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What the World Needs Now

@ WHAT THE WORLD NEEDS NOW IS PEOPLE WITH HIGHLY DEVELOPED COMMUNI-
cation and leadership skills. As my wife, Bea, and I travel the world, we see first-
hand how Toastmasters International is making effective communication and lead-
ership a worldwide reality. Our members are applying the skills they've learned
in Toastmasters to other areas of their lives and as a result, they bring about
change in their communities, families, businesses and ultimately, the world.

Gordon uses his communication skills every day as a police officer. He is
passionate about his work and helping people in his town. He uses leadership
skills learned in Toastmasters when supervising his staff,

Maureen, as the mayor of her city, applies her communication and leader-
ship skills to make a difference in her community.

Kevin serves on the board of a community support organization that pro-
vides a lifeline to people in need. He is using his Toastmasters skills to help the
people in his state assist others in improving their daily lives.

Suzanne and Graham are successful business owners. They rely on their
Toastmasters skills in their businesses, and they make time in their busy schedules
to take on leadership roles in their district. They are enhancing their own skills
while simultaneously helping to bring out the best in the people in their district.

Jude is the CEO of my employer, the Brisbane City Council in Queensland.
She is the leader of our 6,000-person staff. When I approached her last year
about starting a club in our workplace, she responded positively: “You can
count on my support for the club because of its potential to nurture our
employees and develop their leadership.” Jude recognizes the value of the
Toastmasters leadership development program.

In February the Toastmasters board of directors made a significant strategic
decision: for Toastmasters to become as well-known for leadership develop-
ment as for public speaking training. Toastmasters gives people the opportuni-
ty to learn and practice leadership skills in a supportive environment.

Now more than ever, the skills we learn in Toastmasters are in demand in
all aspects of our lives. You can make a difference by conducting a Specchceralt
course for people in your local community, by inviting your friends, colleagues
and relatives to join your club, and by directly applying your Toastmasters skills
in your workplace.

What the world needs now is people with skills like yours. This issue of the
magazine contains many ideas on how to promote and market your club. How
will you make a difference in your family, your workplace and your community?

Gavin Blakey, DTM
International President
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LETTERS

Think Before You Speak

[ agree with Michael Landrum’s article, “Think When We
Talk™ (April 2003). In particular, 1 have absorbed the full
meaning of his important advice to “refuse to allow a

word to be uttered without some genuine thought behind
it.” I we have something worthwhile to say, we should
take the time to find the most appropriate way to say it.

Ng Yee Chong, DTM « CPA Advanced Club 5255-51 « Singapore

How, Not How Often
In the March issue T found Michael Landrum’s article quite
useful. He says in item 3 “Use the fewest words with the
fewest syllables. Delete therefore, insert so. That's the real
economy in writing.” I'd like to point out that this advice
contradicts the instructions in the Communication and
Leadership manual. It instructs the Ah Counter to count inap-
propriate interjections such as “and, well, but, so, you know.”
The Ah Counter should be concerned with how a word
is being used, not how often it's used.
Sonya Semenoff-Torrise, CTM » A Toast to Transit Club 271-4 « San Carlos, California

Tried-and-True Advice

“How to Write a Political Speech” (April 2003) was right
on target. 1 especially liked the way it focused on how to
answer the basic questions each voter has in mind. It
helped me to craft my first political speech, “Why I'm run-
ning for School Board.” I answered the three basic ques-
tions, Who am I? Why am I running? and Why should vou
vote for me?

After my three-minute “stump speech™ and lengthy
question-and-answer period was televised on the local
cable channel, T received a phone call from a citizen who
commented on the persuasiveness of my speech and in
particular on my strong use of nonverbal communication
during the Q&A. My Toastmasters training must have real-
ly helped me! I was able to deliver a prepared speech 1o a
vast audience and answer questions with honesty, clarity
and passion.

I succeeded and was elected from a field of six candi-
dates to one of the three open school-board seats.
Although T've only been a Toastmaster for less than a year,
as president and co-founder of a new club, I have found
that my increased confidence has resulted in an eagerness
to accept new challenges and opportunities.

Marc A. Papa « FRB Chi-Masters Club 3591-30 « Chicago, lllinois

Thanks for the Confidence

Today 1 received my DTM plaque. Two days ago 1 attend-
ed a fellow Toastmasters birthday party. Last year | attend-
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ed an office holiday party. None of these events seemed
remotely possible when [ joined Toastmasters four and a
half years ago.

To those of you who suffer from social phobia or anxi-
ety, there is hope! Toastmasters encourages, leads and
helps you develop skills you never dreamed of having.

This year 1 progressed to the role of division governor.
None of this would have been possible without the assis-
tance of my mates in Toastmasters. To them and the
Toastmasters program I am indebted. Thank you.

Sharon May, DTM + Daisy Hill Club 346-69 - Brishane, Australia

Both are Important

I strongly disagree with Bill Trammell's comments in his
April Letter to the Editor. I believe the evaluator should
concentrate on both the how and the what. 1 frequently
divide my evaluation into two parts — delivery and con-
tent. Content includes organization, appropriateness of
subject, logic, source of information, inclusion of visual
aides. A well-delivered speech based on rhetoric, emo-
tion, innuendos and misinformation is the forte of politi-
cians, not competent Toastmasters!

Anthony V. Perrella, ATM « Camden County Club 1189-38 « Haddonfield, New Jersey

Carefully Evaluate Content

Toastmaster Bill Trammell was correct in his April letter
concerning evaluating content. 1 believe content can be
evaluated. If skillfully done, the evaluation doesn't have
to be an attack on the speaker. After all, the evaluator's
opinion is how the speech affected him or her. In the
example, a speaker used the same content over again.
One could say that the material didn’t seem fresh, no new
points were presented, and that a speaker can't grow
without taking risks with new delivery styles or material.
Content can be inappropriate for some audiences, and the
speaker — as well as the rest of the club members in
attendance — deserve to know that. Evaluation is not just
for the speaker; it serves as a learning tool for everyone
present. Consider a mentoring program to help the speak-
er move forward in personal development,

Bill Slach, DTM « Bremerton Club 63-32 « Bremerton, Washington

Stranger in a Strange Land

The January article “Speaking Globally,” along with the
many letters it provoked, contained valuable points for
speakers who travel. An additional point that might have
been made is that there are no foreign audiences — only
foreign speakers,

Sean Joyce, ATM-S + Sunrise Club 5628-72 « Christchurch, New Zealand




Dig into your chamber of commerce.

Prospecting For a PR Nugget!

@ POTENTIAL TOASTMASTERS ARE ALL AROUND TS, WE PASS THEM
on the sidewalk, in parking lots, in our cars and in office cor-
riddors every day. However, our problem in reaching those
potential members may be related to our not having used the
right medium to contact them. We all know one or two peo-
ple who can really use what a Toastmasters club has to offer.
Let's think outside the box for a moment.

I suggest that you contact your local chamber of com-
merce and determine what opportunities may exist
among the chamber’s members. T also propose that your
Toastmasters club join the chamber as a nonprofit mem-
ber. Most chambers of commerce have a reduced rate for
such organizations and would be happy to include your
club as a member. As a new chamber member, your club
should receive several new-member “perks” such as
printed advertising, radio spots, radio/TV interviews, Web
site listings and after-hours social functions to promote
your existence.

As a chamber member, your Toastmasters club now has
a voice perhaps not heard before. It carries the same poten-
tial weight and influence as it does for other chamber mem-
bers, in terms of audiences to be addressed. However,
please be aware: Simply joining the chamber and doing
nothing to promote the services afforded through
Toastmasters won't accomplish anything,.

So get busy and begin discussing and generating some
ideas in your club’s executive committee meetings on how
to promote your club’s services to the chamber. Present
membership in your club as an effective and economically
sound way to use the chamber members’ corporate train-
ing dollars.

Here's one idea: Offer the chamber members free cri-
tiques of their upcoming business or sales presentations.
Make this offer in the chamber’s official publications, mag-
azines and newsletters or on its Web site. As a follow-up,
call some of the member businesses that have large staffs
(100 or more) and extend the invitation personally.

Once these businesses express interest in this offer, ask
the speakers to attend one or more of vour regular club
meetings and to give their presentations exactly as they
would present them to potential clients.

Following their presentation, ask the Toastmasters in
attendance to present their critiques of what was offered.
Of course, such critiques must be presented diplomatically
in the same way we always deal with our Toastmasters col-
leagues: constructive, supportive and, most definitely, in a
non-threatening manner. After all, we want these same
people to eventually join and support Toastmasters.

Consider taking out a quarter-page ad in the chamber’s
regular publications announcing your meeting times and
locations. Be sure to ask for a reduced rate, since you are
a nonprofit member.

As for paying for the chamber membership, consider
asking an existing chamber member to fund part (or all) of
the initial expense. If that won't work, consider increasing
each club member's dues renewal fee by an appropriate
amount to cover an annual chamber membership, until
such a time as several new members are acquired. At that
time, dues may be reduced, if deemed appropriate.

You may not have previously thought of your members
as “nugget-seckers,” but your local chamber of commerce
just might provide the catalyst to discover the mother lode
for several new members.

Marty Morris, DTM, is currently VP Education and Public
Relations for Tall City Club 8505-44 in Midland, Texas.
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Save with Discount Coupon Code TMO1
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hat's the best tool for spreading the word about

the benefits of Toastmasters membership? Efforts

to generate media coverage in your geographic
area is likely the most effective tool for increasing meeting
attendance and adding new members to your club.

Publicity is extremely valuable, Local print and broad-
cast coverage far surpasses advertising in terms of credi-
bility and delivering value for money spent. Apart from the
time and effort involved in contacting the media to gener-
ate press coverage, the costs associated with publicity
cfforts are minimal. Toastmasters clubs are perpetually
short both on time and money, so local publicity offers the
best promotional option.

The cornerstones of a successful publicity strategy for
Toastmasters activities are understanding what's “news-
worthy” in Toastmasters, then presenting that information
in a manner that meets the needs of journalists. That
means developing well-written press releases, using the
following guidelines:

® Issue a press release only when you have legitimate
news to announce. In Toastmasters, that typically means
speech contests, unique theme meetings and other special
programs and events of interest to the community.

® Apply criteria used by journalists to determine what's
worth reporting. In general, information is more likely
to be considered newsworthy if:
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By Mitchell Friedman, DTM

Write press
releases that
capture media
attention.

| Getting the
] Word Out

» It has a demonstrably significant impact on others (a
Toastmasters meeting featuring presentations on a local
ballot initiative).

> It's timely (a club meeting dedicated to speeches on
love in early February, before the Valentine’s Day cel-
ebration in the U.S.)

» It offers a different perspective or angle on a popular
topic; it's new or unusual; there’s a human interest
component. (Such as presentations by people who
have overcome significant odds to achieve success.)

» It highlights organizational or individual achieve-
ments; 4 well-known person is involved; there’s a
local angle (related to a neighborhood, city or region).

» 1Us related to a subject about which people always want
to learn more (relationships, love, making money).

Provide the name of a club representative who can
answer questions  likely be raised by a reporter
regarding information contained in the press release.
Offer phone number(s) and an e-mail address where
this person can be contacted. If this person travels or
is frequently unreachable, provide the name and com-
plete contact information for a second knowledgeable
Toastmaster,

Place contact information in the upper right hand
corner of the press release, and present it in the fol-
lowing format:




For More Information Contact:
Joe Jones
(123) 456-7890 (work)

joe@jonescompany.com

= Craft a clear, concise and accurate title. It must communi-
cate the main point of your press release and its potential
newsworthiness. For example: “Redwood City Toastmas-
ters Hold Humorous Speech Contest on June 16.”

" Next, state your news clearly and concisely in the first
sentence, which is referred to as the lead. The lead sen-
tence must answer the following question: “What is the
main point communicated in the press release?”

® Present information in order of descending importance,
starting with the lead sentence as most important. You'll
then want to cover the 5 W's: “who, what, when, where,
why and how" as related to your story, as succinctly as
possible — ideally in the first paragraph. In other words,
the information you present in the release is progres-
sively less important as the reader works his or her way
down the page. For example, using the title in the pre-
vious point as a starting point, here's a possible opening
paragraph on the humorous speech contest:

(Redwood City, Calif. — May 10, 2003) — The
Redwood City Toastmasters club will hold a
humorous speech contest on Mondeay, June 10,
Jrom 7 1o 9 p.m., at The Methodist Church, 2015
Broadway, Redwood City. The contest features
humorous speeches prepared and delivered by
club members, and is free and open to the gener-
al public. For more information, contact Seymonir
Salamander at (555) 555-5555.

® In reviewing your press release, you'll want to consid-
er whether an editor can chop off your copy after the
first paragraph and still have a story that communicates
the essence of the release’s main message. If so, you've
written an effective press release.

® Quote the words of a Toastmasters representative only
if they add essential details or perspective to the story
yvou're telling. Don't simply include a quote for the sake
of quoting someone.

= Provide general descriptions of your club and the Toast-
masters program at the end of the press release. Here
are examples:

First comes the general paragraph on your club:

The Redwood City Toastmasters club provides train-
ing in public speaking and leadership through
Monday evening meetings beld in downtown
Redwood City. For more information, see the club’s
Web site at www.redwoodcitytoastmasters.org

or contact Susie Creamcheese at (650) 555-1212.

Then end the press release with a general paragraph on
Toastmasters International:

Since ils founding in 1924, Toastmasters Internca-
tional has helped four million men and women
develop their public speaking skills and become con-
Sident communicators at work, home and elsewhere.
Headquartered in Southern California, the organi-
zation now has approximately 195,000 members
and 9,300 clubs in 70 countries. For details, call 1-
800-9-WE-SPEAK or see www.toastmasters.org.

Write short sentences and paragraphs. Sentences should
run 10-12 words and paragraphs 4-5 lines, at most. Use sim-
ple, active verbs. Be interesting and engaging. Purge the
release of unnecessary adjectives, adverbs and jargon. Tell
vour story forcefully and clearly — but remember that you're
not writing sales or marketing copy.

Document all information presented in the release.
Consider whether a skeptic would question any assertions
or statements made without attribution. In addition,
confirm the accuracy of all information in your release
(e.g. spelling, grammar, statistics, phone numbers/e-mail
addresses, titles).

Double-space the text of the release, and leave one-inch
margins on the sides. Tell your story in one or two pages,
at most. Clearly indicate the end of the release (with ####
or ~30~). Indicate that a release continues on a second page
by putting ~more~ at the bottom, and include the release
title and page number at the top of the second page.

After completing your release, ask yourself:

= Have you anticipated in your copy possible questions
raised by readers?

® Is your release written for an audience that does not
have previous knowledge of Toastmasters and your
club/area/division/district in particular?

® Why should the potential audience for your release (the
readers or viewers of the media outlets you're targeting)
care about what you've written? What's in it for them?

Your dedication to following these steps will yield a
well-written press release that's bound to be of interest to
media in your area. The next step is to scour print and
broadcast publications for suitable prospects for your news
(particularly calendar listings for events), then send them
the information. The path to visibility for your Toastmasters
club is near at hand.

Mitchell Friedman, DTM, is a public relations educator, con-
sultant, trainer and coach. When he was a Toastmaster, he
conducted public relations training programs at every level
of the organization. See www.mitchellfriedman.com for
more information.
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Publicity tips
from PR wizard
Michael Levine.

% hen Michael Levine makes a call, it's not the kind that most
E P T ;
F - L reporters let slip into voice mail. That's because he's the pou-

y

such celebrities as Michael Jackson, Barbra Streisand. Charlton

- erbouse Los Angeles PR executive bebind press campaigns for

Heston, Jon Voight. Tom Petty, David Bowie and Michael ]. Fox, to

name da few. Reporters know that it’s tit-for-tat in this business — you

pick up Levine's calls and when you really need a scoop, he'll pick up
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BY SALLY RICHARDS =

yours, That's the way it works in this business of promo-
tion: it's based on markers, favors and protocol.

So what happens when you don’t have the kind of clout
it takes to call in a marker, or even get some reporter in i
two-horse town to return your phone calls? Don't feel bad;
you fall into the category of 99.9 per-
cent of the people tryving to garner a
reputation via the press. Levine saw the J
need to educate the masses and
authored a stack of books on the sub-
ject, his most successtul being Guerrilla
PR.: How you can wage an effective pub-
licity campetion — without going broke.
This book has been used throughout the
world by individuals and corporations to
get their words out and is required read-
ing at America’s top universities. Frankly,
vou don't need to be a Michael Levine (o
get an editor to pick up your calls, but it
does help to pick up a tew of his tips

PHOTOGRAPH BY
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wants in your community and to give it to them. The prob-
lem with this is that everyone thinks the media is going to
be interested in their stuff — and they're not. And how to
do that best is to connect whatever your organization is
doing to contemporary news. For instance let’s say a Toast-
masters club in [California’s] Silicon Valley has decided to tie
_in a local event with national news

el

by creating a symposium on Colin
Powell’s recent speech for the United
Nations. If Toastmasters were to give
Powell a grade and create a sympo-
sium and send the president of
Toastmasters out to Silicon Valley —
that is the kind of event that ties it all
in for the media.”

Levine, who measures his words
carefully but with zero hesitation,
comes up effortlessly with yet another
Toastmasters example: “In the month
of February there are two principal
holidays in contemporary America:

hefore even making that call.

“First of all, 'm going to remind our
Toastmasters friends of the simple but
profound adage, ‘Dog bites man — no
news. Man bites dog — news,’” says
Levine of getting the attention of the
local press to promote Toastmasters
events. He should know. Twenty years
ago, he founded Levine Communica-
tions Office in Los Angeles. It is now
one of the most prominent PR firms in
the United States, with offices in New

York, Las Vegas, Washington D.C. and London. “If you do not

make your Toastmasters events unique, then vou shouldn't
get your news. If, on the other hand, you create something
new, unique, special, passionate, interesting and connected
to the current news, then you have a good chance at getting
publicity,” he says,

Levine points out that you need only give the media
what they want. Perhaps this step should be called “man
bites press” (and gets rewarded! Give that reporter a bis-
cuit). “The secret of media is that they're silently begging
to be led, they're starving for good news,” says Levine
about the lure. “In every business relationship there's a
buyer and a seller. In this case, Toastmasters clubs are the
seller and the media is the buyer. You have to understand
that sellers work for buyers. The first rule of that relation-
ship is to find out what the buyer wants. 1f you are trying
to sell someone something, wouldn't it be a good idea to
find out what they want?”

“The second rule is to get it to them,” explains Levine
about something that he has evolved from a technique into
an art form. “So the wick is to find out what the media

“I define what | do as
gift-wrapping. If you package a
bracelet in a Tiffany box, it will
have a higher perceived value

than if presented in a K-Mart box.
Same bracelet, different perception.”

— MICHAEL LEVINE

Valentine’s Day and President’s Day.
Given enough advance time to send a
press release 1o local news, the media
might be interested in an event where a
Toastmasters  club  reviews in - great
detail Lincoln’s Gettysburg  Address.
The whole point is to connect the dots
to the current news.”

Levine points out that one must
look at the product or service as the
gift, and the wrapping paper as what
. e ti€S iU iNto the current news, study or
event. And the fancier and more professional the wrapping
paper, the better. You can bet that Levine uses those little
blue boxes that make every woman’s anticipation level
increase tenfold as an example. “The Tiflany Theory says
that if I gave you a present in a Tiffany’s box, in your mind
the gift would have a higher perceived value than if T gave
it to you in no box, or a box with less prestige. That's true
not because you're a jackass or a psychological fool, but
because you and [ and everyone you know lives in a culture
in which we gift-wrap everything, We gift-wrap everything —
our politicians, our corporate heads, our TV stars and even
our toilet paper.”

When Levine came out 11 years ago with the book
Guerrilla PR, he empowered small businesses and individu-
als with the street savvy to wage major full-court press blitzes
with success. His new book, Guenilla PR. Wired, is the evo-
lution of that savvy transterred into the world of the Internet.

Marketing yoursell on the Internet is tough, especially if
vou want to do it right, Levine points out. Remember that
those things you post on the Web will be remembered for
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Michael Levine’s Ten Commandments for Dealing with Media

I. Never be boring. Never!

2. Know your subject thoroughly.

3. Know the media you contact. Read the paper, watch
the newscast.

. Cover your bases.

. Don't just take “yes” for an answer, Follow up, follow
through.

(S N

6. Never feel satisfied.

7. Always maintain your composure.

8. Think several moves ahead.

9. Be persistent, but move on when you're getting
nowhere.

10. Remember, this isn't brain surgery. Don't take yourself
too seriously (like too many publicists | know). Have fun.

name within quote marks to get more direct hits and come
up with a list of your affiliations, articles about you — and
complaints about your marketing techniques. And if you've
made a Web site, remember that information is cataloged on
a weekly basis by www.archive.org, a nonprofit organiza-
tion that archives the entire Internet every few weeks and
allows people to go back in the Way Back Machine to see
the different iterations of your Web site. Hot tip: If you've
ever had a terrible Web site, you should go there and
request that your URL be deleted. The Internet is archived
in many ways, and even stored by Google, so even if your
site had been pulled down, it may still be accessible, and it's
not very easy to delete anything on the Web.

Levine says that the Tiffany Theory is even more applied
when marketing yourself on the Internet. “It’s always
important to keep the information true,” Levine warns,
because credibility is one of the few things in any business
that must be protected. “But unlike the information in
newspapers and magazines, the data you provide on the
Web site is yours, and you provide the Tiffany paper. Use
photographs, charts, quizzes and prizes, if you can, to keep
surfers’ interest alive on your site. And remember to wrap
every fact in a nice piece of Tiffany wrap.”

One of the things Levine points out is that in order to
keep your or your company’s credibility on the Web, vou
must know the resource you're trying to tap into - and
respect its rules accordingly. Nothing is worse than spam.
Although you may have a stack of e-mail addresses from
vour clients, it would be respectful to first send out an e-
mail announcing an online newsletter and secondly, ask-
ing them to reply if they wish to be on the list to receive
updates (people hate asking to be removed from a list).

In a list of Levine’s Lessons (No. 4) for guerrilla’s in
Guerrilla PR: Wired, the etiquette for online marketing is
as follows: Know the medium you're dealing with. If you
don’t know that advertising in newsgroups and on bulletin
boards is not permitted and can hurt your business, you
made a critical error in your plan. Time, money and effort
spent in preparation should begin with an examination of
the medium you're about to enter.

Levine also makes a humorous point about cold-calling
an editor:

Remember you're calling the person on a profession-

al basis; not asking this person out on a date. This is part
of the job for both of you, and if you treat it this way,
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Your stress level will drop. If that's not enough to calm
You, ask yourself, “What's going to bappen if I they say
no?" Will you lose your job? Your car? Your family? Will
people turn their beads from you in the street? No! If this
editor says no, you simply call the next editor:

Levine goes through a great many scenarios of what
could happen if you call an editor and he or she actually
decides to talk with you. Perhaps people are so focused on
the rejection that they forget about the opportunities for
success. When this does occur Levine suggests being ready
with a pitch geared toward what that particular editor or
writer covers. So, before you call, make sure you've read
the publication, find out who its target readers are and tar-
get appropriately. Putting yourself out there can be scary,
but the rewards are great.

What about those who already are successful? Do you
still need to market when your speaking and consulting
schedules are booked for the next six months? “Does Coca-
Cola say, ‘We're the most famous brand, let's stop adver-
tising?” No. Do you take your foot off of the gas when
you're going down the freeway at 60 miles per hour? No.
There’s a big correlation between credibility and visibility.
Keeping your image up is important if you want to win.”

And that last statement holds a lot of weight coming
from one of the most visible and successful PR agents in the
world. But what is winning to a man of Levine’s stature?

“What is winning?” Levine paused only for a short
moment. “It really is a two-part question. Personally and
professionally — what is it in life that you most want? And
what are you willing to give up to get it? The price of own-
ing Nike shoes is more expensive than owning nice sneak-
ers. Being Michael Jordan is much, much, much. much
more exhausting than being just a good basketball player.
Most people are not willing to pay the price, and the peo-
ple who are even worse are the ones who deny that you
do have to pay a price. We're looking at the most imma-
ture generation in the history of humanity in which people
believe that you can get something for nothing. It's totally
depressing, but it’s true.”

Visit www.LevinePR.com for marketing tips and to
download a free chapter of Guerilla P.R.

Sally Richards is an author and freelance journalist who
writes and shoots photographs for publications worldwide.
Visit her Web site at www.SallyRichards.com.,




on How and Where to Promote

I 7 |deas Toastmasters in Your Community:

Newspapers. The casiest way to secure media coverage

is through press releases to local newspapers. News-
papers are usually more accessible than radio and television
stations, and they allow you to communicate more informa-
tion, such as the club’s contact information.

Electronic media. Public service announcements
(PSAs) and videotaped commercials can be aired on
radio and cable television stations. Local talk shows might
be interested in featuring a Toastmasters officer discussing

the importance of communication training in the workplace.

3 Local Government. Contact your city hall for information

on how to get your message displayed on the city’s cable
television programming. Also try to get your Toastmasters
activities listed in the city’s community services calendar, pub-
lished through the Parks and Recreation Department.

4 Chamber of Commerce. An ad in its newsletter or a
presentation by a Toastmaster at one of its meetings
will reach influential local business people. If someone in
vour district is a chamber member, a group of Toastmasters
may want to hold a chamber of commerce social hour.

Libraries. Submit extra copies of The Toastmaster mag-

azine to the library’s periodicals department and attach
a card with the club’s contact information. Also post fliers
and ads on bulletin boards.

Corporate Publications. Editors for employee newslet-

ters might be interested in camera-ready ads about your
club as “fillers.” If the organization has an internal Toast-
masters club, by all means use the newsletter as a vehicle for
sharing you Toastmasters activities with other employees.

Employee orientation. Make sure in-house Toastmas-

ters clubs in corporations, hospitals, government agen-
cies or other organizations have their clubs mentioned dur-
ing new-employee orientation seminars.

“Welcome to the Community” packets. These are
distributed to all new residents in a city and contain
promotional materials from local merchants and organiza-
tions. Your ad or flier should be included in this package.

Universities and Community Colleges. Like cities,
‘many universities have internal cable TV and radio sta-
tions, as well as publications reaching students, staff and
faculty. Arrange to have a Toastmaster give a presentation

as a guest lecturer in a speech communication class. Or
better yet, try to participate in communication-related
campus events — like “Communications Week,” for exam-
ple — and be prepared to host a booth and offer promo-
tional fliers. If your district already has a university club,
make sure it is publicized in campus media, as well as in
new-student or freshmen orientations.

Is. Organize or judge speech contests
¢ ﬁﬁ“ seminars on career planning.
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