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Your second night’s lodging
is always free at over 800
famous-name hotels and

motels in 550 cities
coast-to-coast...and 28
foreign countries.

You'll stay at the best for less.
With your International Travel
Card, you get your second night's
lodging free at participating famous-
name hotels and motels like Holiday
Inns. . .Hilton Inns...Hyatts. ..
Howard Johnsons . . . Playboy Re-
sorts...Ramada Inns. .. Rodeway
Inns...Sheratons. .. TraveLodges
...Best Westerns ... The Radisson
Collection. ..and many more.
Originally, only large corporations,
with extensive travel activity, en-
joyed the benefits of this savings
plan. Now, everyone travels and,

as rewarding as the second-night-
free plan is ?or our Cardholders, it

is an equally welcome boon to
innkeepers,

Like airline super saver plans
There’s no secret why these leading
hotels, motels and resortselected to
expand this special program. Just as
the airlines hate to fly with empty
seats, so hotels and motels hate to
have empty rooms.

Airline super saver plans are attract-
ing an enormous amount of new
business, especially during non-peak
periods, and the Travel Card Savings
Plan is filling norraally vacant rooms
for hotel operations.

Saving is as simple as
showing your Card
There’s nothing complicated about
it. Make your reservations as usual

and show your Travel Card when
you check in. You pay the hotel’s
regular published rate for the first
night and your second night is “on
the house” — absolutely FREE.
More than pays for itself... |
ain and again :
A Full Membership with Interna-
tional Travel Card costs youjust |
$25.00— less than the average cost :
of a single hotel/motel room for |
one night. That'sright, you can save |
more than the entire fee for a full :
year with just one trip. |
Consider these examples :
Family Auto Trip...Take 2 weeks 1
off and tour Florida. Stop at Day- :
tona Beach and see the sights. Your |
motel room is $29.00 per night and 1
your 2nd night is FREE, :
I
I
I
I
)
I

Next stop at Disney World. Your
hotel room is $33.00 per night. Stay
2 nights, your 2nd night is FREE!

In just 2 stops you have saved $62.00!

Directories of hotels and motels
Members receive a library of five
volumes containing more than
1,000 pages. One Directory covers
the Northeastern U.S,, otﬁers the
Northwest, Southwest, and South-
east. There’s even a separate Direc-
tory that covers the rest of the
world, Canada, Mexico, Europe,
Israel, and the Caribbean; PLUS 23
other countries, All Directories are
frequently updated with new
hotels and motels.

Look what you get
Jor $25 a year.
Being a Travel Card member means
more than savings on your lodgings

“When you show this card, your secor;d night is FREE”

And new member benefits are

added frequently. For example:
Free travel insurance

As a regular member you're auto-

matically covered by $10,000 Travel

Accident Insurance at no extra cost,

And up to 250,000 in coverage
is available at low group rates
—part of which includes 24 hour
accident protection, even while at
home.

No charge American Express

Foreign Checks

Travel Card members can make un-
limited cash purchases of American
Express Foreign Travelers Checks by
mail (you receive a free kit with
your membership) or at any

BELIEU.BLE vAKD THAT
E NIGHT'S STAY.

Mutual of Omaha TeleTrip
Counters, located in airport ter-
minals throughout the North
American continent,

Free currency conversion
Also, through special arrangements
with TeleTrip, Travel Card members
can exchange foreign currency at
no charge either by mail or at any
one of the Mutual of Omaha
counters in airports throughout
the US. and Canada.

Rental car discounts
Preferred customer discounts at
thousands of Hertz, Avis, National,
Thrifty and Budget Rent-A-Car
counters worldwide,

Rand McNally Road Atlas
New members get a free Rand
McNally Pocket Road Atlas with
their membership kit. This Atlas
features 53 pages of full color maps
of all 50 states, Canada and Mexico.

You take absolutely no risk
Once your membership kit arrives
you have fifteen (15) days to check it
out, to make sure the Travel Card
and its privileges are all you ex-
pected. If you are not completely
satisfied, return the kit and your
membership card for a full and im-
mediate refund. The Road Atlas
remains yours to keep free, with
our best wishes,

TO ORDER CALL TOLL FREE:
800-453-8777 EXT.162
IN UTAH:

800-662-8666 EXT. 162

M
o |

American Hotel
& Motel Association

ALLIED MEMBER

[ ———————— e e

THE INTERNATIONAL TRAVEL CARD MEMBERSHIP APPLICATION

MAIL TODAY Yes, enroll me as an ITC member for the term I've checked below under your15-day 162
FOR FREE satisfaction guarantee.

15-DAY TRIAL L] One-year membership $25 (] Two-year membership $40 (save $10)

Tax-deductible, business travelers may deduct the full cost of their ITC card as a business expense.

Name

Address.

City _ State. Zip

Signature Beneficiary

[J Payment Enclosed [ Chargetomy [] Master Charge [J VISA

Card # Expiration Date.

ASSOCIATE MEMBERSHIPS

Associate membership cards are available forimmediate members of your family for only $10 each (a 60% savings off
the regular annual fee). Your spouse and children can also enjoy the same savings as you do, while traveling on their own.
Name Relationship.

Name _ Relationship

Mail to International Travel Card, Post Office Box 7249, Jacksonville, FL 32210
Please allow two (2) weeks for processing, personalizing and mailing. © 1979 United Travel Systems, inc.
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Do you have a solid, respected public image
in your community? Do local organization
leaders remember you when they need a
speaker with your background and knowl-
edge? They will if you have effectively used
public relations strategies to create a demand
for yourself as a speaker. The most important

step is building a positive image and a
reputation as a leading expert in your field.
In this issue’s special cover story, Dorrine
Anderson Turecamo tells you how to accom-
plish that through a self-styled public rela-
tions campaign that will guarantee you
success on the speaking circuit.
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There are many ways to find happiness inlife. Through your
involvement in Toastmasters, you’ve no doubt discovered that
the pursuit of self-improvement, knowledge and understand-
ing can bring new dimensions of excitement and satisfaction
to your life. But Toastmasters offers still another dimension
that provides immeasurable benefits — fellowship.

Like many Toastmasters, I joined this organization because |
was committed to self-development. But I've become just as
interested in creating new friendships and maintaining the
ones I've formed with Toastmasters across the world.
Toastmasters has clubs in nations on every continent and
members representing nearly every race, religion and culture
in the world. Each club has members with a wide variety of
backgrounds, careers and special interests. Much of the growth
I have achieved through Toastmasters has resulted from my
direct involvement with the highly motivated individuals who
give our organization the momentum to keep extending this
broad-based membership. For that reason, fellowship with
Toastmasters has become a high priority in my life.

As International President, I have a special opportunity to
experience the rewards of fellowship with Toastmasters
throughout the world. During the past eight months, [ have
traveled throughout the North American continent of behalf
of our organization. On each trip, I have promoted our
communications program in meetings with key business, civic
and government leaders. While I have found those contacts
interesting and stimulating, the most satisfying experiences
I've enjoyed on these excursions have involved meeting and
developing friendships with other Toastmasters. Today I have
many close friends throughout the world because Toast-
masters has given me the opportunity to develop lasting
friendships.

The main reason we get together at district and regional
conferences and the International Convention is to exchange
ideas and gain knowledge. But many Toastmasters attend
these events primarily to renew and foster friendships they
have developed over the years.

Fostering
Friendship
in Toastmasters

The meaning of fellowship in Toastmasters is perhaps best
described by the member who made this comment during a
recent International Convention: “You know, Eric, this is the
14th International Convention I have attended. I probably
won’t ever stand out as one of the great leaders in our
organization. I'll never be a district leader or a great speaker.
But there’s something about this organization that makes me
feel truly great and important. I know that I can have
fellowship with the greatest people I've ever known.

“It has been my privilege to bring many members into our
organization. They have turned out to be more successful than
I ever will be, but as I look at them today, I have this
tremendous feeling of pride to have been part of their success.”

When you've experienced the joy of helping a friend succeed,
you'll know what real friendship is all about. Toastmasters
offers us many opportunities to develop the kind of friendships
that last forever. As we become better communicators, we
build a strong foundation for successful personal relationships.
Deep friendships grow out of open, honest communication,
which Toastmasters promotes by teaching us how to express
ourselves effectively.

As modern technology advances societies to higher levels of
mechanization, fellowship may become Toastmasters’ greatest
dimension. Today, it is certainly one of the strongest
motivating forces behind membership retention and growth.
So the next time you meet an individual who expresses an
interest in our organization, invite him or her to join in the
fellowship of Toastmasters International. Tell them how our
members help each other succeed. Show them the real meaning
of friendship.

4%%

Eric K. Stuhlmueller, DTM, International President
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Does Duke Belong
in THE TOASTMASTER?

While the February article on John
“Duke” Wayne was a fitting tribute
to a noted actor and personality, I
have some additional comments on it:

e ] fail to see how the Duke relates
to Toastmasters or to leadership.

e | think Mr. Bell misuses his
space. He periodically pays homage to
the Duke, but just as often injects his
own philosophies and beliefs. These
opinions, in turn, are then indirectly
attributed to the Duke.

e [ do wish Mr. Bell would refrain
from using such emotionally charged
phrases as “pointy-headed intellec-
tual critics.” Who does he have in
mind? To me, someone like William
Buckley comes to mind. Another
such phrase is “flabby liberal doc-
trine.” What is that? Is there an
equally flabby conservative doctrine?

e [ think it is emotionally healthy,
not regrettable, that we now have
fewer heroes. Hero-worshipping is
an adolescent state appropriate for
people either unwilling or unable to
form their own values and make their
own hard decisions. As evidence, you
will note that heroes are most often
present in underdeveloped countries.

e Finally, I question the choice of
the Duke as the best subject for an
article. Perhaps more deserving

would be George Meany or William
Douglas.

Leon Mitrani

New York, New York

For the last year or so, The Toast-
master has noticeably slipped in quality
of articles and evidence of mature
thought. The February issue takes
the prize with its cover story on John
Wayne. You have institutionalized
dumbness in our very own magazine.
What connection all that has to good
speaking or communication is totally
obscure.

Allen Thomas
Raleigh, North Carolina

Worthwhile Reading

~ I've been a Toastmaster for more
than three years and I've read The
Toastmaster Magazine regularly since |
joined. The magazine content has

improved significantly within the last
year. Articles are timely, concise,
and just what most of us Toast-
masters need.

Congratulations and thank you for

a most worthwhile magazine.
M.A. Petrilli
St. Louis, Missouri

Health Issue Lacks
Scientific Viewpoint

[ appreciate your efforts to empha-
size the relationship between health
and being a better speaker in the
March 1980 issue of The Toastmaster;
however, instead of heeding the ad-
vice of Dr. Pasch in the “Letters”
column of that publication, you got
into more controversial issues of food
and nutrition. Issues which, in gen-
eral, are supported by myths and self-
proclaimed nutritionists on one side
and basic scientific facts on the other.

This publication was incomplete in
presenting the scientific facts from
qualified food and nutrition pro-
fessionals. It is difficult to under-
stand how you can choose one popu-
lar movement such as “The Holistic
Approach” over the hundreds of
others which have equally fantastic
claims, although the Holistic ap-
proach is representative of the vague-
ness and lack of scientific support
found in most of these popular move-
ments.

For example, in the 10th approach,
Mr. Hill points out that “scientists are
discovering that the abundant plant
growth in the sea has life sustaining
qualities.” This is nothing new — fish
have apparently known for millions
of years.

In Mr. Hill's 12th approach called
“Fletcherizing’”” — named after
Horace Fletcher, who died in 1919 at
the age of 70 — he uses the standard
advertising slogan, “Experiments
were conducted at one of the leading
Eastern Universities.” How far East
and leading in what? Why not tell the
readers what university and let them
determine if it was leading? Inciden-
tally, I was unable to find Horace
Fletcher mentioned in five reputable
textbooks on human nutrition, but
he is thoroughly exposed in Ronald
M. Deutsch’s book, The Nuts Among the
Berries.

I recommend that The Toastmaster

Magazine continue with their excel-
lent articles on communication and
leadership and leave the field of food
and nutrition to the qualified profes-
sional. At least give the qualified
professionals an opportunity to pre-
sent their views.
Charles T. Bourland, Ph.D.
Houston, Texas

Discovering New

Dimensions to Fithess

Thank you for the March issue of
The Toastmaster. Both the content and
the format were wonderful. It’s one
of the few times I've read a magazine
in its entirety.

Most everyone is acquainted with
physical “diet,” proper food and
proper exercise, but few are even
aware of mental and/or spiritual diet.

Arthur B. Heiberg
Green Valley, Arizona

Convention Memories

It is now almost nine months since
my wife and | returned from the
International Convention in Minne-
apolis. Looking back on the conven-
tion, it would be no exaggeration to
say that it has marked a turning point
in our lives. The overwhelming wel-
come, the electrifying enthusiasm,
my third place award in the Interna-
tional Speech Contest all exceeded
our most optimistic expectations.

Since then, what | had regarded as
a rewarding hobby, a worthwhile
interest, has become a total commit-
ment — the desire to excel in the
whole field of verbal communication.
I have no doubt that to officers of
Toastmasters International such
sentiments are anything but new.
Yet, from men such as “Dobby”
Dobson and Eric Stuhlmueller we
gained the impression that no matter
how often such sentiments are ex-
pressed, they still provide fresh
inspiration and renewed enthusiasm
for the work to which we are dedi-
cated.

Regrettably, as I said with com-
plete sincerity when accepting my
speech contest trophy, no words of
mine can ever convey what it has all
meant to us.

Ted Mathew
Brisbane, Qld., Australia
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Now...fromth World Leader

Choose the albums that ¢ EXPAND YOUR HORIZONS e TURN YOUR
PROBLEMS INTO OPPORTUNITIES e INCREASE YOUR EARNINGS
¢ IMPROVE YOUR BUSINESS AND SOCIAL LIFE

Your life can be more productive, more rewarding,
more successful ... and these time-tested,
success-proved cassette programs can

show you the way!

EARL NIGHTINGALE

DIRECT LINE
Volumes 1, 2, 3.

Three six-cassette albums. The
best of Earl Nightingale's con-
tinuing research. Each volume
offers hundreds of ideas to help
you live a more rewarding life on
and off the job.

S1300A, B, C $50.00 EA.

“KEEP IT SIMPLE,
SALESMAN!"

K.I.S.S.

Tested, effective sales tech-
niques described, role-played,
and reviewed by Fred Herman,
Earl Nightingale and a lively
audience of sales profession-
als. A kit of invaluable tools for
anyone in sales. 516A $50.00

i

B € O INITIOING I WONUHOIN 195

PERSONAL GUIDES
AND TIMELESS CLASSICS

SUCCESS SERIES

Earl Nightingale offers ways to
achieve greater wealth, happi-
ness and peace of mind. Titles
include The Strangest Secret,
Think and Grow Rich, As a Man
Thinketh, and others.

876A $50.00

THE ALL-TIME
BEST-SELLER
EARL NIGHTINGALE'S

LEAD THE FIELD

A blueprint for success, used
by hundreds of thousands of
men and women. Each cas-
sette covers a different as-
pect of successful living, im-
proving attitudes, goals and
earnings.

116A $50.00

NIGHTINGALE-CONANT CORPORATION
The Human Resources Company®
. 3730 West Devon Avenue e Chicago, lllinois 60659

THE STEP-BY-STEP
PROGRAM

THEPSYCHOLOGY
OF WINNING

Offers simple, yet profound
principles shared by the great
achievers of our day. Denis
Waitley matches winning atti-
tudes with winning behavior for
a more successful you!

716A $50.00

THE TOASTMASTER




In.“udio Cass ttes...

A BASIC GUIDE TO
PUBLIC SPEAKING

COMMUNICATE
WHAT YOU THINK

Earl Nightingale teaches you
how to make speeches that
get attention — and ACTION!
Shows you how to sell your
ideas so that you become a
more respected and sought-
after speaker.

TM3000-1 $50.00

|
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EARL NIGHTINGALE'S
EFFECTIVE PERSUASION
PROGRAM

GREAT IDEAS

Offers great ideas to enhance
the image you project and help
you to communicate clearly and
effectively and sell your ideas
to others. 316A $50.00

|

AN ADVANCED COURSE
IN PUBLIC SPEAKING

THE COMPLEAT
SPEAKER

Covers every facet of public
speaking. Earl Nightingale
shares secrets from his own
experience and 50 years of
Toastmasters International re-
search. Tips for writing speech-
es, making introductions, radio,
and TV. TM4000 $50.00

THE COMPLEAT SPEAKER

-~ % 0“"0"‘“( MINCDSS LT VANOD L

In a hurry? Call Toll-free anytime 800/621-5809 4=

B
using Master Charge, Visa, American Express, m

Diners Club in any state except Alaska and Hawaii.
lllinois residents call 800/972-5858

MAY 1980

All 10 Programs Make Up O
The Nightingale-Conant Listening
Library. You Can Order All 10 Now
and Save a Full 32% . . .
It's Better Than Getting THREE
PROGRAMS FREE!

708 § B
T580

To: Nightingale-Conant Corporation

3730 West Devon Avenue, Chicago, lllinois 60659
The More Programs You Order the More You Save — your savings
are spelled out on discount schedule below!

PLEASE RUSH ME the programs I've checked below. | understand
my satisfaction is 100% guaranteed and | may return any program
within 15 days for full refund.

Order 6 or more . . . You pay only $34.00 each. Save $16.00 each!
Order 4 or 5 . . . You pay only $37.50 each. Save $12.50 each!
Order2 or 3 . . . You pay only $42.50 each. Save $7.50 each!
Order 1. . . You pay $50.00 and enjoy discounts on future orders!

Program Quantity Total Program Quantity Total

116A b TM4000 ST
716A 1S S1300A $

316A s ) $1300B ISy
516A S $1300C TAY
TM3000-1 $ 876A $

'Tolarl Purchase 5777,
lllinois res. add 5% State plus applicable County Tax §
TOTALS

[] Enclosed is my check for § .| SAVE AN ADDITIONAL
$2.50 in handling and shipping for each program ordered.

[] Bill my company (Signed authorization on a Purchase Order or
Company Letterhead MUST accompany this order form) for
purchase in full plus $2.50 each for handling and shipping.

[] Charge to my Credit Card: [] Master Charge [J] VISA
[] American Express [] Diners Club
Exp. Date Signature Lhe el ol Tl
(Authorization for credit card only)
Account No. (h -2 00N
Name ) o itle
Company e B A b SR Ay
Address St =L NP PR EIA I
City State Zip

L BN NN BN BN BER C/RCLE 24 ON SUCCESS-GRAM 1IN HEN INN I N J
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Creating a demand for yourself as a speaker.

BE YOUR
PUBLIC

XPERT

by Dorrine Anderson Turecamo

id you know that there are
more than 900 radio and tele-
vision stations in cities of

250,000 or more, 425 Chambers of
Commerce in cities of 50,000 or more
and 5500 associations and unions that
are eagerly searching for new, well-
informed, interesting speakers? And
that’s not all. There are also hospital
auxiliaries, professional groups, civic
and church organizations, schools and
colleges, charity drives, the YMCA,
scouting organizations, homemaker’s
clubs, fraternal societies . . . and the list
goes on and on.

How can you let these groups know
you're an exceptional speaker with a
fascinating subject? The same way in-
creasing numbers of doctors, lawyers
and other professionals across the
country are selling themselves: You
employ good public relations that will
build a solid, respected image.

If you want to save yourself the
$2000-a-month retainer fee the best
firms readily agree they demand, you
can learn to be your own public rela-
tions expert. Once you've determined
what your subject is and how you're
going to present it — and yourself —
the next question any public relations
professional would ask is, “Who is your
audience? Who are you trying to
reach.” There’s no point in publicizing
yourself through all the local home-
maker’s clubs, newspaper columns and
radio shows if your message is strictly
for the business executive.

The local level is the strata that’s
most eager for news fillers, speakers
and guests, so it’s a good place to begin.
But is a “prophet without honor in his
own town?” Must an expert be “a man
who is 50 miles from home?” Not if he
or she is an expert in good public
relations. And not if he or she truly is an

RELATIONS
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expert — one who adds to his or her
knowledge persistently and doesn’t rest
on laurels from another decade.
Getting Public Exposure

Who is the person who automatically
comes to mind when the subject of
roses or flower arranging comes up in
your town? Signe Olson, of course —
the woman who consistently wins the
national rose competition. She also
happens to be an active officer of the
local garden club. You've seen her name
on brochures promoting the speaker for
at least three seminars sponsored by
women’s organizations in the past few
months. The television news featured
her in a picture story when the resi-
dents of the Sunshine Years Senior
Citizens Home were invited to have
refreshments in her beautifully land-
scaped yard for Mother’s Day. Signe
also offers floriculture classes every
spring and fall for the continuing edu-
cation classes at the local shopping mall.

For Memorial Day, Signe designed
and presented three elaborate floral
arrangements for the American Le-
gion’s outdoor community program. At
Easter, she was photographed by the
local newspaper as she showed crippled
children how to create and care for
beautiful indoor window gardens.
Through a well-planned personal cam-
paign, she has made her name synony-
mous with flowers.

George Stuart, purchasing coordina-
tor for a large hospital, writes a weekly
financial column for his suburban
newspaper and occasionally contributes

articles on current financial issues to
national family magazines. These same
articles provide ready-made outlines for
his lectures. “Teaching Your Child How
to Manage Money” recently drew sin-
cere applause from a PTA audience.
Stuart presented “Techniques of
Investing” for the Junior Chamber of
Commerce and “How to Make Your
Money Stretch” for the local library’s
annual open house. He alsovolunteered

Everything associated
with you affects
your public image.

— and was warmly welcomed — to be a
guest on several local television talk
shows.

Both George Stuart-and Signe Olson
spend a lot of time collecting current
information on their specialized sub-
jects. They subscribe to the most re-
spected publications in those fields, read
the latest books and take extra courses
or seminars whenever possible. The
seminars, which are often held out of
town, offer opportunities to get new
information, add extra credits to their
resumes and establish contacts in other
areas. From completely different back-
grounds, these two people have made
themselves experts in demand in their
own hometowns because they realize

the value of public relations and they
have learned how to sell themselves.
Whenever a current news item relates
to George’s area of expertise, he com-
ments on it in a letter to the editor.
Letters columns are more widely read
than any other section of the news-
paper, and it’s a place where the writer
can feel free to express even the most
unpopular opinions.

The bigger the city, the publication or
the radio station, the harder it is to
establish yourself as a leading expert in
your field. Begin your campaign by
checking with the program directors
of your local radio and television sta-
tions to find out which shows feature
guests. Tell them what you'd like to talk
about and what your qualifications are.
Every show needs a variety of interest-
ing stories and good speakers, but —
even for the smallest audience — your
message must be timely and must have
a wide appeal. “The Eating Habits of
Terrestrial Snails” wouldn’t draw much
general enthusiasm, but “How to Make
a Million Dollars in Your Spare Time” is
sure to attract an audience.

Follow up your phone call by sending
your press kit — an attractive but
inexpensive folder containing a one-
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page introductory letter, a resume, a
photo of yourself (black and white
glossy), copies of any recent new clip-
pings about you, letters of recom-
mendation, sample questions for the
interviewer and your business card.
Image Building

Up to 80 percent of our purchases are
determined by the way a product is
presented for our first visual reaction.
Top marketing experts realize how im-
portant “window dressing” is to suc-
cessful packaging. “Image building” is
the current term for human packaging.
Just as a product must look good if it is
to be marketed successfully, your image
must be visually pleasing. And it must

agree with your subject. A person striv-
ing to be recognized as a fashion expert
should always be seen in the latest
clothes and hair designs; a football
coach who gives motivational lectures
will be expected to appear relaxed,
uninhibited and casual; a conservative
business executive should always be
impeccably groomed and dressed in Ivy
league fashion. But the packaging
doesn’t stop there. Everything asso-
ciated with you — including your home
and the car you drive — affects your
image.
Details Are Important

“Never explain, never complain,” says

one of my favorite editors. “If you've

e ——
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GO PROFESSIONAL!

Let Toastmasters launch you into an exciting career as a professional public
speaker. The new Accredited Speaker Program will give you all the
tools you need to become a success on the speaking circuit. The program is
designed especially for individuals who have demonstrated outstanding
speaking skills in major presentations beyond the club level.

You will qualify if you have:

® Given 25 major addresses during the three years preceding your
application date.

® Demonstrated excellent speaking skills in the following categories:
informing, motivating, inspiring, entertaining, leading seminars and
discussion groups and dealing with management problems.

® Earned an Able Toastmaster (ATM) award.

® Maintained current membership in a Toastmasters club.

Applicants will be required to make two 45-minute presentations, which
will be judged by a Toastmasters International Review Board. To learn
more about how you can benefit from this unique program, write to:

Toastmasters International
Accredited Speaker Program
Education Department
2200 N. Grand Ave.

P.O. Box 10400
Santa Ana, California 92711

gone to the trouble to do everything to
the best of your ability, there’s no room
or excuse for explanations. If you
haven't, explaining won't help either.” I
remembered that advice the day I had to
leave my car at the garage for repairs on
the way to a seminar I was conducting
on“Women in Management.” The par-
ticipants who walked with me to the
parking lot at the end of the day looked
shocked as they watched me leave —
with good reason. Wearing my high-
heeled shoes, tailored suit and hat, I
stepped into the cab of a red pick-up
truck and skillfully put it into gear. (It
was the only vehicle the mechanics
could lend me for the day.) Without
trying to explain, I drove off confi-
dently, enjoying a hearty laugh.

It takes more than a tailored suit to
create the appearance of success. One
flaw — a battered briefcase, unmani-
cured fingernails, poorly designed sta-
tionery (or a red pick-up truck for a
polished executive) — can destroy your
overall image.

Whenever you're going to speak,
appear as a guest or accept an honor,
send a one or two page, typed (double-
spaced) press release to your local
newspaper. The secret to getting these
releases in print is making them news-

To stay in demand
as an expert, you
must keep growing.

worthy. Remember, your message is the
news; you are just the carrier. Focus the
editor’s attention on your message with
a title such as “Expert Tells How to
Draw Family Closer Together” or
“Supporting Your Boss Is the Key to
Success, Says Authority.” If your sub-
ject is appropriate for a regular feature
on business, gardening, fashion,
finance, pet news, entertainment or any
other topic, most columnists will appre-
ciate receiving new ideas and comments
from you. Ask them to give you credit
for each quote they use.

News stories generally fall into one of
three categories: general news (the
closing of an area hospital), unique or
off-beat news (the woman who has a
singing chicken), or human interest (the
elderly man in New York’s Greenwich
Village who searches out and helps
needy young men). Photo stories al-
ways attract attention. A skilled
photographer who can also write has a
good chance of generating publicity.
Feature an ecology subject with a
picture of someone removing a small
animal from a trap, show a sailing
expert building his own boat or a
Wedgewood China authority displaying
new discoveries. An editor or television
news director isn’t likely to ignore or
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discard a well-written story with a
unique angle and an eye-catching
photo.

Representatives of your local news-
papers, hotels and restaurants can help
you develop a list of active clubs and
organizations and their program chair-
men. Call these program planners. If
they express any interest, send them a
press kit. Wait a week and then call
again. Don’t worry about being too
persistent. Your tenacity is sure to win
respect and attention.

Your “contacts” file, which should
include editors and program chairmen,
is one of your most valuable posses-
sions. It should be kept up-to-date and
everyone listed should be contacted
regularly. The program chairmen will
be happy to write a short letter of
recommendation for you after you've
done an outstanding job for them.
Don’t be shy about asking for this; it’s
almost standard procedure. And these
letters provide powerful messages for
your press kit.

Avoiding Ego Inflation

“For the elected politician, there is no
such thing as indecent exposure,” says
Myra MacPherson in The Power Lovers.
People in the entertainment world must
keep their names and faces before the
public constantly. Their success de-
pends on their ability to attract and hold
the attention of their audiences.
Speakers face the same challenge. How-
ever, your publicity approach must be
in keeping with your desired image or
the exposure you gain may be destruc-
tive rather than productive. Don’t settle
for just any kind of publicity. Aim for
good, solid public relations. Keep your
feet on the ground and your ego intact
so you can truly stand for something.
It’s a tragic fact that many people who
suddenly find themselves in the public
eye become egotistical. Some make
fools of themselves and become objects
of ridicule. Others get so much expo-
sure that they lose their appeal. Today’s
audiences are fickle. They tire of head-
liners quickly — unless your publicity
convinces them that yourideasare fresh

even though your face is familiar.
The Need for Caution

Mr. P., chairman of the board of an
international real estate and broad-
casting conglomerate, is one of many
who have been burned by the press and
now strive for anonymity. After much
persuasion, Mr. P. had allowed a young
staff writer for a national magazine to
follow him around for a week, con-
ducting and making observations for a
profile article. When the story ap-
peared, Mr. P. was appalled by its
inaccuracy.

“It almost destroyed me,” he said.
“Both personally and professionally, I
was shattered. It has taken over three
years to overcome the harm that article
did.”
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7' JONES for SPEAKERS! .

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

An up-to-the-minute topical Joke-Bulletin with approximately 100 funny
one-liners, stories and roast lines. Created by top Hollywood comedy writers.
A great source of fresh professional material to humorize your speech for
any audience; any occasion. Current issue: $5.95. Send check or M.O. to:

JOKES UN-LTD.

1357 Miller Drive, Dept. 0-6, Hollywood, CA 90069 yJ_

Listen and Succeed

Cassette tapes featuring condensations of best-selling books:

O Psycho-Cybernetics
by Maxwell Maltz

O How | Raised Myself
from Failure to Success
in Selling by Frank Bettger

O Think and Grow Rich

by Napoleon Hill

O The Art of Public
Speaking by Millard Bennett

O The Magic of Believing
by Claude Bristol

O Magic of Thinking Big
by David Schwartz
O The Greatest Salesman

in the World
by Og Mandino

Enclosed is my check or money order for tapes
(checked above) @ $9.95. Total $

State Zip

9 95 postage

o included Name
Address

Make checks payable to: !

Success Tapes C'[Y

Dept. TM5 Visa/M.C.#

70 E. Howard

Eugene, OR 97404 Exp. Date

I Each only

A turn of a phrase or the use of the
wrong word can change the meaning or
flavor of an entire story. Avoid publi-
cations or writers noted for their bad
reporting and insist on seeing anything
written about you before it appears
in print. Newspaper editors will seldom
promise this because they work under
tight deadlines, but at least your re-
quest will make them aware of your
concern.

It’s also important to be cautious
about becoming involved in drives,
causes or organizations you know little
about. These associations can be valu-
able publicity vehicles, but investigate
them carefully before you make any
commitments so you can be sure they
will help you create the kind of public
image you want to project.

To maintain the expert image, espe-
cially in your own hometown, make it
obvious that you're continuing to grow.
Never stop expanding your expertise.
There are many ways to continue your
education, including reading, traveling,
interviewing others in your field and
attending school. What you learn from
these activities will become imprinted in
your mind and remain a part of you. As
the old adage says, “What you fill your

mind with, that you are becoming.”

Speakers who are always in demand
give their all to every performance, no
matter how small or insignificant it
might seem. They never give a second-
rate showing. If they know they won't
be able to do their best, they don’t
accept the engagement. Reputations
that took years to build can be lost in a
minute; your last performance is the
one that’s remembered.

An expert, according to the Britannica
Dictionary, is “one who has special skill
or knowledge, a specialist.” Roget's
Thesaurus offers this definition: “an
advisor, a motivator, guide, teacher.” If
you assume this role with dignity and
promote yourself with effective public
relations strategies, you will always be
in demand in your own hometown and
as far as you choose to spread your
message. It’s all in your own hands‘!

Dorrine Anderson
Turecamo is a New York
management consultant,
speaker and talk show
hostess.




How Toastmasters can help you
develop the expertise and versatility
to handle any speaking situation.

Using Manuals
o Advance

Your
Speaking Skills

by Robert M. Tucker

n the average, about one per-
O son in 10 has what it takes to

be a success. These are the
self-motivated achievers — the people
who lead the remaining 90 percent who
want success, but lack the motivation to
work for it.

By joining Toastmasters, people
demonstrate that they intend to be in
that select 10 percent. The single most
significant characteristic of this group is
the ability to communicate effectively,
and the Toastmasters club is the ideal
setting in which to develop speaking
skills.

In planning the program agenda for
your club meetings, it's important to
remember that your Toastmasters club
is not a classroom. It is a workshop in
which members learn through experi-
ence with assistance from a group of
friends. Just as the club is not a class-
room, the basic and advanced Com-
munication and Leadership Manuals are not
textbooks. They are workbooks. No one
project is self-contained. As a member
progresses through the manuals, he or
she is expected to use all the skills
learned in preceding projects.

The main function of a Toastmas-
ters club is to meet the educational
needs of its members. The promotion of
educational growth is critical to the
success of your club as well as the
progress of individual members. If you
don’t have a strong educational pro-
gram, your club will not attract new
members and you'll have to struggle to
keep current members from losing
12

interest. Unfortunately, many mem-
bers remain in the organization only a
short period of time, perhaps as briefly
as a year or two. Each member has
specific personal objectives and the time
spent in Toastmasters will vary accord-
ingly. Strong educational programs en-
courage members to set higher goals
as their objectives are reached. By con-
tinually increasing learning oppor-
tunities, at the club level, we can moti-
vate members to stay active in Toast-
masters indefinitely.

Public speaking is an artistic en-
deavor. In that respect, it’s much like
playing the piano or hitting a tennis
ball. Just as musicians and athletes
develop skill through practice, so do
speakers. Nothing can take the place of
first-hand experience. That’s how the
experts get good enough to make it look
easy. And that’s what the manual pro-
jects provide — an opportunity to learn
by doing.

Every Toastmasters club meeting
should include at least three manual
speeches. But individuals can’t measure
progress by the number of manual
speeches they give. Completing the
basic and advanced manuals to earn an
ATM, while highly commendable, is no
guarantee of satisfaction or success. If
you are presenting speech after speech
just to fulfill assignments on a club
schedule, you are not getting maximum
value from the time spent preparing
and presenting those speeches.

You will naturally want to do each
project well. But don’t look upon your

speeches as independent exercises.
View them as a series of lessons which,
over an extended period, will build
consistency and versatility into your
speaking — consistency demonstrated
in a high level of quality in each perfor-
mance and versatility reflected in your
ability to handle any speaking situation.
This goal can be accomplished if you use
your speech assignments — your prac-
tice time — in ways that will sharpen
your speaking skills. Here are some
suggestions to help you maximize your
potential for learning in the Toast-
masters club environment:

e If you aren’t satisfied with your
most recent speech, repeat it on the
next assignment, incorporating the
suggestions offered by your evaluator.
Try a different approach to the topic or
arrange the material in a different
manner. Perhaps another style of
delivery would be better. Don’t be
afraid to experiment. Above all,
practice.

e Instead of presenting your
speeches as a sequence of unrelated
projects, deliver a series of talks on the
same general topic. This may require
some additional work, but it will give
you an opportunity to develop your
research and organization skills by ex-

Practice is the
best route to success
in public speaking.

ploring a topic in considerable depth.

e There are many real life situations
that require some form of public speak-
ing. If you make sales presentations,
chair a committee, head an association
or civic group, give an after dinner talk,
introduce another speaker, give a brief-
ing or status report or motivational
talk, or speak to an audience on behalf
of your company, you will exercise your
speaking skills. Why not practice for
those situations in the club environ-
ment? Whether you use actual material
or simulate those activities, evaluations
from your fellow Toastmasters are sure
to be helpful.

The new advanced Communication
and Leadership Manual system has been
designed to correspond to those many
speaking situations you will encounter
outside the club environment. Many
projects go beyond the usual seven-to-
ten-minute time limit because many
real-life speaking situations require
lengthier presentations.

Each of the advanced manuals in the
series assumes that you already know
the fundamentals of speechmaking.
With a solid foundation in the basics,
you'll be ready to get the most out of
the advanced program, which includes
the following manuals:
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The Entertaining Speaker

Entertainment is a universal human
need, more in demand today than ever
before. As a speaker, you will often be
asked to help fill this need, and this
manual will help you prepare for that
challenge. The speakers who assume
that entertaining is easy usually end up
boring their audiences. The techniques
in this manual will show you how to
project the lighthearted spirit audiences
love. The skills used in speeches given
purely for entertainment can and
should be incorporated into all of your
talks. The dash of wit or the exciting
story will help whet the audience’s
appetite for any message.

In entertaining, your goal is not to
give the audience deep understanding
but to provide an interesting diversion.
As a speaker, your first objective is to
attract and hold the attention of your
audience.

Nothing can do this better than the
effective use of humor. Another impor-
tant objective humor helps you reach is
audience goodwill. Whenever you speak
to strangers, you must earn their sup-
port before they will listen receptively.
Humor eases the initial tension that
sometimes blocks communication.
Other reasons for using humor in any
speech are:

® Humor helps make your points
more memorable.

® Humor allows you to make a sensi-
tive point without offending an
audience.

® Humor helps you deal with un-
expected accidents that may occur
during your talk.

® Humor convinces the audience you
are one of them, rather than one who
feels superior.

The learning projects in this manual
also include giving a dramatic talk and
handling the after-dinner engagement.

(The Entertaining Speaking is automati-
cally sent to you with your CTM award.
You may select two other manuals at no
charge. Additional manuals can be pur-
chased at $1.25 each plus 20% shipping
and handling. Speeches By Management will
not be available until August 1980.)

Speaking to Inform

We are in the midst of an informa-
tion explosion. It has been said that the
average person absorbs more than
20,000 words of information every day
from sources ranging from television to
cereal boxes. Our problem is not to
acquire more knowledge, but to
organize and communicate the infor-

mation we already have. As a public
speaker, you are in a unique position to
meet than need. The speech to inform is
by far the most common type of talk.
The ability to present such a speech
effectively can advance your career and
increase your influence in your com-
munity. The skills you develop for
presenting informative speeches can be
MAY 1980

used in many other types of speeches as
well because there is an element of new
information in almost every talk you
give.

Public Relations

Almost all of us are in the public
relations business. Our “public” may be
large or small. We may represent a large
corporation or just ourselves. In either
case, the need is for effective communi-
cation. Whenever you apply for a job,
makes a sales call on a customer, try to
impress someone of the opposite sex or
promote an idea to your boss, you are
engaged in public relations.

Other people judge you by the way
you communicate. [t’s important to
learn the skills of public relations speak-
ing in order to create a positive image
for yourself and those you represent.
Development of these skills can lead toa
promotion or even a new career. The
demand for your skills will increase if
you can express your company’s mess-
age in a way that causes people to
respond favorably.

In public relations speeches, you will
attempt to build goodwill with your
listeners and persuade them to accept
your point of view. This manual
emphasizes techniques of accomplish-
ing both of those goals. Information
alone rarely changes people’s opinions.
Public relations — as taught in this
manual — works on the “hidden” levels
of thought, focusing on audience
psychology as much as on verbal
appeals.

Specialty Speeches

This manual offers training for the
five “specialty” situations speakers
most frequently encounter.

As a Toastmaster, you understand
that to be a success in life you must
present yourself and your ideas effec-
tively. That’s why it helps to be pre-
pared in an impromptu situation with a
hip pocket talk. You may be asked, “What
are your feelings?” or “What have you
got to add?” You want to be able to
respond knowledgeably and eloquently.
The most common misconception about

COMMUNICATION AND
LEADERSHIP PROGRAM

ADVANGED
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the impromptu speech is the notion jects require you to stand up alone dents, professional groups and govern-

that it involves no preparation. When before your club and deliver different ment officials.
you've mastered the techniques in this kinds of speeches. The presentations The projects in this manual, which
manual you'll always be prepared. you will give from this manual are not will become available in August, are de-
As a Toastmaster, you may be asked lectern speeches. They will teach you a signed to give you experience in
to serve as a spokesman for a cause. variety of different methods for leading handling five types of management
The speech to inspire expresses the group discussions. speeches:
audience’s beliefs and values with the The importance of becoming a good e The Briefing
kind of truth and courage that moti- discussion leader can’t be over- ® The Technical Speech
vates others to change emotionally, if estimated. There will be many occa- ® The Motivational Talk
only for a short time. The speaker must sions at your office, at school or civic ® The Status Report
project confidence and authority, using functions and at gatherings of friends ® Confrontation: The Adversary
voice modulation and word pictures for or family when you will be called upon Relationship
a dramatic effect. This manual project to preside over a group meeting. The Tools for Success
provides you with the tools to meet the experience you gain from this manual Toastmasters” Communication and
challenge of this demanding kind of (also called The Discussion Leader) will Leadership Program, composed of both the
speech. prepare you to lead those meetings with basic and advanced speech manuals, is
This manual will also teach you sensitivity and skill. designed to enable members to develop
methods of making effective sales presen- Speeches by Management and perfect the valuable speaking skills
tations. You will learn how to create a One of the most important respon- necessary for good communications.
unique selling proposition and how to sibilities of a manager is to speak in a Manual speeches act as building
handle objections. way that fosters understanding. A man- blocks to prepare Toastmasters to con-
Practicing techniques of interpretive ager’s effectiveness rest largely on his centrate on the finer aspects of speech
reading will help you improve your voice or her ability to communicate with preparation. Most important, they are
control and pacing. You'll also gain employees as well as other groups. tools to help you get what you want
insights into the process of analyzing Not only among the ranks of em- from life. ®
written works from this section of the ployees, but also among the general
Specialty Speeches manual. public there is a desire and a demand for Robert M. Tucker is
In the fifth section of the manual, strong leadership. Managers today are ;“ manager of the Education
you'll learn how to effectively introduce being asked to address a variety of and Club Administration
another speaket, using skills of great im- audiences on topics of current interest. Department at World
portance to anyone who must get up They must be able to speak in a way Headquarters.
before a group of people. that strengthens their credibility with
The Conference Speaker stockholders, employees, consumers,
All the other advanced manual pro- vendors and other groups such as stu-

WE'RE
WORTH SHARING

Toastmasters’ 1980 Membership Campaign

Bring new members into your Toastmasters club this year!

Sponsor 5, 10 or 15 new members and you will automatically receive special
recognition — no forms to fill out!

Sponsor more members and you may be in the running for top awards. The most
successful membership builder receives the “President’s Sponsor’” plaque, and nine
runners-up each receive "“President’s Circle” plaques.

These great prizes can also be yours:

* 5 new members — A Toastmasters “Shadow Figure" tag
e 10 new members — “Reach Out for Success" coffee mug
¢ 15 new members — Choice of Toastmasters tie or ladies brooch

This contest applies only to individual new members who join existing clubs. New, dual and reinstated members count, but
transfers and charter members do not. For the sponsor to receive credit, his or her name must appear on the Application for
Membership (Form 400); no changes may be made after the application is submitted. The new member must join during
1980, and the application must reach World Headquarters no later than December 31, 1980

Complete contest rules can be obtained at no charge from World Headquarters; request the Annual Membership Program
Flyer (1620)
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TOASTMASTERS MILWAUKEE CONVENTION

Discover the Meaning
of Greatness
in Public Speaking

There's nothing in the world quite like
a Toastmasters convention! Each year
more than 1000 members from all over
the world gather to share ideas, in-
crease their coommunications knowl-
edge, elect international officers and
watch the exciting competition to see
who will be the world’'s champion
public speaker.

This year's International Convention
at the Marc Plaza Hotel August 20-23
promises fo be the biggest and best in
a 49-year series of hits.

As always, the convention agenda
will be packed with outstanding edu-
cational meetings and seminars and
informative and inspirational ad-
dresses by some of the world's leading
authorities in the fields of communica-
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tion and leadership. There will be spe-
cial events for the spouses — this year
highlighted by a new attraction, the
“Dress for Success” fashion program
Wednesday at noon. And everyone will
have a chance to sample Milwaukee's
premier aftractions on tours to such
famous sites as the Milwaukee Zoo
and the city’s breweries.

Another new event will be Toast-
masters’ Film Festival — your first
chance to view the exciting new
movie, “Speaking Effectively . . . To One
or One Thousand.” In addition, host
District 35 is planning an “"Oktoberfest”
costume ball featuring a lavish buffet
and after-dinner dancing.

The Marc Plaza is an elegant loca-
tion for our convention. Special fea-
tures include an indoor pool, sauna

and family fun center, Le Bistro res-
taurant, hotel shops and free parking
for guests (contact hotel for informa-
tion on recreational vehicle parking).
A variety of shops, theaters and res-
taurants are just steps away from the
Marc'’s front door.

Milwaukee is easy to get to, and
you'll find that the experience of par-
ticipating in a Toastmasters conven-
tion is well worth the trip! A detailed
summary of the week’s activities and
forms for convention registration and
hotel reservations appear on the fol-
lowing pages.

Something special is brewing in Mil-
waukee this August. Be a part of it!
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TUESDAY
AUGUST 19

1to4 p.m.and 7:30 fo 9 p.m. Registra-
tion. Advance registrants may pick up
their ticket and information packets.
Others may register and purchase
meal event fickets. The table reserva-
tions desk will also be open during
registration hours. Register early. Your
packet will be ready! The Host District
Hospitality/Information Center, the
Education Center — Bookstore and
Candidates Corner will also open af 1
p.m. Tuesday.

6 to 8 p.m. — Film Festival. Those
arriving early will have their first oppor-
tunity to preview the exciting new film,
“Speaking Effectively . . . To One or One
Thousand” just released by Sunset
Films and produced in cooperation
with Toastmasters International. The 28-
minute film will be shown continuously
during Film Festival hours.

8:00 p.m. — Proxy Prowl. An informal
no-host bar/reception for early arrivals.
Your chance to meet this year's inter-
national director and officer candi-
dates.

WEDNESDAY
AUGUST 20

9 a.m. — Convention Opening Cere-
monies. A spectacular pageant fea-
turing the traditional Toastmasters
Parade of Flags, greetings from District
35 and the host city of Milwaukee, the
keynote address and annual reports
from International President Eric K.
Stuhimueller, DTM, and Executive
Director Terrence J. McCann.

e Keynote Address — John Wolfe: “The
Pride of a Pro.” One of the world's
leading experts in sales training and
development, John Wolfe will kick the
convention off fo a rousing start, pack-
ing his keynote address with motiva-
tional messages. A former Toastmaster,
John is one of the top professional
speakers in the world today . . . and
you'll see why!

Noon — Special Program for Spouses:
“Dress For Success” luncheon. The
International President’s wife, Mrs. Lil
Stuhimueller, will be hostess for this
interesting, informative program.

1:30 p.m. — General Education Ses-
sion: “Communication Showcase.”
Past International President Durwood
English, DTM, moderates this group of
highly talented Toastmasters. This will

be a unique opportunity o listen to six
exciting speakers that will make you
laugh, cry and bring you to your feet.
You'll hear these great Toastmasters:

® Michael Aunli

® Joe Eden, DTM

® Adelle Elkins

® Al Friedrich, DTM

® Bob Gelfand, DTM

® Dr. Randal Womack

® J.Terryl Bechtol: “Putting It All To-
gether.” Wrapping up the day’s
packed schedule is J. Terryl Bechtol,
Chairman of the Board of the U.S.
Jaycees. The dramatic vitality in his
motivational messages was devel-
oped through his involvement in Toast-
masters, and today he is one of the
busiest speakers in the country.

4 p.m. — Caucuses. Officer and direc-
tor candidates will give presentations
before the various caucus groups.

Wednesday Evening — This is the only
free night for sightseeing in Milwaukee.
The Host District Hospitality/Information
Center will provide you with informa-
tion on restaurants and other attrac-
tions.

THURSDAY
AUGUST 21

8 a.m. — Annual Business Meeting. Be
on hand to participate in the election
of your 1980-81 International Officers
and Directors. Several important by-
laws changes will also be voted on.

11 a.m.-2 p.m. — Film Festival. Your last
chance to view the new film on public
speaking, “Speaking Effectively . . . To
One or One Thousand.” During Film
Festival hours, the motion picture will
be shown continuously.

Noon — Golden Gavel Luncheon. Dr.
Kenneth McFarland is known as “The
Dean of the American Platform.” His
outstanding career has encompassed
the fields of education, business, agri-
culture and he is a recognized author-
ity on law enforcement. As a guest
lecturer for the General Motors Cor-
poration, he is a tireless spokesman for
Americanism throughout the nation.
Another highlight of the luncheon will
be the honoring of Governors of Presi-
dent’s Distinguished Districts, Select
Distinguished Districts and Distin-
guished Districts for 1979-80.

2:30 p.m. — Hall of Fame Pageant. An
impressive ceremony often called the
“Academy Awards of Toastmasters
International.” Outstanding individual,
club and district achievements will be
recognized.

MILWAUKEE CONVENTION

6:30 p.m. — Reception. An informal,
no-host reception where you can relax
and catch your breath. The reception
sets the stage for the evening’s big
event. .. “"Oktoberfest.”

7:45 p.m. — “Oktoberfest” Fun Party. In
Milwaukee (where else?) you can get
into costume and into the spirit of
Oktoberfest — in August yet! This color-
ful evening includes a fantastic buffet
dinner and stage show featuring the
Castle Family singers and starring
comedian Billy Kelly. Stay after the
show for dancing until midnight.

FRIDAY
AUGUST 22

All Day — General Education Session.
The collection of speakers, panelists
and leadership experts assembled for
this convention tops them all. These
sessions are packed with information
that will give you a wealth of ideas to
take home from the convention.

e Will Johnson, ATM — Keynoter.The
winner of the “"World’s Championship
of Public Speaking” in 1976, makes his
tfriumphant return to the convention
platform. Since winning our cham-
pionship, Will has become a promi-
nent speaker in great demand by
many groups.

e Panel — “The Roles People Play.”
Immediate Past International President
Hubert Dobson, DTM, hosts this panel of
excellent Toastmaster speakers who
will each look into the future to focus
on areas of speech development
which are becoming more important
every day. You'll hear:

John MacLaren, ATM — The past Dis-
trict Governor of District 62 will explore
the techniques people involved in
business and politics must be pre-
pared to use in the ‘80s.

Jim Medeiros, ATM — This North Caro-
lina Toastmaster will tell you how
dramatic gestures can add spirit and
style to your speeches.

Norm Maier, DTM — This past Inter-
national Director will show you how to
use humor to get your point across and
lighten up the serious speech.

e Dr. Arnold Abrams: “Body Langu-
age...You Are An Open Book.” You'll
be delighted to watch, listen and leamn
from Doc Abrams, a master of body
language. He has delighted audi-
ences everywhere with his relevant
observations, his quick wit and genu-
ine warmth,
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Bob Leiman, DTM: Meetings Man-
igement Clinic. Bob was rated as one
f the top speakers at last year's
yternational Platform Association con-
ention and returns to the Toastmas-
ers Convention with a special “how-
0" program on how to make your
neetings more effective. This down-to-
sarth, nuts-and-bolts presentation will
yovide techniques you can surely
ake home and use in your club. Bob's
alk is designed for an intfimate audi-
snce, so he will be presenting it twice,
111 a.m. and 1:30 p.m.

» Dr. Don Kirkpatrick — Dr. Kirkpatrick
s professor of Management Develop-
nent at the University of Wisconsin/
xtension in Milwaukee. A nationally
nown expert in the training field, he
wvill teach you how to evaluate
speeches inside and outside the club
snvironment.

» Dick Ward, DTM: “The Art of Listen-
ng.” A past International Director, Dick
~as one of the favorite speakers at last
/ear's convention. His presentation will
show you how to get more out of life by
earning how to distinguish the differ-
ance between hearing and listening.

5:30 p.m. — Royal Reception. All atten-
Jees are invited to this no-host recep-
‘ion preceding the convention’s

Srand Finale evening.

7:30 p.m. — President’s Dinner Dance.
>ast International President Hubert
*Dobby” Dobson, DTM, will preside as
foastmaster of the Evening as the
newly elected officers and directors
are installed. Dancing to the music of
the Stephen Swedish Orchestra will
follow the installation ceremonies.

SATURDAY
AUGUST 23

8:15 a.m. — “The World’s Champion-
ship of Public Speaking” and Interna-
tional Speech Contest Breakfast. Nine
of the finest speakers in the world will
give their all in pursuit of the "World's
Championship of Public Speaking.”
This exciting event is bound fo be a
sell-out, so send in your convention
registration today! While the judges’
decision is being made, a special
invitation to the 50th Annual Conven-
tion in Phoenix will be presented. After
the speech contest winners are an-
nounced, a special closing ceremony
will bring down the curtain on a most
successful convention.
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Toastmasters’

49th Annual Convention
August 20-23, 1980
The Marc Plaza Hotel
Milwaukee, Wisconsin

To WHQ

To Hotel

Mail to: Toastmasters International, 2200 N. Grand Avenue, P.O. Box 10400, Santa Ana, California 92744. (This form is not to be used by
Infernational Officers, Directors, Past International Presidents or District Governors elected for 1980-81.)

Registration will be required at all general sessions on Wednesday, Thursday and Friday. Pre-register and order meal-event tickets now!
ATTENDANCE AT ALL MEAL EVENTS WILL BE BY TICKET ONLY. Advance registrants will receive a claim ticket for a packet of Toastmasters
materials.

Please have my advance convention registration and tickets to the following meal events waiting for me at the Convention Registration
Desk. All advance registrations must reach World Headquarters by July 10.

MemberRegisHatlons @ S8 r. s d i vt iy s s v d ciprbsy S S SIS S e )

Joint Registration: Husband/Wife (both Toastmasters) @520 . .......veeeun e e )
SPONISEGUSST REGISHATIONSIOISS i 1 v fuims s v nain S e S ORI el S
YOUIDRegISTTAHONSIIFEO): v din s ion 37 it b ) itk et o vl i N Rl E e o1 o S
Tickets: "Dress for Success — Ladies Luncheon” (Wed. noon, Aug. 20) @$8.75 . ... oe e e S
Tickets: Golden Gavel Luncheon (Thurs. Noon, AUG. 21) @89.50 . . .t v e e e ee e se e e e e e e, $
Tickets: Oktoberfest (Thurs. Aug. 21, Dinner, Dancing & Program) @$19.00 . ..o ovev oo S
Tickets: President’s Dinner Dance (Fri., Aug. 22, Dinner, Dancing and Program) @$19.00. .. ................ S
Tickets: International Speech Contest Breakfast (Sat., Aug. 23) @56.25 . ... oo eie e, )
Totaliy S8 et a8
CheckenclosedforS____ (US.) payable toToastmasters International. Cancellations reimbursementrequests notaccepted after
July 31.
(PLEASE PRINT) ClubNo.______ District No.
NAME
SPOUSE/GUEST NAME
ADDRESS
chy STATE/PROVINCE
COUNTRY ZIP CODE

NO. CHILDREN ATTENDING - AGES

If you are an incoming district officer (other than district governor), please indicate office:

Mail to: The Marc Plaza Hotel, 509 W. Wisconsin Ave., Milwaukee, Wisconsin 53203 / (414) 2741-7250. Reservation requests must reach the
hotel on or prior to July 28, 1980.

Please circle room and approximate price desired. (If rate requested not available, next highest price will prevail.) 9% state/local sales tax
will be added to all rates. All rates European Plan (no meal included).

Double Queen-Twin-Dbl/Dbl King
1 Person $35.00-545.00 $39.00-549.00 $42.00-$52.00
2 Persons $47.00-$57.00 $51.00-561.00 $54.00-564.00
Parlor and 1 Bedroom $105.00-$115.00
Parlor and 2 Bedrooms $140.00-$150.00
Add $10.00 each additional person (above 2).
NAME
ADDRESS
CIty STATE/PROVINCE
COUNTRY ZIP CODE
| will arrive approximately am. pim e AUgUSTS cl S s 080
(I check enclosed to cover first night for arrival after 6 p.m.)
I willdeparton August ____, 1980. Arrival by car other

| am sharing room with
Room will be held only until 6 p.m. unless first night is paid in advance.

Toastmasters International Convention, August 20-23, 1980.
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Mobilizing contemporary workers

with incentives that match
shiffing employee values.

MOTIVATION
FOR THE

f, as a manager, you're beginning

to suspect that your tried-and-true

motivators are letting you down
these days, you're probably right. If
you sense that your employees aren’t
responding to peptalks, scolding, suc-
cess stories, sales contests or threats,
you're right again. And you may well
have come up against what consultant
Daniel Yankelovich considers the
greatest single challenge facing modern
management: the task of finding new,
appropriate incentives to motivate what
he’s calling a“New Breed” of employees
— people whose approach to work and
life is so radically different from that of
their predecessors that, according to
some researchers, they could well
transform the character of work in
America.

Who are these people? They are,
first and foremost, a new fact of life in
the American workplace. Teachers and
testpilots, superintendents and sales-
people, they work in schools, in fac-
tories and in sales.

Author Thomas Wolfe calls them the
“Me Generation,” but we like to think
of them as New Value employees.
Many of them are under 30, but they
are actually all ages because they are
less determined by age than by atti-
tude. Some of them are probably on
your staff. As a manager you need to
know that. You also need to know what
these employees want. They represent
a puzzling challenge to administrators,
many of whom are still operating on
old, outdated management models. Yet
perplexed as these New Value em-
ployees are, it is possible for manage-
ment to keep pace with them and to
help them maximize their potential and
boost their creativity.

In the past, even the recent past,
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BREED

by Bill Stewart
and Linda K. Wirtanen

motivation has been regarded as the
responsibility of management. Man-
agers were seen as the keepers and
bestowers of employee drive and
energy. Motivation was viewed as a
commodity — something that manage-
ment could give, grant, somehow im-
pose on workers. It was also believed

Self-esteem is more
important than money
to many employees.

that money and “executive privileges”
(e.g., washroom keys, plush carpeting)
would automatically and permanently
motivate people. Those ideas have since
gone by the boards.

As values continue to shift and man-
agement is forced to realign its views
and approaches, it's becoming apparent
that the only real motivation is self-
motivation, and that it involves a need
for self-realization. It cannot be applied
or administered.

Neither can it be bought. While a
graduated commission scale for sales-
people can be an effective short-term
incentive, most managers are beginning
to realize that such programs are poor

and inadequate substitutes for other,
more effective, rewards. Offering
money to someone hungry for chal-
lenge and growth is about as effective
as giving a book or painting to someone
who is starving.

Environmental Motivators

As a manager, you cannot provide
motivation; however, you can provide
the means for motivation. That’s what
this article is about — how responsible,
creative management can generate an
environment conducive to productivity
and create a context for employee
success.

Like all workers before them, New
Value workers want success. But
they’re likely to define that success in
unconventional terms, in ways that
management may not necessarily
expect.

They value self-esteem, many of
them, above economic security. They
are concerned with self-fulfillment,
based on the process of exploring and
building the self. While leisure is impor-
tant, they are nonetheless capable of
working hard, and many of them find
much of their identity in what they do.
At the same time they don’t hold
conventional loyalties or cling to the
orthodox sense of organizational be-
longing, and they are quick to change
jobs and leave work that compromises
their integrity or thwarts their need for
challenge, growth, esteem and recogni-
tion.

In some jobs, there can be found
built-in motivators — elements in-
herent in the work that are by nature
attractive to New Value employees and
automatically satisfy certain of their
needs. A lot of these are intangibles; a
lot of them involve avoidance of the
“dailyness” — that is, the boredom, the
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routine, the assembly-line blues, the
sameness — that accounts for slumps
and motivational problems among
many traditional employees. A career in
sales for example, can provide auto-
nomy, flexibility, independence, self-
determination, freedom in scheduling,
the opportunity for challenge, self-
pacing, creativity. The salesperson is a
self-regulating professional. As a
manager you can and should remind
your staff of that status. They are
professionals with unlimited freedom
and unlimited opportunity.

But, no matter what line of work
you're in, there’s more you can do to
help establish an environment that will
encourage and support higher motiva-
tional levels among your workers. By
“environment” we refer to the entire
spectrum of conditions and events that
comprise the workplace. It is made up of
these basic components, all deserving
careful attention from management.
These are: the physical environment, the
social environment, and — possibly the
most important of all — the psychological
environment. We'll look at each of these
factors separately and suggest areas
where managers can be an active and
influential force in maintaining
motivation.

Physical Influences

Recent research has revealed that the
physical environment can have a large
effect on worker satisfaction. Plants,
paneling, colors, furniture, lighting and
office layout all exert a subtle but
significant influence on employees as
well as clients. Books and articles, as
well as private consultants, are available
to advise and provide solid suggestions
for creating an enviroment that sug-
gests comfort and professionalism and
encourages worker morale.

Social Interaction

The social environment involves,
among other things, “schmoozing” — a
term coined by writer and Ford Founda-
tion executive Robert Schrank to
describe office interchanges, kaffe
klatshces, watercooler socializing, the
mingling that he believes builds morale
and boosts motivation.

According to Schrank, who authored
the best-selling 10,000 Working Days:
“When people say they enjoy their
work, what they really mean is that
they like the people they work with;
they like talking and joking and social-
izing. Schrank even goes so far as to
suggest ways for encouraging optimum
schmoozing among employees; for
example, replacing individual coffeepots
with a communal urn and placing water
coolers in central locations. His theories
are supported by recent studies in
which workers ranked affable, agree-
able colleagues and pleasant sur-
roundings as among the top compo-
nents of job satisfaction.

We certainly don’t advocate nonstop
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chatter, and it is true that excessive
amounts of “schmoozing” can inhibit
productivity. But there are acceptable
degrees of inter-office communication
and we believe managers should en-
courage the healthy camaraderie that
leads to a valuable sense of team spirit.

While one of the New Value hall-
marks is preoccupation with self, people
still need to feel that they’re part of
something. A good manager will realize
that and emphasize the individual
worker as a member of the “com-
munity,” the successful organization.
Recognition is one way of promoting
and reinforcing a sense of identity with
work. Relatively small investments of
time and money can pay big dividends
to companies that sponsor award
dinners, recognition banquets, picnics
and after-office get togethers. These
seemingly small gestures have large
payoffs in terms of loyalty and espirit
de corps.

Another way of fostering a sense of
community is the substitution of
cooperation for competition; for in-
stance, replacing traditional sales con-
tests with group competitions that pit
team against team and downplay one-
on-one gamesmanship. This format en-
courages more people to try, since it

Today’s workers are
less willing to
accept the status quo.

allows more of them to win, and at the
same time, new staff members and
lower producers are spared that hope-
less, why-bother feeling.
Psychological Support

The psychological surroundings form
possibly the most important part of the
work environment. Today’s workers
are better educated than ever before
and, subsequently, less willing to pas-
sively accept the status quo. They want
a voice in policy and decision-making.
They want a forum for their opinions
and a measure of self-determination.
They want to be heard. They don't
want orders patly handed down to
them. Instead, they want the satis-
faction that comes from active partici-
pation.

Meetings can be utilized as a means
for encouraging worker participation.
Managers might set aside a period of
time during the meeting for open dis-
cussion, gripes, suggestions, problems.

Communication is the real key to a
positive psychological environment,
and it is imperative that managers
periodically analyze their communica-
tion styles. Ask for staff feedback: Do |
dictate or discuss? Do I tell or suggest?
Do I listen?

There is no substitute for skillful

listening. By that we don’t mean to
imply that managers should be profes-
sional comforters or parent figures, but
your staff should be aware that you are
available to listen objectively, a sound-
ing board for their opinions, ideas and
problems.

Make it a point to know your staff.
What are their goals? What directions
do they hope to take, both personally
and professionally? Where are they
now? What's their background?

Because depression — in even one
person — can breed defeatism and
undermine a positive office environ-
ment, managers are often called upon
to be emotional troubleshooters —
spotting staff slumps early on and
attempting to unravel and remedy them
as soon as possible.

Today’s workers want attention. And
whether that attention is forthcoming
through private conversation, through
group dynamic exercises or through
communication workshops led by pro-
fessionals, employees need to know
that management is as interested in
their psychological well-being, their
viewpoints and their personal develop-
ment as it is in their work record.

And since success generally corres-
ponds to levels of personal satisfaction,
it’s in the best interest of management
to provide psychological as well as
professional nourishment for staff
members.

It’s important for managers to realize
that motivation is as much an art as a
science, and something that more often
than not eludes hard and fast rules.

In terms of New Value workers, the
best motivational approach is probably
an honest interest in both the employee
and the task as hand. A good manager
will balance a concern for the organiza-
tion with a concern for individual
employees — and never tip the balance
at a cost to the company good.

Managers are not motivators, but they
are the agents of motivation. While
they are not directly responsible for
providing motivation, they are respon-
sible for recognizing employee needs
and acting on that recognition.

Above all, they must be flexible.
Whoever said it was right: The only
certainty is change. People change,
values change, roles change, and, to
ensure success, management must
remain open and alert to that change.
That can be accomplished by making an
honest attempt to humanize the work-
place, by providing environments that
meet contemporary worker — and
human — needs and by finding and
applying incentives that match shifting
employee valuesw!

Reprinted with permission of Positive Living
Magazine, 5705 Stage Road, Memphis,
Tennessee 38134. From the August 1979
issue, copyright 1979,

THE TOASTMASTER



How parliamentary
law protects your right
to participate.

The Rights in

Roberts Rules

by Tomm McClintock

he current edition of Robert’s
I Rules of Order lists some 82
separate motions guiding the
conduct of business at meetings. The
rules cover nearly 600 pages of detailed
instructions. And anyone who has ever
tried to use a “quick reference chart”
while under pressure of conducting a
meeting knows that even the most
ingenious of them blurs into a hopeless
mess of arrows, astericks and italics.
No wonder parliamentary procedure
seems so intimidating at first. And no
wonder it has an undeserved reputation
as the ultimate exam bureaucracy
run amuck. But for al ormality and
detail, parliamentary procedure is the

only simple, logical and orderly way to
guide a diverse group of people into a
common course of action.

Does that sound incongruous? It
shouldn’t, because the thousands of
rules which seem impossible to
remember or even grasp spring from a
very small number of individual rights.
And once you understand those basic
rights, the rules of parliamentary pro-
cedure take on a refreshing simplicity.

Let’s take a look at those rights:

The Right to Speak

It goes without saying that the cen-
tral right in any meetinﬁe right to
speak, for it alone provi e
mechanism for compromise and fair




hearing, which are the objectives of
democracy. However, as anyone who
has endured lengthy debates on minor
issues knows, the right to speak must
sometimes be subject to limits.

How can this important right be
regulated? First, you can ask the group
to refuse to discuss a particular ques-
tion by “objecting to consideration.” Or
you may want to stop all the chatter
and initiate a vote by “rising to the
previous question.” Or perhaps you
merely want to limit the time available
for debate.

There are other ways to circum-
scribe the right to speak, including
motions to close nominations for elec-
tions. There are enough such motions to
make your head swim, but they all
focus on changing the rules of debate.
And, oddly enough, they are all handled
in much the same way. For instance, it’s
nonsense to debate the question of
debate, isn’t it? Then don’t be surprised
that, as a rule, none of these motions
are debatable.

While taking advantage of these
opportunities to restrict debate, we
mustn’t forget the importance of the
right to speak. This freedom is so
important that it takes a two-thirds
vote to adopt any motion affecting

Even absentees
have rights under
parliamentary law.

debate. That rule might make it difficult

to interrupt a discussion that seems

unproductive, but it’s a vital safeguard

for every individual’s speaking rights.
The Right to be Consulted

When you miss a meeting, you risk
losing your vote on important deci-
sions, but you still have the funda-
mental right to know about debates on
issues of long-term significance. Any-
one who has returned from an absence
to find higher dues or a new officer
should take note: When any decision
affecting basic organizational struc-
ture or procedure is being deliberated,
extraordinary safeguards insure every
member an opportunity to participate.

Members must be notified in advance
of debate on every bylaws amendment,
every proposal to reverse an official
decision and every change in the rules
by which business is conducted. And
since such issues cut to the very core of
the consensus that holds the club to-
gether, such actions as bylaws amend-
ments often require extra-large majori-
ties — usually either a two-thirds vote
or a majority of the entire club.

The right to be consulted is the right
not to be surprised. When a decision
affects the fundamental operation or
character of a club, the right to debate is
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absolute and parliamentary law pro-
vides strong safeguards for absent
members.

The Right to Go Home

Anyone who has attended a meeting
that stretched into the early hours of
the morning can appreciate the right of
an assembly to go home or to finish a
particularly bothersome piece of
business.

When a group has had enough and
wants to close the meeting, or just take
a break, all business normally stops, and
the motion is ushered through without
delay.

The most important motions in
parliamentary procedure are arranged
in a hierarchy known as precedence,
with the most pressing proposals
getting priority over lesser ones. Oddly
enough, the motions for the right to go
home head the list.

For instance, if you want to set up
another meeting in order to end the
current one, this motion gets absolute
priority. The motion to adjourn comes
next in the line of merciful respites for
restless members, followed by the still
less drastic motion to recess. After all,
even Henry Robert got tired once in a
while.

There is an urgency about this right
that won't tolerate the delay of debate.
No one can hold back a majority on this
issue.

But what about simply “getting on
with it” — an often heard plea to
dispose of some persistent piece of
business that ought to wait for some
other time? Perhaps, for example, you
want to “table” a motion and just not
think about it until the next meeting.
This also is a high priority item, unde-
batable and passed by a majority.

The Right to Know

There is one ultimate right — a right
so absolute and overriding that it can
bring business to a dead halt. It is the
right of every individual to be fully
informed.

When business is moving at a fast
clip, or the acoustics are poor, or tem-
pers hot, it’s easy to lose track of the
business at hand until suddenly the
vote is taken and the matter is closed.
But nothing brings business to a halt
faster than when a member rises and
says: “ have a question.”

Questions, doubts or requests involy-
ing proceedings are the one class of
motions which are so urgent and
important that, with a few exceptions,
they can interrupt business or speakers
practically anytime and anywhere. And
not only is the right to be informed
undebatable, normally it is not even
subject to a vote — it is simply acted
upon by the chair.

Are you uncertain that the rules are
being enforced? Raise a point of order
and tell the chairman about it. Are you
unsure of some fact important to the

debate? Raise a point of information
and ask. Do you doubt the outcome of a
voice vote? Any member may demand
that a standing vote be taken.

And most important and useful of all,
if you're unsure of the proper proce-
dure to use, if you're reluctant to make
a motion, if you simply don’t under-
stand what you're voting upon, raise a
point of parliamentary inquiry and ask.
Whenever you're unsure of where busi-
ness is going or how to work your will
upon it, speak out. Then watch how
fast everything stops until you're sure
you understand what’s happening.

Four basic rights. And from them
grow most of the tangled roots of
parliamentary procedure. But perhaps
they aren’t so tangled after all:

® The right to speak means that any
motion affecting debate requires a two-
thirds vote and is not itself debatable.

® The right to be consulted on de-
cisions affecting the structure of the
club requires that all members receive
notice of any attempt to make basic
changes. In most cases a two-thirds
vote is needed to take this kind of
action.

® The right to go home or otherwise
expedite business can’t be denied the
majority and is normally urgent enough

The right to
know is the most
important of all.

to be voted on immediately.

® The right to know what’s going on
is the most important of all and normal-
ly isn’t debated or voted upon. Such
requests may interrupt just about any-
thing and stop just about everything
until you are again secure with the
deliberations.

As a general rule, motions not spring-
ing from one of these roots are likely to
be acted upon by a majority after ample
debate and amendment. They’ll also
tend to be lower-ranking motions,
which can’t be made while one of the
basic four rights is being exercised.

Of course, these principles are simply
foundations of parliamentary proce-
dure, and mere foundations make poor
shelter when the winds of contention
begin to blow. But with these basic
principles, perhaps the next time you
open Robert’s ponderous rulebook, the
italics will look a little less foreign, the
astericks a little less numerous and the
arrows and lines a little less chaotic.g

Tom McClintock is a professional parlia-
mentarian registered with the National Associa-
tion of Parliamentarians. He also is a former
member and president of Conejo Valley Toast-
masters Club 1864-33 in Thousand Oaks,
California.
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Promoting Growth
Through TV Talk Shows

The responsibility of getting pub-
licity for a club may be one of the
toughest jobs a Toastmaster can be
assigned to, but — as International
Director Helen Blanchard would tell
you — it can also be great fun.

Helen, a member of NFL Club
2539-5 in San Diego, California,
recently appeared on alocal television

International Director Helen Blanchard, seated at left, discusses the Toastmasters
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talk show featuring a half-hour
program on Toastmasters. Using
slides from the many countries where
Toastmasters clubs are active, she
made a presentation which she called,
“A Trip Around the World with
Toastmasters.”

That’s the kind of publicity that has
launched and sustained Toastmas-
ters’ recent surge of membership
growth. And for Helen, it was an
invaluable — and unforgettable —
speaking experience.

movement with talk show host “Danuta” on Sun-Up, a local television program based in

San Diego, California.

Irish Speaker
Wins First Bid
for Political Office

The Irish legislature has gained a
Toastmaster — a young woman who
exemplifies the image of success our
organization fosters through its
many exciting self-development pro-
grams. Myra Barry, a member of
Fermoy Club 2846-71 in Fermoy,
Ireland, was elected to a seat in the
Irish House of Representativesin her
first attempt to win a political office.
The 22-year-old school teacher,
whose father is also a member of the
Irish legislature, is a dedicated Toast-
master who finds the organization
“entertaining as well as educational.”
She also observes that Toastmasters
offers, “an opportunity to listen to
the ideas, values and beliefs of others,
giving you a deeper insight intolife in
general.”

“Itis a place where one comes to see
criticism as valuable and positive,”

Myra Barry

she says, “Toastmasters is basically
about people. It is the variety of
individuals involved in the club that
gives it character.”

Devon Arora, president of Tokyo Toast-
masters, presents a Communication
Achievement Award to Takamiyama Dai-
goro, a champion sumo wrestler.

Tokyo Toastmasters
Present Special Award

The connection between wrestling
and communication may seem ob-
scure to most people, but that’s only
because they don't know Takami-
yama Daigoro — the recipient of the
first Communication Achievement
Award presented by Tokyo Toast-
masters Club 1674-U.

Takamiyama, a Hawaiian, won
Japan’s 1972 sumo wrestling cham-
pionship, becoming the only for-
eigner to claim the title in the com-
petition’s 300-year history. Takami-
yama spent years preparing for that
event. At the same time, he took on
another difficult challenge — com-
municating with his Japanese wrest-
ling competitors in their native lan-
guage.

Takamiyama’s ability to cross the
language barrier and establish a
rapport with the Japanese people is
what caught the attention of Tokyo
Toastmasters. In accepting his award
during a recent club meeting, Taka-
miyama expressed great respect for
Toastmasters’ educational program,
saying he was particularly impressed
with the ability of members to or-
ganize their thoughts intelligently
and speak persuasively in the two
minutes allowed for Table Topics.

Members of the Tokyo club, which
recently celebrated its 25th anni-
versary, are now searching for future
award recipients in an effort to
encourage excellence in communi-
cation while generating publicity for
Toastmasters. If you want to in-
crease your club’s visibility by recog-
nizing leading communicators in
your community, order a Communi-
cation Achievement Award (267)
from World Headquarters.
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Putting your personal problems
info a manageable perspective.

ne of the major problems
0 facing our country today is

the amount of worrying our
citizens are doing. The “worry syn-
drome” seems to start with teenagers,
progress through middle age and on to
the “golden years.” In fact, the older we
get, the more we know and the more
we have to worry about. All this is
counter-productive. [ know — I used to
worry about everything. I took on the
burdens of Jimmy Carter, my fellow
workers, my close friends and family
and spent countless of sleepless nights
imagining what might go wrong.

The situation got so serious that my
psychiatrist threatened to raise his re-
tainer fee. That’s when I turned to the
problem-solving techniques taught in
business courses and seminars and
found two management systems that
proved to be enormously helpful when
adapted to my needs.

Zero-Based Worrying

This technique simply involves iden-
tifying and categorizing problems. Too
many people worry about only half
their problems. Others worry about
nebulous problems. And still others
worry about more problems than they have.
To correct this imbalance, it’s impor-
tant to start from scratch. Consult
. your family, friends and advisors

N to find out what they think
you should be worrying

about. (This is an important
N technique I have developed
called participative worrying.)
Concentrate on every
possible problem. Write
each one down. My most
recent list of worries had 14
items on it. However, since
you have not yet progressed

to my level of worry/

How to Be an effectiveness, your list will probably be

much longer.
Keep a pad of paper by your bed. We
often think of problems during the

® &
night. If we don’t write them down
immediately, they may be forgotten. So
if you get a worry, don't just toss and

turn — write it down. Your problem

by Marvin M. Klein will be waiting for you in the morning,
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and you'll sleep better knowing you
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won’t have to think about it until then.
After your list is complete, prioritize
it, starting with the most urgent and
pressing problems. The next step is to
divide them into two categories:
(1) those worth worrying about and
(2) those beyond your control. Let’s call
them “Possible Worries” and “Impos-
sible Worries.” To show you how this
system works, let’s review the first
three worries on one of my recent lists.
You can quickly see which are “Pos-
sible” and which are “Impossible”:

e Skylab will fall on my house.

e My dog will not come when I call
him.

® My boss keeps threatening to fire
me if [ don’t stop wasting time.

Do you worry about
more problems than
you really have?

It would have been difficult to do
anything to prevent Skylab from falling
on my house. After a construction firm
told me how much it would cost to
move my house to the next block, I felt
certain this worry belonged in the
“Impossible” category. Once I had
separated this worry from the “Pos-
sibles,” I was ready for the next — and
most satisfying — step: Crossing off all
the “Impossible Worries” and forgetting
them. When you can identify your
“Impossible Worries,” you will be able
to erase them from your mind as
quickly as you cross them off your list.
You will thus eliminate at least one-
third of the concerns that have been
causing you distress. Some of my
worried disciples report that this one
method solved all their problems.

Worrying-by-Objective

This brings us to the second manage-
ment system that can be effectively
adapted to serve as your personal
problem-solving guide. Divide a sheet
of paper into four columns with these
headings:

® Your “Possible” worry

® What to do about it

e Time needed to accomplish goal

e The club (or the carrot)

At this point, we are formalizing our

MAY 1980

plan, setting up a time frame for action
and giving ourselves a guarantee that
we will take action. Too often, we know
how to solve our problems but fail to
take action. Consequently, problems
perpetuate themselves, becoming in-
creasingly difficult to solve. You could
end up worrying about the same prob-
lems for years. Don’t allow that to
happen. Identify the problems you

can solve and take action immediately.

For guidance in developing an action
plan, try the system of Worrying-by-
Objective. It has helped me overcome
many problems, including one of the
“Possible” worries on my most recent
list: “My dog doesn’t come when I call.”
Certainly, you can understand what
this does to a man’s ego. It caused me a
great deal of anxiety — until I started
outlining possible solutions. I dis-
covered the answer was relatively
simple:

e Send the dog to obedience school
where they’ll step on his toes if he
doesn’t come when called.

e Make sure that every time the dog
responds to your call, you reward him
with a biscuit.

Now for the next column — time
needed to accomplish the goal. Since the
obedience school offers a four-week
course, it was safe to conclude that
these two programs could be easily
completed within eight weeks.

At this point I needed a “club” (or a
“carrot”) — a key to making this system
effective. Too many worriers are also
procrastinators. They know what should
be done but never do it. In business,
management gives us a goal and a
deadline for completion. The need for
action is obvious. When we have no one
but ourselves to report to, we often
need a punishment or reward to ensure
action.

Select a “club” or a “carrot” that will
inspire — or frighten — you to do
whatever is necessary to reach your
goal. For example, I decided that if I
didn’t train my dog to come when I
called within eight weeks, I would eat
the dog biscuit.

A word of caution: Some overly
zealous followers of my system have

made the “club” or punishment so
awesome that they had to immediately
add this fear to their “Possible Worry”
list. This, obviously, is counter-produc-
tive. Make the punishment fit the
worry or — better yet — use the
“carrot” technique. Give yourself a
reward (such as a vacation) if you
complete the necessary action on time.

Of course, training a dog is a rela-
tively simple worry. So let’s consider an
action plan for the other problem on my
list: My boss keeps threatening to fire
me. It seems that I had only a few
options:

® Do a better job (in my case —
impossible).

e Look for another job.

Too many worriers know
what should be done,
but never take action.

e Taketheoffenseandask thebossfor
araise.

In football, they say a good offense is
the best defense, so I chose this option.
But asking for a raise under these
circumstances was a difficult task. I was
anxious to get it over with so I decided
on a one-week time limit. My “club”
was a promise that I would quit the job
if I didn’t ask for a raise within one
week. With the bills I had, quitting was
a drastic action. So you can be sure that
once I had clearly and calmly planned
this course of action, [ was determined
to meet my deadline.

By now, I hope you can see how the
processes of Zero-Based Worrying and
Worrying-by-Objective can help you
solve the problems that are keeping you
up nights. You'll be amazed at how fast
your list of worries will dissipate when
you face your problems thoughtfully,
courageously and creatively.

One final note for those who are
wondering what happened when I
asked my boss for a raise: He fired me.
But his response proved the value of my
system — it launched my career asa
problem-solving consultant. §

Marvin Klein is a member of Niles Township

 Club 665-30 in Skokie, Illinois.
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Applying winning football
strategies to the development
" and delivery of effective
technical presentations.

Touchdown...
e, TOF the

Technical Speaker

It's one minute before starting time. As
you wait for your name to be called, you pace
nervously, stopping occasionally to wipe the
sweat from your brow. You must do more
than perform well today, you tell yourself.
You must score; you must win. Every mental
and physical resource at your command must
be used to keep you one step ahead of the
opposition. Months of practice have con-
ditioned you for this moment; you are
prepared.

The sound of your name interrupts your
thoughts. Y ou take a deep, revitalizing
breath and stride into the arena, a confident
professional ready for action.

ho is this performer? A foot-

ball superstar waiting to

start a crucial game? A
super-intelligent scientist about to
begin a critical presentation?

It could have been either. Sur-
prisingly, those two professionals face
many similar challenges and anxieties,
including the excruciating emotional
turmoil that characterizes their mental
preparation.
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Even more surprising, scientists or
engineers who want to improve their
technical presentations can learn much
from professional football players —
not by watching the superstars’ tele-
vision commercials and imitating their
voices or mannerisms, but by adapting
seven of the personal characteristics
and strategies upon which professional
football players depend.

Having a Burning Desire

One of the qualities that makes out-
standing football players successful is a
desire to be the best. A burning desire
to win made Mike Curtis one of the
most feared defensemen in the National
Football League (NFL), even among his
own teammates. Mike once tackled his
team’s quarterback with such ferocity
that the coach banished him from the
practice session.

Burning desire propelled Jim Brown
into the opponent’s backfield with the
momentum of a searing cannon ball.
Burning desire forced O.]. Simpson to
pick himself up each time he was

knocked down. In the words of NFL
referee Jim Tunney, “O.]. knew that
when he didn’t want to getup . . . he
wouldn’t run with the football again.”

Tunney’s observation capsulizes the
plight of technical idea presenters —
when they don’t want to get up, they
won'’t give a satisfactory presentation.
Successful presenters of technical ideas
have a burning desire to make the best
speech they can deliver. They’re excited
about their projects, their ideas and the
opportunity to share their knowledge
with others.

The successful speaker’s enthusiasm
is contagious. Every setback, every
defeat becomes an investment for the
future. Every success, every victory
becomes a challenge for tomorrow.

A common bond between the suc-
cessful football player and the success-
ful technical idea presenter is the burn-
ing desire to perform well, the burning
desire to beat their best.

Know Thyself

The professional football player
knows his strengths and weaknesses.
Without this knowledge, success would
be impossible for him. Self-delusion is a
risk he can’t afford.

Joe Namath’s strength was his rifle-
powered passing arm; his weaknesses
were bent, folded and mutilated knees.
Joe never set his sights on the NFL
rushing record, but he never stopped
aiming for the NFL passing record.

Garo Yepremian’s strength was his
powerful kicking foot. But what real
football fan will ever forget that in-
famous moment in superbowl history
when Garo abandoned his strength and
operated from his weakness? The snap
from the center was bad; precious
seconds were lost getting the ball into
position. Too late — the Redskins
thundered upon Garo with the timidity
and grace of a herd of stampeding
buffalo. An irrational thought ran
through Garo’s mind. Pass. Why not?
Had he not seen Bob Griese complete
passes many times under similar cir-
cumstances? Garo threw the best pass
he could — into the outstretched hands
of an astonished opponent. TOUCH-
DOWN . . . for the opposition.

Like the football player, a presenter
of technical ideas must have full knowl-
edge of his or her assets and liabilities.
Successful technical speakers know it’s
impossible to convince others if they're
fooling themselves.

The presence of strengths and weak-
nesses isn’t nearly as important as the
individual’s response to them. Failure to
recognize your strengths and weak-
nesses — or ignoring them — will
guarantee you a performance that’s less
than your best.

Scout the Target

Knowing his own strengths and
weaknesses doesn’t satisfy the pro-
fessional football player. He also wants
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to know the strengths and weaknesses
of his opponent. Films and scouting
reports help players assess the oppo-
nent’s capabilities and vulnerabilities.
New plays are often implemented to
fortify the player against the oppo-
nent’s strengths and to capitalize on the
opponent’s weaknesses.

The technical idea presenter can
profit immensely from a similar
strategy. Technical presentations are
given for one of two reasons: to inform

or convince. Either of these two objec-
tives can be accomplished easier with
prior knowledge of the ages, needs,
educational levels, professional respon-
sibilities, pet peeves, favorite projects
and special interests of the audience
members.

How does one acquire this knowl-
edge? By using the same technique
long practiced by the professional foot-
ball player — scouting the target.

A few simple questions and a little

advance thinking enables the speaker to
choose the words and visual aids that
will have the greatest impact. Football
games and technical presentations are
always more interesting if the players
have advance information on the oppo-
sition — and use it.
Master the Playbook

The professional football player’s
most valuable possession is his play-
book, which contains the full repertoire
of plays his team normally executes. It

Few rewards could be more
satisfying to a public speaker than
immediate feedback indicating that
the audience truly understands.
Nods, looks of concentration and
interest and responsive questions
are particularly rewarding when the
speaker has given a technical presen-
tation requiring the audience to
assimilate detailed information and
abstract concepts. How can you
make this kind of speech under-
standable — and interesting?

A good place to start is with the
audience. No matter how hard you
try, you probably won’t be able to
reach every listener. So direct your
message to a select group of “key
listeners” — the people you most
want to reach.

It’s important to identify those
people early in your preparation be-
cause you need a thorough knowl-
edge of their interests and back-
grounds in order to organize your
message intelligently — that is, to
decide what information to include,
what to leave out and in what
sequence to present your material.

In the audience analysis phase of
your presentation for a technical
speech, you must determine
whether or not the audience has a
frame of reference for assimilating
your message. If not, it’s vital to
develop your presentation in a
manner that takes this lack of back-
ground knowledge into considera-
tion.

In Principles of Effective Speaking, the
authors (Sanford and Yeager) sug-
gest that: “To get the attention of
the audience, it is necessary for the
speaker to make use of the elements of
interest. These are the vital, the
familiar, the varied, the striking and the
specific.” In other words, we should
proceed from what is known to the
unknown, from the simple to the
complex, from the concrete to the

abstract, from the general to the
specific. This is especially important
when dealing with technical
materials.

The material you select for this
type of presentation must be able to
stand on its own — contributing to,
not confusing your presentation. For
example, it would take a great deal of
explanation to effectively use a
quote such as: “They shall beat their
swords into plowshares, and their
spears into pruning hooks.” You may
have heard that phrase — or one like
it — from the Old Testament’s Book
of Micah, used to support an argu-
ment for peace. On the other hand,
“hawks” can turn to the Book of Joel
and find the words, “Beat your plow-
shares into swords, and your prun-
ing hooks into spears.”

You can’t take those sentences —
or similar ones — out of context and
expect your message to be under-
stood. The stage has to be set for the
audience with some orientation on
the background that precipitated
those words and the meaning they
were intended to convey. In your
preparation, you must make sure the
material you select is appropriate to the
presentation and expresses the mean-
ing you intend. Be aware of the
temptation to add facts and data or
quotes and illustrations merely be-
cause you like them. Don't try to
“force fit” them into your speech,
using them as transition thoughts,
gap-fillers or one-liners. Whatever
you use should relate and contribute
to the central theme of your
presentation.

Often, the speaker can help audi-
ences see this theme through the use
of visual aids (i.e. charts, slides,
chalkboard drawings, transparen-
cies). By taking the audience step-by-
step through a series of meaningful,
well-developed graphics, the speaker
can reinforce his or her words. (It

Preparing for the Technical Speech

by Michael L. Wardinski, DTM

works! How many television com-
mercials can you see in your mind’s
eye with the television off?) In Busi-
ness Ideas: How to Create and Present Them,
Stephen Price, a communications
and broadcasting consultant, says:
“Whatever helps you visualize will
help your audience to see and under-
stand more clearly during the
presentation. What you can synthe-
size and boil down to a clear-cut
contrast will aid the others in
visualizing what you mean. And this
is the desired result of concretely
supported presentations.”

You shouldn’t hesitate to use tech-
nical or illustrative materials in your
presentations. You should, however,
understand that several aspects of
your preparation for technical
speeches must receive more than the
usual amount of emphasis. The au-
dience analysis, for example, can’t be
taken for granted or accomplished in
a hasty manner. Furthermore, addi-
tional emphasis must be given to the
selection of appropriate facts, illus-
trations and quotes.

In our work-a-day world, very
little can be isolated into the non-
technical category. And the technical
revolution is still underway. There-
fore, we — as Toastmasters and
speakers and communicators —
should use technical materials, sup-
ported by visual aids, in our
speeches. They provide a change of
pace and, more important, they give
us the opportunity to become more
involved in our world as it is today
and will be tomorrow.

Michael Wardinski,
DTM, a United States
Army Colonel, is a mem-
ber of Pentaf Club
2014-36 in Washington,
D.C., and Mount Vernon
Club 3336-36 in
Alexandria, Virginia.
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club, sales and
political meetings
SURE NEED HUMOR!

IF YOU'RE
INVOLVED,
SEND FOR
THIS BOOK

“UNACCUSTOMED AS | AM”

gives you 238 pages of good, current humor
Indexed for easy use. A bonanza for busy chair-
men and editors. Good reading for anyone with
a sense of humor
Pointed material to fit any occasion, compiled
by the International President of a world-wide
service club for his own personal use and just
now published

e Send check for $5.95 plus 75¢ mailing or your
Amer/Visa number. Indiana residents add 4% tax

THE LORU COMPANY
P.0.BOX300-D, NORTH WEBSTER, IN 46555

FREE LEADERSHIP
TRAINING FOR
TOASTMASTERS:

Want to develop your leader-
ship potential? One of the best
ways you can do this is by
forming a new Toastmasters
club.

When you form a new club,
you'll create for yourself a work-
shop in which you can gain
valuable leadership training and
experience. You'll also get the
satisfaction of knowing you've
helped bring the benefits of
Toastmasters to others. In addi-
tion, you can earn credit toward
your DTM.

No matter where you live,
there’s an excellent chance that
new club opportunities can be
found.

For information on how to get
Started, contact World Head-
quarters or your District
Governor.
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takes hours of intense study and prac-
tice to master this detailed manual.
Failure to do so results in a frantic
search for the proper position when a
play is called. A player who doesn’t
learn the strategies in this book risks
being cut from his team’s roster.

The presenter of technical ideas must
master the repertoire of “plays” avail-
able to communicators. Mastery of the
technical subject is obligatory; mastery
of the fundmentals of public speaking is
wise.

Academic training, professional ex-
perience, technical seminars and per-
sonal curiosity are the best resources
for developing and maintaining techni-
cal competence. Toastmasters, Dale
Carnegie and the American Manage-
ment Association are excellent sources
for training in public speaking.

Although few speaking courses are
slanted toward the technical presenta-
tion, mastery of the basics will provide a
solid foundation for both technical and
non-technical speeches. Once the basic
ideas have been learned, technical spe-
cialists can augment or improvise to
satisfy their own needs.

For both professional football players
and the technical idea presenter, failure
to master the playbook is failure to
master the fundamentals. Failure to
master the fundamentals can only
result in failure.

Plan Options

The quarterback kneels to give his
teammates coded instructions silently
and quickly. The players break the code,
then advance to the battleline. As the
quarterback strides to his position of
command, he mentally monitors battle-
field conditions. He realizes the defen-
sive strategy is not the one he anti-
cipated and he calmly barks an “audible”
to his stooped comrades. Each player
mentally prepares to obey the new
command.

Audibles are an integral part of every
quarterback’s game plan and must be an
integral part of every technical pre-
senter’s strategy. The advance informa-
tion you received may not be complete-
ly accurate; the audience’s position on
the subject may have changed. Effective
communicators always have a back-up
plan. When they find the front door
closed, they move toward the back.
When obstacles appear too high, they
go under them. When resistance be-
comes too strong, they go around it.
Effective communicators, like great
football players, are hard to tackle.
They are determined and flexible —
determined to reach their goals and
willing to use any approach necessary
to meet those objectives.

Flexibility is only possible with
planned options. Much advance think-
ing must be devoted to exploring
alternative ways of presenting your
case. A quarterback’s mental computer

is programmed to alert him of the need
to alter the game plan. Similarly, the
speaker’s mental computer must be
programmed to sound an alarm when
it’s necessary to change the planned
presentation strategy. Only fools con-
tinue to follow a predetermined plan
when the situation calls for a new
strategy; only fools restrict themselves
to a single option when they could have

several.
Develop Personal Style

Lenny Moore was unique among
Baltimore Colt players. His deceptive
moves often left defensemen asking
themselves, “Who was that man?”
Lenny has his own trademark among
NFL players — white spats. Even under
the most demanding playing conditions,
it was possible to identify Lenny Moore
among the players. Jim Brown had a
unique way of returning to the huddle
after being tackled by the opposition —
with a slow, seemingly painful gait.
Gayle Sayers will always be remem-
bered for the sheer excitement he
brought to open field running. Bill
Cosby contends that Sayers was solely
responsible for the NFL rule that pro-
hibits a player from splitting himself
into two parts to avoid being tackled.

Lenny Moore, Jim Brown and Gayle
Sayers brought individuality to the

Effective speakers are
flexible. They always
have a back-up plan.

game of football. Talent enabled them
to get into and to stay on top of the
football profession. Personal style gave
them a unique place in the minds and
hearts of football fans.

Personal style should be as apparent
in technical presentations as it is on the
football field. You were asked to make a
technical presentation because someone
believed you could do it better than
anyone else. Doing it better than any-
one else means doing it differently. If
deviation from tradition is required to
insure audience acceptance and under-
standing, the end more than justifies
the means.

Keep the Goal in Mind

The brutal Cowboy-Rams battle
draws to a close. The Cowboys have
dominated the game from the kickoff.
As the Rams dropped passes and sacked
quarterbacks, the Cowboys executed
well, piled up yardage and controlled
the ball.

But when the referee’s gun blasts the
game into history, it’s the Cowboys
who carry the burden of defeat while
the Rams bask in victory. The game
statistics flash across the scoreboard:

Cowboys Rams
First Downs 15 2
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Passing 235 78
Rushing 192 50
Total 427 128
Score 0 7

There’s a valuable lesson for pre-
senters of technical ideas in those
statistics. They, like professional foot-
ball players, must do more than look
good or play well. They must reach a
predetermined goal; they must score.
The strategic Cowboy game plan, the
impressive yardage statistics, the
apparent domination of the game did
nothing to enhance the team’s position
in the NFL standings. Mastery and
execution of the fundamentals serve no
useful purpose if the goal is not
achieved.

The speaker’s presentation goal must
be determined early in the preparation
process. The goal must remain crystal
clear in the presenter’s mind. Once the
goal is known, every visual aid, every
statement, every physical action must
strategically advance the presentation
toward that objective. The speaker
must remain alert throughout the
presentation. Feedback from the audi-
ence must be monitored and analyzed.
Positive reactions must be reinforced,
negative reactions counteracted and
neutral reactions intensified.

It is in this phase of the presentation
process that mastery of the previous six
points becomes mandatory. Technical
idea presenters equipped with these
strategies are able to become chamel-
eons in any speaking environment.
They can change their approach to the
goal to accommodate the dynamics of
the moment.

These strategies aid technical idea
presenters in the same way the pass,
the running game and the field goal
serve the professional football player —
they are tools to increase the prob-
ability of reaching the goal.

You listen to the audience’s enthusiastic
applause, savoring the immediate sense of
accomplishment their obvious appreciation
gives you. Your presentation went even better
than expected. Y ou shared your technical
knowledge with others and convinced them
that your conclusions were valid. Y ou earned
the admiration and respect of your peers.
And this success came easily. Y ou followed
the strategic approach used by the profes-
sional football player; you added seven points
to your srore.g
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Will Johnson, winner of
Toastmasters’ 1976 Inter-
national Speech Contest, is
among many top speakers
who will appear at
Toastmasters’ 49th Inter-
A national Convention in

Zo g Milwaukee in August. He
is a member of Harford Club 1914-18 in Bel
Air and Susquehanna Club 3898-18 in Aber-
deen, Maryland.
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Special Award Generates Publicity

Looking for a way to promote your Toastmasters club? Try joining forces
with another organization in your town — preferably a highly visible, popular
organization that has some connection with verbal communication. The
Sharpstown Club of Houston (2243-56), for example, is doing a bit of teamwork
with the Derrick Dolls, professional cheerleaders for the Houston Oilers
football team.

As Linda Posey, editor of the The Forum 56 (District 56’s bulletin) tells the
story, it started when Sharpstown Club members Bob Robinson and Bill Kreps
decided to liven up the all-male club’s officer installation ceremony by inviting
some special guests. With football season almost over, they decided it would be
the perfect time to honor the Derrick Dolls for communicating so effectively
with the Oiler fans at every home game. To show appreciation for these efforts,
the Sharpstown club created a Derrick Doll of the Year award to be presented at
the installation banquet.

The winner, Rennette Hundl, was selected by the entire club on the basis of a
taped interview emphasizing the importance of enthusiasm. Accepting her
trophy at the banquet, this vivacious 24-year-old secretary responded with a
well-received extemporaneous speech and then led the Toastmasters in a few
cheers.

If your club doesn’t have a nearby professional cheerleading squad to honor,
don’t let that stop you. You can reward a member of any local group whose work
captures the Toastmasters spirit.

The Derrick Doll of the Year award was such a success that the Derrick Dolls
have asked the Sharpstown Club to make it an annual event. Next year, the club
hopes to make the award even more attention-getting by presenting it during
half-time in the Astrodome before thousands of fans!

Speech Demonstration Motivates
Prospects to Become New Members

Growing Toastmasters clubs are always in the market for ideas to help them
recruit new members. Here’s one from Warren Hempstead, ATM, a member of
Harlingen Club 860-56 in Harlingen, Texas:

Hempstead’s club has recently sponsored three Speechcraft seminars for the
general public. Each program attracted new members, provided useful speaking
experiences for current members and created a greater awareness of the
Toastmasters program in the entire community.

To promote attendance, club members sent invitations to television and radio
stations and daily newspapers and displayed handbills on community bulletin
boards. They also appeared before organizations whose members would be
interested in participating (the Jaycees and Lions clubs among others). In
addition, personal invitations were sent to prospective members.

The program itself consisted of two parts — a 30-minute speech titled “How
to Speak Successfully” and a sample Toastmasters meeting.

The speech was delivered in all three seminars by the club’s oldest and most
experienced member. This is the heart of the program. Extreme care should be
taken to present public speaking as a skill that can be mastered by everyone in
the audience.

The second part of the Speechcraft seminar has featured a sample
Toastmasters meeting in abbreviated form.

For the seminar as a whole, the club insisted upon a snappy place, starting on
time and completing the entire program in just under an hour and a half.

Each seminar was offered free of charge, but participants were asked to
complete a registration form with spaces for name, address and phone number
and a place to indicate interest in joining Toastmasters.

These speech seminars have generated great enthusiasm for Toastmasters in
the Rio Grande Valley. According to Hempstead, they’re not only good for our
organization as a whole, they also promote the self-development efforts of
individual members.

Hempstead says: “We have found speech seminars an effective way of
building our membership, fine publicity for Toastmasters and excellent
speaking experience for our members.”

29




all of fome

Congratulations to these Toastmasters who have
received the Distinguished Toastmaster Certificate,

Toastmasters International’s highest member
recognition.

Roy Fenstermaker

Fullerton 37-F, Fullerton, CA

Jimmy Ford

Moreno Valley 2169-F, Sunnymead, CA

Frederick J. Collins
Aerospace 401-1, El Segundo, CA

Wanda L. Pope
Occidental 613-1, Los Angeles, CA

Frank E. Allen
Sea Ren 1994-2, Renton, WA

James D. Hughey
Redwood City 27-4, Redwood City, CA

Bert J. Schut
Hidden Valley 2006-5, Escondido, CA

Jerome G. Burtle
King Boreas 208-6, St. Paul, MN

William A. Waldrop Jr.
Peachtree Center 2261-14, Atlanta, GA

Franklin P. Horacek
Mid Georgia 3366-14, Warner Robins, GA

Woody Allen
Engineers 2654-22, Kansas City, MO

AIMs

Congratulations to these Toastmasters who have
received the Able Toastmaster certificate of
achievement.

Clyde L. Scarbrough

Barstow 1180-F, Barstow, CA

Rudolf H. Reimer
Mill Braers 2168-4, Mill Brae, CA

Samuel Villa
Mt. Helix 126-5, La Mesa, CA

Rosemary Baatz
Tartan 162-6, St. Paul, MN

Patrick R. O’Leary
Legion Rostrum 374-6, St. Paul, MN

William D. Milkes
Minneapolitan 459-6, Minneapolis, MN

Gary L. Holstein
Minnesota Mutual Life 560-6, St. Paul, MN

Robert Ammidown
Paramount 657-6, Sandstone, MN

Conrad T. Eckstrom
Marshall 1276-6, Marshall, MN

Douglas J. Ward
Metropolitan 1696-6, St. Paul, MN

Patricia S. Kirkwood
Del Rey 2665-11, Anderson, IN
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Norman J. Ayres
Calumet 3313-11, Highland, IN

Vincent V. DeGeorge
McKeesport 901-13, McKeesport, PA

William Devlin
State College 1219-13, State College, PA

Barbara B. Geyer
Alcoa 1092-13, Pittsburgh, PA

John P. Sokol
Monroeville 2954-13, Monroeville, PA

Roger W. Tilbrook
Monroeville 2954-13, Monroeville, PA

Theodor L. Ayres

Pioneer 2308-16, Boise, ID

Luis Aguirre

Bucchus 3791-15, Magna, UT
Jimmy R. Ellis Jr.

Lexical 1367-16, Lexington, OK

William H. Thomason
Ponca City 1846-16, Ponca City, OK

William B. Tearney

Perry 3265-16, Perry, OK

Gilbert P. Beckett

Hercules 1274-18, Wilmington, DE

William O. Chase
Kritikos 1696-18, Ft. George G. Meade, MD

Esker F. McConnell
Mason Dixon 2384-18, Fort Ritchie, MD

William K. Blewett
Gun Powder 2562-18, Englewood Arsenal,
MD

Gene Seaward
Town and College 875-19, Ames, [A

Roger K. Sweet
Town and County 875-19, Ames, IA

Dieter H. Kuster

Vancouver 59-21, Vancouver, B.C., Can
Robert L. Wilson

Farmland 3355-22, Kansas City, MO
Nate Wineberg

Sandia 765-23, Albuquerque, NM
Jeanie R. Keller

A Rousers 2202-24, Omaha, NE
Frederick A. Yarling

The Big “D” 713-25, Dallas, TX
Robert C. Vogel

Mid Cities 989-25, Hurst, TX

Dallas L. Smith

Red Bird 2047-25, Duncanville, TX

Harry Polly
Daybreakers 2899-25, Dallas, TX

William F. Lewis

Fort Range 2668-26, Thorton, CO
George Tonn

Irving Park 2069-30, Chicago, IL

Joe Costa

Toast Breakers 3389-33, Modesto, CA
Bill Peebles

Oconomowoc 834-35, Oconomowoc, WI

David H. Dobson
Reedsburg Area 2780-35, Reedsburg, WI

John H. Zweck
Wisconsin 3490-35, Milwaukee, WI

Marcia L. Peters
Reveillers 985-39, Sacramento, CA

Herry J. Voth
A-R 1481-39, Fair Oaks, CA

James Shea
Deadwood 2239-41, Deadwood, SC

Derek A. Webster
Twin Rivers 667-42, Calgary, Alta., Can

Brian W.G. Papineau
Bowmen 2161-42, Sherwood Park, Alta., Can

Bernard A. Stankevich

Aetna Life and Casualty 3610-53, Hartford,
@

Vincent B. Lorson

Sterling Rock Falls 2125-54, Sterling, IL

W.J.R. Tucker
Clear Lake 43-56, Houston, TX

Gregory N. O'Donoghue
Hill Top 2058-56, San Antonio, TX

Sue Peckover

Sunshiners 483-64, Winnipeg, Man., Can
James P. Medeiros

Improvers 4011-63, Morristown, TN
George Taenzer

Turners 1264-65, Rochester, NY

Alan E. Thomas
Colchester 792-71, Colchester, Essex,
England

N. Yogachandra
Laemthong 1635-U, Bangkok, Thailand

Korkye Purviance
Ramstein 2442-U, Ramstein AB, Germany

Pedro D. Genato
Bayanihan 2844-U, Manila, Philippines

NCW ( UbS
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2466-F West Coast Speakers

Costa Mesa, CA — Tues., 7 a.m., Kaplan’s
Restaurant, South Costa Plaza, 3333 Bristol
(840-1563). Sponsored by 2717-F.

4126-F Campus Crusade for Christ

San Bernardino, CA — Mon., noon, Campus
Crusade for Christ, Arrowhead Springs
(883-5868). Sponsored by 788-F.

4124-4 G-E-M

Sunnyvale, CA — Tues., 11:50 a.m., Lock-
heed Missile and Space Co., P.O. Box 504
(253-7622). Sponsored by 2693-4.

4130-5 Expressions Unlimited

Carlsbad, CA — Fri., 11:30 a.m., Amber
Glow, 2958 Madison (729-8936). Sponsored
by 276-5.

4134-7 Lunch Bunch

Eugene, OR — Mon., 12:05 p.m., Our Town
Restaurant, 138 W. 8th (741-2116).
Sponsored by 364-7.

4129-8 Collinsville
Collinsville, IL — Alternate Mon. (344-2898).

THE TOASTMASTER



4127-11 Wheelabrator

Mishawaka, IN — Tues., 5:15 p.m., Lincoln
Highway Inn (255-2141). Sponsored by
394-11.

4116-20 Lake Region TM Club
Devils Lake, ND — Tues., 6:45 a.m., Family
Inn Restaurant, Highway #2 (622-2181).

4117-22 Gunsmoke

Dodge City, KS — Tues., 6:30 p.m. Welcome
Inn Restaurant, West Wyatt Earp Blvd.
(255-0791). Sponsored by 3449-22.

4128-26 Denver Tech Center

Englewood, CO — Wed., noon, CH2M Hill
Bldg., I-25 at Orchard Pl. 5995 S. Syracuse
(771-0990).

4132-28 180th OHANG

Toledo, OH — 2nd & 4th Thurs., 11:30 a.m.,
Toledo ANG Base, Class Rm. #1, Ohang
Toledo Express Airport, Swanton
(865-8391). Sponsored by 996-28.

4133-28 Federal-Mogul

Southfield, MI — Tues., 4:45 p.m., Federal-
Mogul Corp., Training Rm. 26555 North-
western Hwy. (354-1622). Sponsored by
957-28.

4119-29 Gulf Power

Pensacola, FL — 2nd & 4th Thurs., 5:30 p.m.,
Western Steer Restaurant, Mobile Highway
(434-8535). Sponsored by 3229-29.

4122-31 ASEC

Burlington, MA — Thurs., noon, Analyticak
Systems Engineering Corp., 5 Old Concord
Rd. (272-7910). Sponsored by 2779-31.

4121-46 Roosevelt Island

Roosevelt Island, NY — 2nd & 4th Mon.,
8 p.m., Westview Community Rm., 625
Main St. (838-3513).

1457-56 Franklin

Houston, TX — Mon., 6:30 a.m., U.S. Post
Office, Rm., 2156, 401 Franklin (226-5213).
Sponsored by 2659-56.

3886-61 Thousand Islands
Brockville, Ont., Can — Tues., 6:15 p.m.,
White House Motel (925-4105).

2536-62 Lear Seigler
Grand Rapids, MI — Tues., 4:30 p.m., Lear
Seigler, Inc., 4141 Eastern, SE (241-7000).
Sponsored by 404-62.

4120-62 Monday Evening

Flint, MI — 1st & 3rd Mon., 7 p.m., Inter-
national Institute, 515 Stevens St.
(234-6114). Sponsored by 2826-62.

4123-68 Fat City
Metairie, LA — Mon., noon, H&G Cafeteria,
Veterans and Causeway Blvd. (443-3380).

4140-70 Hornsby District

Asquith, N.S.W., Aust — 2nd & 4th Tues.,
7 p.m., Asquith Golf Club, Lord St.
(456-1823). Sponsored by 1879-70.

4141-71 Grosvenor Square
London, England — Days vary, 5 p.m., Navy
London, 7 North Audley St. (868-4888).

4125-74P Verwoerdburg

Verwoerdburg, South Africa — Alt., Mon.,
6:45 p.m., S.A. Value Engineering Confer-
ence Hall, Barclays Centre, Cantonments
Rd. (62-2081). Sponsored by 2199-74P.

1078-U Vulcan II

Keflavik, Iceland — 1st & 3rd Thurs.,

6:30 p.m., Top-of-the-Rock Enlisted Club,
Box 21.

MAY 1980

4118-U Adak

Adak, AK — Sat., 8:30 a.m., Commissioned
Officer’s Mess Open Naval Station
(579-2139).

Anniversaries——

45 Years
Lee Emerson Bassett 33-4, Palo Alto, CA
35 Years

Seattle General 277-2, Seattle, WA
Business Mens 281-24, Omaha, NE
Beaver Dam 310-35, Beaver Dam, WI
Centennial 313-64, Winnipeg, Man., Can

30 Years

Downtown 99-22, Kansas City, MO
Quannapowitt 849-31, Boston, MA
China Lake 853-33, China Lake, CA
Potomac 827-36, Washington, D.C.
Stockham 818-48, Birmingham, AL
Skyliners 831-64, Winnipeg, Man., Can
Johannesburg 113-74, Johannesburg,
South Africa

25 Years

Roundup 1839-3, Phoenix, AZ
Downtown 1803-4, Santa Cruz, CA
Sunrise 1829-4, Salinas, CA

Yawners 982-7, Corvallis, OR
Marshalltown 1857-19, Marshalltown, 1A
Columbus 744-24, Columbus, NE

Tally Ho 1826-24, Fremont, NE

Summit 1781-46, Summit, NJ

Palolo 1780-49, Honolulu, HI

Kaneohe Bay 1805-49, Kailua, HI

New London 1782-53, New London, CT
Gavel and Glass 1693-60, Toronto, Ont., Can

20 Years

Utoy 810-14, Atlanta, GA

Box Elder 794-15, Brigham, UT
Liberal 2229-22, Liberal, KS

CPA 3094-36, Washington, D.C.
DESC 2781-40, Dayton, OH

Plains 3144-42, Regina, Sask., Can
Capitol City 2048-56, Austin, TX
Rock Hill 2040-58, Rock Hill, SC
Merrimac 3125-66, Portsmouth, VA
Tainan 3102-U, Tainan, Taiwan

15 Years

Kirkland Congregational 822-2, Kirkland,
WA

VIP Granada 1772-3, Tucson, AZ

Roadrunner 3850-3, Tucson, AZ

Emerald 3892-7, Eugene, OR

Meadville 1206-13, Meadville, PA

Morgantown 2526-13, Morgantown, PA

Bristlecone 3901-15, Ely, NV

Laramie 2546-26, Laramie, WY

Auburn Elks 3887-32, Auburn, WA

A-B Speechmasters 3891-35, Milwaukee, WI

Washington Council K/C 3860-36,
Washington, D.C.

Huntington 1964-46, Huntington, Long
Island, NY

Speak-Easy 3235-48, Huntsville, AL

Executive 3009-62, Muskegon, MI

10 Years

Golden Gulf 911-47, St. Petersburg, FL
Post Oak 3897-56, Houston, TX

Fermoy 2846-71, Fermoy, Ireland

Atsugi O TM Club 3162-U, Atsugi, NAS,

Japan
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SPEAKING RESOURCES

We guarantee it! Contemporary Com-
edy, the monthly joke service the pros
renew year after year, will help you
impress your audience. Free sample!
Contemporary Comedy, 5804-Q Twine-
ing. Dallas, TX 75227. (214) 381-4779.

DOUBLE THE IMPACT of your speeches
by bouncing off the explosive think-
abouts for speakers in each weekly
issue of the Oxford Newsletter. 3
samples $3. Oxford Newsletters, Oxford,
WI 53952.

Write potent speeches quickly, easily
and timely with “Instant Humor.” Our
MINI HANDBOOK for speakers includes
100 humorous stories, funny one-liners,
colorful quotes, and illustrated humor-
ous speech, plus serious tips for humor-
ous speakers. Send $5 to Humor INK,
15802 Springdale St., #47, Huntington
Beach, CA 92649.

SUBJECTS LIMITED. Small powerful books
on hundreds of subjects. Most $3. Free
Catalog. Silver Star, Dept. TM, 6467 Van
Nuys Blvd., #204, Van Nuys, CA 91401.

EDUCATIONAL OPPORTUNITIES

EDITING YOUR NEWSLETTER. Practical
guide to writing, design and produc-
tion. $7.50includes mailing costs. Check
quantity discounts as club fund-raiser.
Coast to Coast Books, 2934 Northeast
Sixteenth, Portland, OR 97212.

MISCELLANEQUS

Gavels. Gavels. Gavels. From 3% inches
to 36 inches. From 1 dollar to 60. Box
1408, Beverly Hills, CA 90213.

Put your club on the air. : . Earl Nightin-
gale speaks up for Toastmasters in pre-
recorded public service announce-
ments for radio and television. Avail-
able on audio tape for radio (code 378
— $5) and two videotape versions for
television (code 377-A, 2" reel to reel
highband videotape for broadcast
stations; code 377-B, %" cassette video-
tape for cable TV outlets, $25 each).
Send order today to World Head-
quarters.

Send your classified ad with a check or money order to
Toastmasters International, Publications Department,
2200 N. Grand Ave., P.O. Box 10400, Santa Ana, CA 92711.
Rates: $25 minimum for 25 words, 80 cents for each word
over minimum. Box numbers and phone numbers count
as two words; zip codes and abbreviations count as one
word each. Copy subject to editor's approval. Deadline:
10th of the second month preceding publication.
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SOME ENTHUSIASTIC RESPONSES
TO OUR SUCCESSFUL DAILY
LIVING PROGRAM.

EXECUTIVE DEVELOPMENT SYSTEMS




