched on Rome.” Read
Mark Antony’s funeral oration in William
Shakespeare's play Julius Caesar. The words
ring with emotion and with power. (See ar-
ticle on pages 16-24 of this issue.)

1 Practice! Practice! Practice! Do you

think that world-famous opera singer
Luciano Pavarotti practices only once in a
while? Or that former President Reagan gave
his inaugural address but once? Could Rob-
ert Ludlum write best-selling spy novels with
no editing and no revisions?

You see my point. Effective communication
is a highly developed skill. Some of us spend a
lifetime studying, practicing and learning.

As Harry Harrison, former owner of the
Redpath Speaker’s Bureau and the School
Assembly Service and one of the greats in
the lecture business, always said, “No speech
should ever be given the first 30 times.”

Reprinted with permission from the February 1986
issue of Communication Briefings.

“Strong beliefs,
enthusiasm, energy
— these are the
qualities that cause
your listeners to
lean forward in
anticipation of what

you have to say.”
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by William H. Stevenson, 1ll, ATM

A lesson from
Shakespeare in the
art of persuasive speakir

.:‘_Xcoup d’etat. A city in an uproar. A throng

A \of citizens surrounding the capital de-

manding an explanation.
This is how Shakespeare imagined Rome follow-

ing the assassination of Julius Caesar.

The result is well-known. Brutus, one of the ringleaders,
speaks to the mob and sways them to his point of view —
that Caesar was ambitious and a danger to the Republic.
Mark Antony then takes the lectern and changes their
minds. Although fiction, this battle of the orators illus-
trates many of the best techniques of persuasive speaking.
Why is it that Antony succeeds and Brutus fails?

Brutus is not a bad speaker. He had been trained in the
classical rhetoric expected of a Roman and uses it well.
Parallel construction is one of his favorite devices. Why
had he killed Caesar? Brutus replies, “This is my answer:
not that I loved Caesar less, but that [ love Rome more.”

He then combines parallelism with another effective
device, cause and effect, saying: “As Caesar loved me, |
weep for him; as he was fortunate, I rejoice at it; as he was
valiant, I honor him; but as he was ambitious, I slew him.”

We can imagine the build up to the punch line at the
end. Finally, Brutus challenges his audience with a series
of rhetorical questions: “Had you rather Caesar living, and
die all slaves, than that Caesar were dead, to live all freed-
men?”

Like all good rhetorical questions, this one is phrased
so that only one answer seems possible. Brutus continues
his theme, hammering home the point:
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Who is here so base that would be a bondman? If any,
speak; for him have I offended. Who is here so rude that
would not be a Roman? If any, speak; for him have I
offended. Who here is so vile that will not love his
country? If any, speak; for him have I offended.

He pauses for reply and predictably receives none. The
people are convinced. Since a persuasive speech needs a
strong close, Brutus has one ready. He dramatically shows
his audience the dagger he had just used against Caesar
and pledges to use it against himself if it will serve the
good of Rome.

Waiting in the wings with his funeral oration, Mark
Antony must have thought he had a tough act to follow.
Worse, he faced a hostile audience ready to stone him if
he said anything against Brutus. How was he going to
solve this dilemma? First he had to get their attention:
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Friends, Romans, countrymen, lend me your cars!

This has a ring to it. Notice how the first three words
build to a climax — one syllable, two syllables, three sylla-
bles — and the neat metaphorical request for attention
that follows. This certainly beats Brutus’ rather prosaic
introduction: “Romans, countrymen, and lovers! Hear me
for my cause and be silent, that you may hear.” Brutus
says basically the same thing as Antony, but what a differ-
ence in the way he says it!

Once he has the listeners’ attention, Antony knows it
would be unwise to launch into a direct attack on Brutus.
A hostile audience must be moved by degrees. He begins
by seeming to agree with their point of view, calling
Brutus noble and honorable and referring to the conspira-
tors as “all honorable men.” Having put the crowd at ease,
he begins his funeral oration, speaking in general terms of

.



Caesar, a friend “faithful and just to me” but reminding
them that, “Brutus says he was ambitious/And Brutus is
an honorable man.”

Antony now subtly changes tact, praising those attrib-
utes of Caesar that seem to contradict the charge of ambi-
tion. Like Brutus, he knows how to set up his audience for
a rhetorical question:

He hath brought many captives home to Rome
whaose ransoms did the general coffers fill:
Did this in Caesar seem ambitious?

Antony gives them more examples, reminding them that:

You all did see that on the Lupercal
I thrice presented him with a kingly crown,
Which he did thrice refuse: Was this ambition?

Antony’s repeated assertions that “Brutus says he was
ambitious/And Brutus is an honorable man” become
increasingly ironic and biting. The crowd murmurs.
“Methinks there is much reason in his sayings,” one lis-
tener remarks.

But reason isn’t enough for Antony. He wants emotion,
too. Like Brutus he knows the best
way to stir up a crowd is with a
good visual aid, and like his prede-
cessor he has one ready. He pulls
from his toga “a parchment with
the seal of Caesar... ‘Tis his will.”

Caesar loved them, says Antony,
and he can prove it. They, the people of Rome, are his
beneficiaries. He put them in his will and bequeathed
them a rich legacy.

What could be more dramatic than the reading of a
will? (Remember all the murder mysteries that have one
of these scenes?) Of course the people want to hear the
will, but like a good actor and an excellent speaker,
Antony draws out the suspense. He better not read it, he
says. It would make them mad. It would inflame them
against that “honorable man” who stabbed Caesar. This,
of course, is just what he wants, and he finally yields to
their demands. But first, he unveils his ultimate visual aid:
The body of Caesar.

ommanding them to form a ring around the bier,

Antony points out the gashes on the bloody mantle
covering the body. No more talk of honorable men. The
conspirators are traitors. Cassius, Casca, even the beloved
Brutus, who gave him “the most unkindliest cut of all” -
these were men whom Caesar loved. And see how they
repaid him! Calling himself “no orator,” Antony says he
doesn’t have to be one, because every wound on Caesar’s
body speaks for him. They are the “poor dumb mouths”
that cry for revenge!

“The goal of a persuasive
speech is to achieve a
state of ‘logic on fire.””

Now that the crowd is suitably aroused, Antony reads
the will, revealing that Caesar gave each of them money
(“seventy five drachmas”) and left his walks, arbors and
orchards to the city of Rome for their recreation. He con-
cludes with an eminently quotable finale, “Here was
Caesar! When comes such another?”

The audience responds, tearing out after the conspira-
tors in a fury. Antony has won the battle of the orators.

Why does he win? First, because he combines reason
with emotion. There is a saying that the goal of a persua-
sive speech is to achieve a state of “logic on fire.” Antony
achieves this. Whereas Brutus gives his audience a reason-
able discourse, Antony gives them reason and emotion.
Brutus’ only effort to arouse emotion (flourishing a dag-
ger) pales besides Antony’s waving the bloody mantle of
Caesar and reading a mystery will.

econd, Antony gives the people concrete examples.

He offers specific proof that Caesar was not ambi-
tious: He had three times refused the crown, he used his
wealth for the good of Rome, and he made them all his
heirs. In contrast, Brutus never backs up his claim with
evidence. He says, in effect, “Caesar
was ambitious. Take my word for
it.” That's a weak argument in the
face of evidence.

Finally, Antony has a better turn
of phrase than Brutus. It is no coin-
cidence that the former speaks in
verse while the latter speaks in prose. Despite his claim to
be a “plain, blunt man,” Antony’s oration shows him to be
something of a poet. He uses his eloquence to start the
audience thinking and then to whip them into a fury.
Both men understand the art of rhetoric, but Antony is the
more imaginative and captivating speaker.

The great irony of all this is that Caesar actually was
ambitious. In fact, he had been in the capital that morn-
ing only because the conspirators had assured him the
senate would crown him king. If Brutus had pointed this
out, and if he had compared Caesar to other adventurers
who had destroyed republics, and if he had described in
harrowing terms what it would be like to be a slave to
such a monarch — who knows? Perhaps it would have
been Brutus who emerged triumphant and Antony who
was driven out of town.

Not all of us will have a chance to save a republic from
collapse or stave off a coup d’etat. But we all can learn some-
thing from the battle of the orators in Shakespeare’s Julius
Caesar to help make our own speeches more persuasive. @

William H. Stevenson, 1ll, ATM, is a member of Toastmaster
Singles 6201-48 in Huntsville, Alabama
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“Mukc it Persuasive,” the manual
says. Now you're sitting down
to write a persuasive speech. That
doesn’t sound too hard. After all,
most of us view persuasion as hav-
ing a simple premise: “If we show
someone why it makes sense to do
something, they will do it.” Right?

Maybe.

We human beings are complex
creatures. We have a lot going on in our heads. Sometimes
a carefully constructed argument by a good speaker can
persuade us that changing our views or taking an action is
to our own benefit. But sometimes a really good speaker
can sit back, relax and make us persuade ourselves.

TWO VIEWS OF PERSUASION

Most of us like to think we are intelligent, reasonable
people. We have goals we want to accomplish in life, such
as staying healthy or raising good kids. We have a set of
personal values and beliefs, usually based on religious teach-

A really good speaker
can sit back, relax,
and make us

persuade ourselves.

Now consider the reaction of a
particular audience member, John
Smith. John owns a car and thinks
saving money is a good idea. After
hearing your speech, John might take
some time over the weekend to check
his car’s tires. The information from
the speech will have prompted him
to perform a specific action consis-
tent with his goals and beliefs. Your
persuasive speech worked... so it must be true that our beliefs
guide our actions!

But is it always true? What if the persuasive intent of a
speaker is so completely outside the experience of an audi-
ence that they have no established goals or values in that
area? Would John take the same amount of time out of his
weekend to compare the quality of two tutus after hearing
a speech about ballet?

When thinking about our own lives, we realize that some-
times our system of goals and values applies perfectly to a
situation and sometimes it doesn’t. When presented with

Exploring The Subtleties of

PERSUASION

ings or the “school of hard knocks.” We choose our behav-
iors and actions to reach our goals while staying within our
values. In other words, our beliefs guide our actions.

Most of us would laugh at the idea that a so-called
“persuasive” speaker could change any of our core beliefs
or values, or could coax us into actions that would hinder
our progress toward our goals. So speakers developing per-
suasive presentations must present the audience with a
suggested course of action that will help them accomplish
their goals while remaining consistent with their beliefs.

Let’s say the topic of your persuasive speech is “Why you
should check the air pressure in your car’s tires.” Your goal is
to persuade the audience to check their tires for proper infla-
tion. You might analyze an audience and determine that one
of their goals is to save money, and one of their beliefs is that
good automotive maintenance will help them save money.
You suggest the specific action of checking tire pressure as a
way to improve tire life and forestall the need for expensive
new tires. Voila! Your recommended action will be very per-
suasive to an audience of automobile owners
interested in saving money.
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information from a speaker, we sometimes know exactly why
we react a certain way, but sometimes we really have no idea.

The key to understanding the difference lies in the way
we humans create new values and goals in unfamiliar situ-
ations. When confronted with a situation that doesn’t fit
our existing value and goal system we obviously can’t use
our values or goals to direct our actions. So we do the
opposite! We act, we think about our actions, we observe
how others react to our actions, and then we decide what it
meant to us. In such situations, therefore, we don’t figure
out how we feel about something until after we've already
done it. In short, the flip side to human persuasion is that
sometimes beliefs don’t guide our action — sometimes our
actions guide our beliefs.

For example, let's say John's wife Jill is invited by a
friend to an environmental rally in favor of saving the
long-necked whoopwopper, a fictitious endangered species
of bird. Jill has nothing better to do so she attends the rally.

Jill has never been to an environmental rally, has never

by Mark Boylan

heard of the long-necked whoopwopper, and
she certainly has no opinion about the value

__—




of the species. At the rally everyone enthusiastically talks of
saving the bird, and several acquaintances comment to Jill
that they are glad she came and tell her how much her
support is needed. A week later John asks Jill how she feels
about saving the species. Even if Jill can’t remember a
single positive thing anyone said about the bird itself,
chances are now good she has taken a position in favor of
saving the bird simply because she attended the pro-
whoopwopper rally.

What went on here? Remember that when confronted
with an unfamiliar situation we humans tend to look at our
actions, observe how others feel about our actions, and
then decide what our actions meant. Jill did go to the rally
and people commended her action. The logical conclusion
she draws from the experience is that she must be pro-
whoopwopper... otherwise why would she have gone to
such a rally? In other words, because of her actions, she
persuaded herself that she had certain beliefs!

How can a speaker take advantage of this little-recog-
nized component of human persuasion? There are three
ways:

1. Get your “foot in the door.” salespeople
know that if a potential customer can be per-
suaded to make a small initial purchase or com-
mitment to an idea, it is much more likely that
the customer will agree later to a larger pur-
chase or commitment. The customer per-
suades himself that he supports a cause or
values a product because of his past
actions in favor of it. The act of at-
tending a rally is a small action that
predisposed Jill toward agreeing to

take future actions in favor of the
whoopwopper. Who knows?

Soon she might be volunteer-

ing time to staff a booth!

As a persuasive speaker advanc-
ing a point of view, you might ask vour audience to
accept a bumper sticker or wear a button supporting your
issue. If they agree to something small at first, chances
are they will be much more receptive to additional re-
quests in the future.

Naturally, the “foot in the door” strategy doesn’t always
work. Perhaps the action you're asking an audience to take
may conflict with one of those values and goals mentioned
earlier — perhaps some of your audience members hate
bumper stickers! Or maybe others feel coerced into taking a
bumper sticker because you insisted. Reasons like these
might prevent an audience from staying receptive to your
future requests.

2. Give your audience a “push.” If audience mem-
bers have an existing predisposition toward certain beliefs, a
speaker can work to persuade them to make even stronger
commitments toward those beliefs. In other words, some-
times you can persuade audience members that they feel
more strongly about something than they thought they did.

“Pushing” an audience toward a stronger commitment
in their beliefs is done by asking audience members to
publicly state one of their beliefs in front of others. When
someone states their views in front of other people and is
praised for doing so, they tend to mentally reinforce the
importance of those views in their life - they persuade
themselves that they feel more strongly about an issue than
they thought they did.

As a persuasive speaker trying to develop deeper audi-
ence commitment toward a subject, you might consider
working into your presentation an interactive segment

The two theories of

where audience members are asked to state their views in
front of the rest of the audience. If the individual receives
positive feedback that she sounded sincere, that others
share her beliefs, and that she expressed her beliefs well,
chances are the individual will leave the meeting with a
stronger commitment to the view than when she came.
“Pushing” also can be used to persuade audience mem-
bers to take more extreme positions in line with their
general beliefs. For example, perhaps John Smith values
regular preventative automobile maintenance as a way to
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keep his car running well. He states his view that “I need to
keep my car running well to keep repair costs low and to
prevent smog.” The speaker praises him for his views. Con-
sider John's reaction if the speaker then describes a pro-
posed community program to require regular automotive
maintenance by car owners as a means of smog control.
Since John's personal values include good automotive main-
tenance as a method of smog control, he may be inclined
to expand his view beyond its original scope to say, “Every-
one needs to keep their cars running well to keep costs low
and to prevent smog.” John will have persuaded himself to
adopt a position broader than the one he came in with.
You can’t “push” just any audience. Generally, the audi-
ence must be somewhat homogenous or partisan toward
an issue. It is relatively easy to encourage church members
to work toward greater adherence to religious teachings, or
to persuade a group of Toastmasters into striving for public

[ human persuasion?

speaking excellence. Try switching the audiences, though,
and see what a mixed reaction you will get!

You can’t “push” just any issue, either. A message in line
with a person’s goals and values will be received more
positively than one that violates a cherished belief, or one
that will stall progress toward a goal. Perhaps one of John’s
beliefs is that government already has too much say in
people’s lives... so he might not agree with a community
car maintenance program even if it supported his belief in
regular car maintenance.
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You also can’t “push” too far. While Jill might be per-
suaded to expand her belief to include protection of all
endangered birds, that doesn’t mean she can be persuaded
to adopt an extreme position, regardless of whether it is in
line with her original belief. Jill might agree to send out
pamphlets to save the whoopwopper, but she probably
won't agree to sabotage bulldozers to save their habitat!

3. Persuade using audience emotions. It sounds
funny but it's true: sometimes we don’t know how we feel
about something until we try to figure what our emotional
symptoms meant. We sometimes use our behavior to infer our
emotions.

Consider how many possible interpretations there are
to these emotional symptoms: blushing, sweating, loss of
appetite, crying or any of a dozen others. There is no one-
to-one correspondence between an emotional symptom

and what it must mean - so we invent
one! When John first met Jill he
couldn’t eat for two days. From that
he concluded that he must really
like her. Jill once felt emotion-
ally “empty” inside so she de-
cided to treat herself to a banana
split and a movie. From that she
and her mother decided she must
have been depressed.
Sometimes it is only after we
experience an emotional state
that we decide what it all meant,
using our experience and cues
from those around us. “I yelled
and cursed, so I must have been
angry.” “I blushed and cried so |
must have been embarrassed.”
As a persuasive speaker, you can use
this principle to persuade an audience. For
example, perhaps Jill coaches a pee wee base-
ball team. Before a big game, one of the young boys is red
faced and trembling. How does he feel? Chances are he
doesn’t know yet. Maybe the other kids will tell him he
looks scared. From then on the boy might associate “red
faced and trembling” with “being scared.”

But maybe Jill can remark to the boy that he looks like
he is excited, and he must be ready for the game. From then
on the boy might associate “red faced and trembling” with
“excited and ready for the game.”

Even Toastmasters are told to take their “pre-speech
butterflies” and to “make them fly in formation;” or to

Continued on page 27



Speech Satari

B YOU ARE A TOUR GUIDE FOR AN AFRICAN
Safari. Twenty tourists are waiting for you as
you drive up to a hotel in a very large jeep.
You stop and tell the anxious tourists to

Give the audience
a map of your
speech and they

won't get lost.

by Kim L. Whiteside

“hop in.” How many will go?

I'd venture to say very few. Why? Be-
cause you haven't told them where they are
going. But hold on. Let’s take this scenario a
step further.

Six out of the 20 tourists get in the jeep.
You drive around and point to things of in-
terest here and there. You give them general
information about what they are seeing, and
you continue to drive. How many of the six
tourists are absorbing what you're saying?

Again, probably only a few. Why? Be-
cause you haven’t mapped out their course,
and for all they know, there may be danger
ahead. They have no idea where they're go-
ing, nor do they know how the sights they
are seeing relate to one another. So what's
this got to do with speeches? Everything!

Just like those tourists on safari, your
audience will be happier if they are informed
of the itinerary. Otherwise, they may spend
their time wondering, “Where is he going
with this?” “What point is she trying to
make?” Or the dreaded, “I don’t get it.”

When we give speeches, we should think
of ourselves as tour guides. Somewhere in
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the opening commentary, we should let
the audience know the purpose (or desti-
nation) of the speech and the major points
(or route) we will take to get there. This
way, the audience can follow along and
understand how the different parts of our
speech fit together to accomplish the ob-
jective. Sounds simple enough, but how
many of us do it?

You can use several techniques to guide
the audience through your speech. The first
is to tell them up front where you're going.
For example, you could begin by saying “To-
day I'm going to share three schools of
thought: The Libertarian Theory, The Social
Responsibility Theory and the Wanton Dis-
regard for Any Theory Theory.”

When you introduce your main points to
the audience, you prepare them for what's
to come. As a result, they are receptive to
your points as you make them. In essence,
you've given them a road map.

Another guiding technique you can use
is transitions. Transitions from major point
to major point signal the end of one path
and the beginning of another. Going back
to the Safari guide example, let's say vou
are driving your tourists through a fairly
open area of land. Suddenly you come to a
fork in the road. Without acknowledge-
ment, you veer right onto a bumpy, plant
encroached area. Without adequate prepa-
ration, some of the tourists may become
nervous and wonder if you are going the
right way. They may question your cred-
ibility as a guide.

This confusion can be avoided by an-
nouncing your turn. Let the audience know
you're changing directions, and they’ll sit
back and leave the driving to you.

Now, let's switch roles. Ask yourself
how you would like to remember a safari
trip. Would you take pictures? Record a
video? Keep a journal? You probably
would want something to remind you that
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you were there. As a speech maker, you
can provide this service to your audience
at the end of your speech simply by re-
viewing the journey.

By summarizing the main attractions, you
give the audience a sense of closure and
completion. Instead of abruptly whisking
the tourists back to their hotel before they
realize what’s happening, make it a more
memorable experience by reminding them
of what they saw on the tour.

In speech making, a summary is cre-
ated by restating the main points and con-
cluding the ideas presented. This wrap-up
technique gives the speaker a second op-
portunity to make her points and allows
both speaker and audience to feel as though
they have come full circle.

One of the keys to successful speech mak-
ing is giving the audience a map or itinerary
of your presentation by using guiding tech-
niques at the beginning, middle and end of
the speech.

And remember this old tour guide adage:
“Tell ‘em where you're gonna take ‘em, take
‘em, and then tell ‘em where you took ‘em.” @

Kim L. Whitesideis a member of Towers Talkers
Club 7047-24 in Omaha, Nebraska.

“When you
introduce your
main points to the
audience, you
prepare them for

what’s to come.”
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ow to Be a Friend In D

Doing something small is better than doing nothing at all.

fter Olympic ice skater Nancy Kerrigan was bru-

tally bludgeoned on the knee at Cobo Arena in

Detroit last year, she returned to the sanctuary of
her family and home near Boston to mend. Her knee
healed relatively fast - the emotional trauma took longer
to conquer. However, she was helped tremendously by the
great emotional support of thousands of people. Friends as
well as strangers sent letters of encouragement. By the
time Kerrigan arrived at her home, she was greeted by a
stack of cards and letters on the hall table, some with
envelopes decorated with children’s drawings. Kerrigan
read aloud from one of the letters: “We are so thankful
you weren’t harmed. We both know how difficult it can
be to live in the public eye.” It was signed by Nancy and
Ronald Reagan.

As a result of that outpouring of support, Kerrigan was
able to deal with the psychological scars as well as the
physical injury. When suffering is shared by others, the
impact is reduced to a manageable level. That is why it is
important to reach out when someone is experienci
crisis or trauma. Here are six simple but effective w
be a friend in deed to a friend in need:

Offer a “half-straw.” Many times p

hesitate to act and help because the pr
lem looks large and intimidating. They f
their assistance will make no differene
Offering a “half-straw” is a recognitig
that doing something is better t
doing nothing at all. This was a le
learned by Helen through her tee
age daughter Lisa. Helen had spent
the day touring nursing homes for
her father who suffered from Alz-
heimer’s disease and could no
longer care for himself. The
experience was emotionally
draining and she returned
home that evening quite dis-
couraged and depressed. A
phone call during dinner
brought her more bad news:
Her eldest son had been
hurt at work and was in a
hospital halfway across the
country. Dinner was taste-
less. Afterward, Helen was

greeted by water all over the kitchen floor, caused by a
leaky dishwasher.

Consequently, she sat down and began crying hysteri-
cally. Her daughter came running to see what happened.
Between sobs Helen explained that the dishwasher was
broken. Shaking her head in disbelief, Lisa said, “The
dishwasher isn't worth all those tears.” Helen responded:
“It's the straw that broke the camel’s back.” She went on
to explain the events of the day. Lisa pulled out a towel
and started soaking up the water on the floor. “I don’t
know if I can handle a whole straw, but I can
take a half straw,” she said simply
but eloquently.

That was a powerful
insight for Helen
who says:
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ed to a Friend In Need

“The half-straw Lisa offered was enough. Somehow my
problems seemed smaller — | knew I'd find the strength to
handle them.”

Today, Helen doesn’t hesitate to help others. “In the

' past, when friends and family members seemed over-

| whelmed by their problems, I'd feel helpless,” she says. “I

! knew I didn't have the resources to solve the problems, so

f I'd do nothing. I did not understand that sometimes offer-
ing a “half-straw” can give someone enough support to
survive a struggle or deal with suffering.”

Listen more; speak less.

As soon as you hear that
a friend is suffering,
offer the gift of
your presence.
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by Victor M. Parachin

Say very little and do a lot of listening. If you must speak,
offer brief words of comfort and consolation. Do not use
a friend’s trial as an opportunity to advise, counsel, teach,
admonish, scold, castigate or judge.

Terri, a woman who experienced two miscarriages within
a short period of time says, “After each one, I received all
kinds of advice from friends, family and co-workers. Most of
it was useless,” she says. “When you come to see women in
my situation, be supportive and allow us to speak openly
about our feelings. Resist the urge to recite stories of your
loss. We don'’t want to hear about it. This was our loss, and
we want to experience it in our own way.” Terri urges
friends to suppress the urge to offer trite clichés such as: “It
was for the best,” “It wasn’t meant to be,” “At least you can
get pregnant again,” or “You're young, you can try again.”

embarrassment. When a person is forced to declare
bankruptcy, is abandoned by a spouse, is laid off or fired,
there are often feelings of humiliation. Do not abandon
your friend in time of trouble. Be loyal. Stand by your
friend. In doing so, you will minimize the sense of
shame while creating the emotional climate for self-
. respect to grow and flourish. “Real friendship is
_ shown in times of trouble; prosperity is full of
ends,” wrote ancient Greek writer

pides.

3“0 loyal. Some problems cause deep shame and

2 Give practical assistance. You
don’t have to be a trained coun-
1 clinical psychologist to help.
you see a need, meet it. How?
Crawford, 73, was recently
ed in a magazine as “one of
‘nation’s most dedicated vol-
teers.” The Vermont great-
randmother gets up at 5 a.m.
ach day to drive to the homes
of several elderly neighbors,
whom she helps bathe or
shower and then prepares
breakfast. “Older people like
to remain in their own
homes,” Crawford explains.
“I saw a need to help some
of them.” In the afternoon,
she returns to do laundry,



vacuum, go grocery shopping or take someone to a med-
ical appointment. After spending part of the evening with
her husband, Walter, she bakes bread. “1 do about 100
loaves at a time,” she says. “The next day, I take them to
the people T visit.” At 73, her philosophy is simple and
sound: “We only pass this way once, and while we're here
we should do all the good we can.”

Help in spite of the inconvenience. Helping another
5per50n can be costly. It takes time, effort and energy
to reach out and help lift a burden. Sometimes it is diffi-
cult and inconvenient to respond
when a need arises. Yet, the effort
makes a difference in the life of the
person receiving the support.

A career army officer in California
once rearranged his entire work
schedule to attend the funeral of his
best friend’s father in New York.
“Can you imagine,” the grieving
friend confided to family members,
“my college roommate flew all the
way from California at his own
expense to be at father's funeral. I'll
never forget that!”

and do a lot of listening.”

6Remember the stranger. Help

should be extended beyond the immediate circle of
family, friends and colleagues. True caring always transcends
the circle of familiar people and responds to individuals in
pain whoever they might be. Consider the glowing example
of a young woman who wrote an advice columnist asking
for help to thank a stranger who treated her with profound
kindness. “I will remember him for the rest of my life,” the
young woman declared. This is what had happened:

“...offer the gift of your

presence. Say very little

In the spring of her final college year she flew from
California to Washington state to be interviewed for
admission to a veterinary school. She had two hours from
her arrival at the airport until the time of the interview.
Upon landing she went directly to the rental car agency's
desk where she planned to pay for the car with her credit
card. She had carefully mailed her monthly credit card
payment five days earlier so her new charges would clear.
To her shock the credit card transaction was rejected. She
had no other form of phymcnt. Furthermore, she was
planning to pay for her motel room with the credit card.
The young woman was stranded at
the airport with no money. Crying,
she raced to a phone booth and
called her roommate in California.
While she was still on the phone, a
gentleman came up to her, tapped
her on the shoulder and handed
her a one hundred dollar bill. Then
he disappeared. That anonymous
benefactor not only enabled her to
arrive on time for the interview,
but made it possible for her to enter
veterinary school.

Sharing someone’s burden not
only helps them, but it can give
you satisfaction of knowing that
you made a positive difference to a hurting person.
Although the assistance you give may not resolve the
problem completely, the load is lightened so that life can
be lived with more hope and less fear. (T

Victor M. Parachin is a freelance writer and frequent con-
tributor to this magazine. He lives in Virginia Beach,
Virginia.
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Exploring Persuasion
Continued from page 21

change the label of the emotional
symptom from “nervous” to “excited
and ready.”

Remember, individuals use their
behavior and cues from the behavior of
others to infer the nature of their own
unexplained emotions. 1f the young
baseball player feels that the expla-
nation he is given is consistent with
his emotional symptoms, he is likely to persuade himself to
accept the label of his emotional state. As a “persuasive
speaker” talking to her “audience” of young baseball play-
ers, does Jill think the label “scared” or “excited” is of most
value to the boy and to the team, and to the way they think
about each other?

Now you've seen two theories of human persuasion:
that our beliefs guide our actions, and that our actions guide
our beliefs. How can you, as a persuasive speaker, know
when to use which theory?

In general, the more important and familiar a topic is,
the more likely it is that an audience will have analyzed it

“Sometimes you can
persuade audience members
that they feel more strongly
about something than they

thought they did.”

and established a set of goals, beliefs
and values around it. In such a situ-
ation, an audience will be receptive
to a speaker who can identify spe-
cific choices and show why they are
consistent with goals and values held
by the audience. (Our beliefs guide
our actions.)

On the other hand, the less fa-
miliar and less important a topic is,
the less likely it is that the audience
will have given any thought to it. In
those instances, audience members are very likely to evalu-
ate their actions and the reactions of those around them
and then label emotions and form values and goals based
on their observations. (Our actions guide our beliefs.).

As a persuasive speaker, your job is to inspire your
audience to take action. Sometimes you can do that by
persuading them that the action is in their own best inter-
est. But don’t forget... sometimes you have to let the audi-
ence persuade themselves! (T]

Mark Boylan is a member of Rise and Shine club 3505-15 in
Idaho Falls, Idaho.
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1169-TT CA residents add through yout Clubis account, Cakforia residents a0d 7.75% sales tax
I T75%salestax ____ City State/Province Send 10: TOASTMASTERS INTERNATIONAL
1169-F P.O. Box 9052, Mission Viejo, California 92690 U.S.A.
L3 TOTAL Country Zip Code (714) 858-8255 e Fax: (714) 858-1207
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They won’t throw
tomatoes...but it
will probably hurt

just as much.

by Marjorie Brody

how to

our worst nightmare is about to come
ytruc. You have just completed your
presentation thinking that it went pretty
well and now you're gearing up for the final
phase, the question and answer period.

You're looking around the room, hoping
to see a smile, a friendly face, a sympathetic
someone with a raised hand. But that’s not
what appears in front of you. Instead, you
begin to sense hostility. No one is smiling,
and the first question just about knocks your
breath out. Your stomach falls to the floor as
your try to think of the right answer, but as
vou begin to hem and haw and sweat, your
audience begins to leave the room.

But, wait. Let’s backtrack for a minute.
Could you have saved this situation? What
steps could you have taken to make sure vou
were prepared for this “worst case” scenario?
All too often, a dynamic speech is ruined by
a poor performance during those crucial last
minutes of the presentation when the ques-
tion and answer period is held. And the
usual reason for this is simple — poor prepa-
ration, or no preparation at all. Many speak-

ers feel so confident about their subject that
they believe they will be able to “wing it”
successfully at the end. In more than 20
years of experience as a speaker and trainer,
[ rarely have found this to be true.

Although you cannot plan for the ques-
tion and answer period as precisely as you can
for your own presentation, you can be pre-
pared and know how to cope with a hostile
audience. Here's how to prepare for a question
and answer period — whether your audience
members have their teeth bared or are smil-
ing at you.

BE PREPARED

Know your subject, and know it cold. Noth-
ing will be found out quicker than a speaker
who doesn’t know what he or she is talking
about. Your preparation should include an-
ticipating who will be in the audience, what
questions they are most likely to ask and why
they will ask them. This is common practice
for lawyers preparing witnesses and essential
procedure for politicians before a press con-
ference or debate. Some questioners will
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attempt to put you on the spot as they try to
show off their own knowledge or impress
their boss or co-workers. By learning about
your audience in advance, you can be pre-
pared with information to help reinforce your
message. Of course when speaking before a
large group, it may not be possible to antici-
pate what you will be asked. But as long as
you know at least as much, if not more,
about your subject than your audience does,
your confidence level should carry you safely
through even the roughest interrogation.

KEEP IT SHORT

Even though you have a wealth of informa-
tion to share with your audience, don't for-
get that the “Q & A” period is not the time
for a lengthy discourse. Answer the ques-
tioner as briefly and succinctly as possible.
Save some information for follow-up ques-
tions. With a long-winded response you run
the risk of boring the rest of the audience. If
you feel it is appropriate, tell your ques-
tioner you will be available after the presen-
tation to give a more detailed answer.
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DON’'T GET DEFENSIVE

If a questioner asks you something you don't
know, never, ever try to bluff you way
through. 1 guarantee you’ll be found out.
The best answer is an honest one. Simply
say, “I don’t know the answer to that ques-
tion, but I will find out and get back to you
if you give me your name and address at the
end of this session.” Then make sure you do
follow up. An honest answer may not neces-
sarily calm a hostile questioner, but you will
look good in the eyes of the rest of the
audience. Here are some tricks to diffuse
hostile questioners:

B Rephrase the question before answering -
this gives you some extra time to formu-
late your response.

B Use the question as a way to reinforce
your views.

B Instead of getting defensive, use humor
or a short anecdote to lighten the mood.

m If you can’t answer exactly what you were
asked, talk about an aspect you do know
about.

m Don't take hostility personally —and don't
let the situation get out of hand. Stay
calm and focused and above all, be cour-
teous to the questioner.

MAINTAIN CONTROL... AND KEEP

YOUR COOL

All successful question-and-answer periods
have something in common: The speaker
maintains control of the room. You don't
want to appear stern or unapproachable,
merely in control. This requires you to be
prepared and to use finesse when answering.
Use this time as a chance to get to know your
audience better, to share useful information
with them and to let them get to know you.
A successful question and answer session helps
you end your preparation on an upbeat note.
And when you've learned to deal successfully
with hostility, both your audience and you
will be winners. o

Marjorie Brody is president of Brody Com-
munications, Ltd., a communications con-
sultancy specializing in presentation skills
training in Elkins Park, Pennsylvania.

LB

“If you can’t answer
exactly what you
were asked, talk
about an aspect you

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

DTM

Congratulations to these Toast-

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

G. M. Patel, 3686-F
John Angiolillo, 6851-
Michael W. Zakis, 3198-3
Jim Wolak, 6350-3
Robert Dominguez, 5232
Karen L. Butler-Moore, 4687-6
Robert R. LaDu, Jr., 6986-7
James Schwarz, 4431-8
Christopher W. Turner, 5927-9
Samuel Allen Cooper, 2339-11
Richard L. Burton, 7566-11
Frank M. Cook, 5247-12
Kathryn E. Starr, 5247-12

Glen Biesinger, 6470-15

Selwyn M. Julien, 2240-18
Karen Kidwell Spangler, 2707-18
Peter Alan Harris 7728-22

lane L. Fosdick, 2177-26
Gregory Lee Lawson, 8695-26
Charles H. Hall, 1786-27
Francine R. Clark, 3356-27
Cindy Bath, 2902-34

Patricia L. Lambrecht, 4283-35
Geraldine |. Whitley, 693-36
Michael A, Zier, 4036-36
William T. Powers, 8984-36
Jack M. Swagerty, 7475-39
Marcia T. Barney, 2946-37
Roberta White Battle, 7489-39
Patricia L. Fong, 7489-39

Julie Giedd, 224-41

Marlene R, Keam, 577-42

Ivan Halvorson, 5107-42

Betty Farmer, 4219-44

Irving Peter Weston, 4545-46
Donald R. Abramson, 4864-46
Donald L. Avery, 9443-47
Donald W. Mackenzie, 1484-53
Caroline Powers, 8322-56

Jean A. Campbell, 8290-61
Joyce Benedict, 7142-63

Lynne Quaye, 313-64

Robert McDowall, 1419-64
Wm Bruce Macdonald, 9274-64
Jill Knight, 6686-69

Diane Warr, 8967-69

Les |. Hewelt, 1542-72

Elizabeth Eccles-Smith, 6684-73
Rosemary Ursula Dirmeik, 1834-74

ATM Silver

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

Christopher M. . Hopper, 4790-1
Mary Lee Madison, 1918-3
Alvin H. W. Lo, 2943-4

Barbara Atkinson, 7168-4
Hakim Sanaie, 7380-4

3091-7

Rashelle Turner
Mary Chisholm, 6525-7

Cathy A. Campbell, 1127-11
Violet Gillen, 4062-12

Subhash K. Bhardwaj, 833-14
Kenneth G. Breedlove, 4101-16
Merrold Blair, 6443-19

E. Diane Laub, 717-20

James O. Ajuziem, 9391-23
Margaret A, Cranson, 2429-26
Art Kelly, 6490-27

Paul O. Honomichl, 3553-29
Julian T. Stone, 8653-31

Malik Rashid, 8653-31

Jon S. Greene, 3799-39

W. Maclean, 1131-42
Deborah P, Swanson, 1440-42
Susan Iwanski, 3188-46
Deborah ). Everitt, 7696-50
Caroline Powers, 8073-56

Jack Gillespic, 831-64

Marian Lamanna, 5659-65

A. Hays Town, lll, 2455-68
Nora Kathryn Duncan, 4715-68
Elizabeth Morris, 3844-69
Hazel Lyn Jeary, 6310-69
Duane . Bishop, 8123-70
David M. Patton, 4030-72
Desmond L. Mortimer, 1050-73
Rod Taylor, 2444-74

ATM Bronze

Congratulations to these Toast-

masters who have received the
Able Toastmaster Bronze cer-
tificate of achievement.

John Angiolillo, 6851-F
David Alan Berkowitz, 46-1
Richard Bailey, 9509-2
Danny Smyers, 5182-3
Margaret B. Fagetti, 3012-4
Patricia Sanders, 2397-7
lean Marie Inabinett, 283-8
Robert L. Fornesi, 1475-12
Charles Weck, 7213-12
Jerry Bundy, 5803-14

Judge W, Houston, 5803-14
Sylvester Singleton, 5803-14
Diane K. Norton, 5864-14
Edwin G. Stanfield, 1443-18

R. W. Smith, 8938-19

Rick Barnes, 965-21

Mary Anne D. Wiley, 392-22
Harold Bryon Wilson, 4362-24
Anita K. Lewandowski, 8346-24
Bonnie M. Peterson, 2554-26
Lora |. Maes, 3413-26

Susan Lee Crafton, 8539-27
Beryl Adkisson, 5625-29

Sarah Weinstein, 1074-31

Stan Hammer, 7342-32

Edda R. Bevilacqua, 80-33

Bob Mitchell, 970-33

Edwin D. Reid, 2953-35
lohnny Rodriguez, 5198-36
Tom Johnson, 661-37

Candise S. Clark, 5108-39
Lorenzo R. Cuesta, 5108-39
Jack M. Swagerty, 7475-39
Geraldine Ray, 4018-41

Gloria Fedorchuk, 5847-42

Joe Robert Snow, 5193-47
Karen Dugan, 6084-47
Gregg Timmons, 9790-50
Dunstan Chan, 2936-51
lohn W. Connors, 931-53
Norman L. Miller, 1931-5
John H. Powers, 79-54

3

lack S. Ragsdale, 1196-54
Henry C.K. Chang 2243-56
Karen Monsen, 4555-56

Sue Dulaney, 6482-56
Steven Britton, 3726-60

D. Alan Jones, 8290-61

R. C. Alt, 5123-65

Frank P. Connelly, 2661-66
Lorraine M. Walker, 2477-69
Donalda Butler, 2716-70
Alan Northcote, 3511-72
Alan James Hood, 3717-73
Wilson Ng, 2100-75
Carmelita L. Piramide, 5406-75
Alberto G. Galano, 5703-75
Fritz V. Quinanola, 5406-76

ATM

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

George T. Dore, 1300-F
William Whitmore, 5410-F
Christopher K. D. Leong, 8462-F
llja Kraag, 8735-F

Jack Roberts, 5942-1

A. Woodward Ching, 4470-2
Emmanuelle C. Hager, 4739-2
John W. Krester, Jr., 5318-3
Jerry Dolyniuk, 5641-3

Ernesto Basurto, 8546-3
Yolanda P. Konopken, 9258-3
Charlotte Montandon, 3572-4
Wayne Lee, 6763-4

Debra S. Atherton, 593-5
Michael Middlemas, 7872-5
Gerald Agrimson, 560-6
Barbara E. Saetke, 958-6
Barbara K. Iverson-Roesler, 4179-6
Jan McNallan, 4535-6

Diana Garrity, 4677-6

Levi Young, 6042-6

L. Lynn Lufbery, 6340-6
Michelle L. Sawyer, 6348-6
Ken Evans, 678-7

Shane F. Reinpold, 775-7
Marilyn H. Rempfer, 1215-7
Don Wales, 1933-7
Kent F. Haskard, 8427-7
William A, Shelton, 8656-7
Susan G. Brenner, 9474-7
Barbara . Hawk, 51-8
Matthew Ciotti, 51-8
Rachaelle A. Lubinski, 394-11
Ralph Rath, 694-11

L. Joanne Renselle, 5332-11
Julie Eisner Guy, 5581-11
Michael R. Montgomery, 6208-11
Kurt L. Schwaninger, 6970-11
Goldialu G. Stone, 7116-11
Lois |. Johnson, 7116-11
7566-11
Patrick |. Hennessey, 1124-12
lefi Fuller, 1475-12

JoAnn Krugel, 8704-12
Roderick C. Stoneburner, 8704-12
Faye Pirnay, 1411-14

Barbara |. Leissner, 2520-14
Thomas M. Lockman, 2520-14
Myra McElhaney, 5990-14
Phillip B. McElhaney, 5990-14
Virginia Bailey Sink, 5990-14
Mildred A. North, 7424-14
Mercedes F. Walker, 8331-14
Gail C. Payne, 4281-16

LeRoy Hendren, 9183-16
Ramona Marotz-Baden, 3175-17
Franklin M. Robinson, 3689-18
Daniel ). Burkey, 380-19

Hal Dendurent, 684-19

D. Dean Johnson, 8641-19
Clive Parker, 2590-21

Michael A. Yusko, 3486-21
Geraldine M. Warnke, 6246-21
Jan W. Bobrowski, 6246-21
Pepe Romero, 7732-21

Joyce West, 8721-21

Kristi Nielsen, 9453-21

Brad Cook, 4664-22

David M. Temming, 5664-22

Suzanne B. Conaway, 897

B. Sue Carboni
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RoMay Sitze, 4509-23
Marylen R. Lipskey, 6169-24
James E. Millsap, 6999-24
Tamera A. Mowrey, 7585-24
Carl P. Schwartz, 5558-25
Hank Bettis, 5590-25

David C. Ferguson, 6130-25
Mary Frances Roth, 7407-25
John W. Baker, 798-26
Thomas R. Beck, 2191-26
Max Bumguardner, 2977-26
Willie L. Samuel, 4950-26
Nora |. Heaton, 5314-26
Michael D. Branch, Sr., 8750-26
Mark Graboyes, 651-27
Helen L. Burkett, 1792-27
Harriett Jane Brattain, 4379-27
Sue Hall, 6585-27

Michael A. Steiner, 9212-27
Dale J. Inman, 1329-28
James G. Lim, 3965-28
Barbara Ann Blue, 4031-31
Jim Curley, 4882-31

Diane Pepero, 5464-31
David ). May, 5574-31

R. Kevin Dodge, 8653-31
Dorothy Leon, 947-33

Patti Tripp, 4055-33

Loren English, 4146-33
Evelyn F. Phillips, 6990-33
Randy Schultz, 131-35
Mary A. Hall, 4036-36

Jane S. Larkin, 5131-36

Don Keith Beck, 5613-37
Rosemary Williams-Raysor, 3092-38
Jennifer A. Nottage Martin, 4891-38
Dina Durano-Jones, 6936-39
DeWayne Storley, 924-41
Maureen Dixon, 2928-42
Sandra Kraus, 3029-42
Terry Hammond, 3489-42
Barbara Chenier, 3650-42
Rick LeBlanc, 3826-42
Trudy Papsdorf, 4383-42
Aline Perret-Vallee, 5107-42
Larry Charach, 5847-42

Joy Lardner, 7341-42

David Andrew Grout, 7449-42
Jean Itterman, 7449-42

Cliff Hansen, 8393-42
Duane MacTavish, 9227-42
Dot Roberts, 5469-43
Nadine Kee, 8526-43
Michael N. Dodson, 261-44
Dennis Bicknell, 4588-45
Heather Allen, 6871-45
John Slorance, 2081-46
Colleen Barnes, 8558-46
Frances C. Okeson, 9679-46
Terri Parrott, 2004-47
Annette Jackson, 4207-47
Rosalind Murray, 5390-47
Louis C. Schlaufman, 6731-47
Jennifer Stawski, 7249-47
Frank G. Siemon, 8345-47
Mary H. Mobley, 8447-47
Joe R. Carter, 3663-50
Apollo R. Joven, 3859-50
Steve Kimberlin, 7879-50
Lyn Rae Lawrence, 7921-50
Grace Tyler, 9214-50
Wendy Lum, 792-51

Linnaea Mallette, 7488-52
Charles A. Mihalko, 8145-53
Mary Ann Milam, 2702-54
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Paul Bukowski, 505-56

Gilbert G. Wyckoff, 1722-56
Satish Chandran Nair, 3907-56
Teresita R. Rodriguez, 4638-56
Thomas Saulsberry, lll, 4638-56
Sarah Wolverton, 5530-56
Cynthia A. Terrell, 5556-56
Marcia Hudgens, 5737-56
Carolyn Thomas, 6427-56
Stephanie L. Perotte, 6758-56
Linda Olsen Stiles, 7301-56
Michelle D. Cowherd, 8034-56
Thomas J. DerTatevasion, 8772-56
Sarah Elizabeth Ball Berchtold, 3972-57
Linda R. Wright, 1355-58
Andrew A. Jackson, 6203-58
Sig Buster, lll, 6426-58

Angela M. Cook, 7150-58
Richard ). Venne, 1373-60
Mary Patricia Leggat, 1617-60
Gordon Waldeck, 2728-60

Bert Taylor, 2729-60

Roland Wagner, 3525-61
William Spears, 5600-61
Stephen Walter Schroeder, 5789-61
Charles Alexander Kittmer, 6536-61
Sam Stouros, 7706-61

Janis G. Robinson, 7650-63
Michael P. Atkins, 7995-63
Annemarie Kramer, 250-64
Mark Buettner, 4574-64

Jim Pawsey, 4645-64

Joyce Hopper, 4852-64
Madeleine Moed, 1427-65
Morton Flexer, 2993-65

Martha L. Snell, 5659-65

Mac McRight, 206-68

Damian Charles Mohr, 1776-69
John Walker, 2477-69

Mary Sweeney, 2589-69

Jill Knight, 6686-69

John Leslie Gibson, 1879-70
Grant Ross Wilson, 1921-70
Arthur James Dunn, 2762-70
Pamela Lorschy, 3034-70
Sharon Gully, 4210-70

Larry Slattery, 9301-70
Christina K. Bennet, 9448-70
Paul Ellis, 1896-71

John Earnshaw, 3297-71

Robin Ward, 3452-71

Eddie Dunphy, 4488-71

Fiona O'Brien, 6255-71

Noel S. O’Beara, 6255-71

Carol Painter, 3593-72

Marilyn Bakker, 3830-72

Marie Higgs, 7818-72

Peter Black, 9405-72

Pamela M. Long, 9537-72
Rosemary E. McAdam Roberts, 3805-73
Frank C. Juffermans, 5227-73
Phillip N. Geddes, 7394-73
Robert James Steel, 8874-73
Elizabeth Flack, 1737-74

Jean Stevens, 1737-74

Steve Webb, 2122-74

Cindy Bath, 2902-74

Clive D. Muller, 4854-74

F. D. W. Peachey, 7372-74
Richard Plant, 8485-74

Ma Luisa M. Urquico, 2844-75
Clarita H. Cortez, 7459-75
Corazon Avestruz Prejoles, 8229-75
Hidelito Sanchez Pascual, 8229-75
Loreen O. Sarmiento, 8229-75

ANNIVERSARIES

45 years

Superstition, 73-3

40 years

Mid-Day, 1790-10
Burlington, 1835-37
Marvin G. Rook, 1848-40

35 years

Naval Ordnance Station, 3173-27
Puget Prattlers, 1594-32

30 years

Los Cerritos, 192-F

Excalibur TMs, 2914-4
Woodman, 681-11
Executive-San Joaquin, 201-33
TM Club of Barrie Ont., 1603-60
Wellington, 1046-72

25 years

Masters of Ah’s, 1485-23
Albuquerque, New Mexico
RTD Speaks, 2185-26
Denver, Colorado

Total Return, 6882-26
Denver, Colorado

ACRA, 7263-26

Aspen, Colorado
One-O-Five, 4975-30
Chicago, lllinois

Harbor Talk, 2296-32
Aberdeen, Washington
Superior Shores, 856-35
Superior, Wisconsin
Refined Speakers, 6057-36
Washington, D.C.

IPL Express, 4432-42
Edmonton, Alberta, Canada
Noon, 5428-44

Monahans, Texas

Magic Plains, 6343-44
Borger, Texas

Rexene, 7072-44

Odessa, Texas

Sussex, 5386-45

Sussex, New Brunswick, Canada
Halifax Hallers, 7588-45

Las Juntas, 2473-57

20 vears

Broadview 3303, 3303-30
Kalmia, 1239-58
North Shore, 2256-72

15 years

Fuller Spirits, 2206-6

Mills Early Risers, 2312-6
Wrip City, 1597-7

Connaught, 4328-21
Energetics, 536-26

Bolling Air Force Base, 3308-27
Micro TMC, 4331-31

Sunrise Toastmasters, 4333-33
Calmecac, 4329-34

Farmers Market, 2192-39
Elmer A Sperry, 4326-46
Maitland Motivators, 4330-60
Energetics, 2365-65

5t. Tammany Ozone, 4325-68

10 years

Pru Toasters, 5948-6
Parker Speakeasies, 533-10
Goldstream, 5952-21
Firstier, 5949-24

Laramie Noon, 5950-26

American Mngmt Systems, 5958-27

Renaissance Advned TM, 5954-31
Prudential, 5943-46

Y.M.C.A., 5955-51

Charleston Classics, 5953-58

NEW CLUBS

KU Engineering, 5205-22
Lawrence, Kansas

Global Communicators, 6795-22
Kansas City, Missouri

Outer Marker, 7300-22

Kansas City, Missouri

Los Vecinos, 1464-23
Albuquerque, New Mexico

Halifax, Nova Scotia, Canada
Brunswick, 4646-46

North Brunswick, New Jersey
Sensormatic, 3518-47

Deefield Beach, Florida

BE&K, 4386-48

Birmingham, Alabama

Claims Busters, 5914-50
Shreveport, Louisiana

D.E.W., 4342-51

Singapore

LAC + USC Med. Center NMA, 5487-52
Los Angeles, California
Middlesex Mutual, 1320-53
Middleton, Connecticut

TSC, 4640-56

Bellaire, Texas

Carbomasters, 7421-56

Austin, Texas

Just Say It, 6938-57

Martinez, California

St. Michael’s 7154-60

Toronto, Ontario, Canada
Racquette River, 3417-61
Potsdam, New York

Motor Mouths, 564-63

Memphis, Tennessee

Gimli, 6337-64

Gimli, Manitoba, Canada

PBS, 7194-64

Winnipeg, Manitoba, Canada
Chevron, 4247-68

Lafayette, Louisiana

C.B.D. Thursday, 7425-69
Brisbane, Queensland, Australia
Muswellbrook, 4815-70
Muswellbrook, New S. Wales, Australia
Coastal Capers, 6527-70
Northumberland, New S. Wales, Australia
MclLaren Vale, 3288-73

McLaren Vale, S. Australia, Australia
Philphos Makati, 322-75

Makati, Metro Manila, Philippines
DHL, 4445-75

Manila, Philippines

Masinloc Chrome, 7466-75

Coto, Masinloc, Zambales,
Philippines



hese handsome trophies
can be used to recognize
speech contestants and others
who have contributed

to your Club’s success.

Sroeeely Contest Crepobiies and Plagues
/- 7/ gt

Front Row Left to Right

1914 $8.75
1913 $8.00
1912 $7.25
1920 «$5.00
1810 $8.00
1919 $6.00

New Classic Plaques!
Back Row Left to Right

1924 A" X 6" ... e $9.00
1925 6" X 9" .....coiisinnmmmmnmmeeeesemmnsmmmmsen s srasvssssnssossin $11.00
19261 B8 2 A ...ccomvsmammmessmimanmsemmrsssnmamsim ey $13.00

Prices, appearance, sizes and shipping charges are subject to change without notice.

Sreeects Contest Centifieates
72@4&9/:@,0 Contest t2articippants,
0&9%!1{36'45 and Vinncrns!

Club International Speech Contest
500-A
500-B
500-C
504-A

(Suitable for Club, Division, District and Regional contests.)

Certificates are also available for Evaluation, Tall Tales, Humorous, Table
Topics and Debate contests at the Club, Area, Division and District levels.
Contactthe Orders Desk at World Headquarters or consult your Supply Catalog
for details.

PAYMENT MUST ACCOMPANY ORDER
Enclosed is my check for $___ ) (U.S)

Charge my MasterCard / VISA (circle one)

Card No. ___

Expiration Date

Signature

* Engraving is 20¢ per letter (please print copy as it is to appear)

Club No. District No. o
Name B — =
Address =

City _ State/Province

Country _ _ Postal / Zip

i
- . . . .
Qele’s T 2dlig | Standard Domestic Shipping Prices
Please send me: SHIPPING SHIPPING
oY oY ToTAL ORDER ~ CHARGES TotaL ORDER  CHARGES
! . $0.00 to $250 §1.10 3501 to 50.00 $6.50
500-A 1913 251 to 5.00 230 50.01 to 100.00 7.60
. 501 to 10.00 295 100.01 to 150.00 9.95
500-B - 1914 1001 to  20.00 405 150.01 to 200.00 12.25
00-C 1919 2001 o 3500 5.55 200.01 to Add 7%
o of total price
504-A 1924 For orders shipped outside the United States, see the current Supply
2 s Catalog for tem weight and shipping charts to calculate the exact postage
1810 1925 Or, estimate airmail at 30% of order total, surface mall at 20%, though
. actual charges may vary significantly. Excess charges will be billed
1912 - 1926 through your Club’s account. California residents add 7.75% sales tax

See the Toastmasters International Supply catalog for additional

Merchandise Total items and descriptions. Add shipping as indicated

Shipping Charges
) TOASTMASTERS
% INTERNATIONAL

‘W P.0O. Box 9052, Mission Viejo, CA 92690
o (714) 858-8255 « FAX (714) 858-1207

CA residents add

Ty

75% sales tax

TOTAL




