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Let’s begin by talking about the question most beginning speakers ask. “How much 

money can I make as a professional speaker?” 

            As a speaker, you’re paid relative to how unique, interesting, and informative your 

material is, and how well known you are. 

Celebrity experts are able to command much higher fees than the average expert. In fact, 

the greater your celebrity status, the less effective you need to be as a speaker! Many new 

speakers don't understand why it works this way. They see a celebrity football player give a 

weak keynote at a banquet. They think, "Well I'm better than that!" True enough. But people are 

willing to pay good money to be in the same room with a celebrity. To be fair, the better 

celebrities are at speaking, the more they are able to obtain in speaking fees. In the same vein, 

once potential clients recognize your name, your fees will increase dramatically. To grow rich 

speaking, you must set a simple goal for yourself: generate a celebrity image of yourself as the 

expert in your field. 

Most people think promotion is only related to advertising. But it is so much more. 

Promotion is related to everything you do as a speaker. It begins with your business cards, 

stationery, envelopes, and labels, and extends to your personal appearance. Perhaps the best 

promotion is the aura of excellence you convey in your service to your audiences/ customers/ 

speakers bureaus/meeting planners, from the way you answer the telephone to the speed with 

which you return a phone call, to the personal thank you notes for every person who helps you or 

books you. It is also the way you work with other speakers, exchanging ideas and materials. It is 

joining the associations in your field, and participating in their activities in a positive way. It is 

also doing everything you can to help the bureaus who obtain bookings for you by handing out 

their materials at your performances. 

In this article we will give you tips and ideas to enhance your fame by working with the 

media and using innovative promotion techniques. 
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Hansel and Gretel Promotion System 

Always leave a "trail" that leads back to your headquarters or to your speakers' bureau. In 

all your promotion efforts, make sure that nothing goes out that does not lead back to you. For 

instance, in the articles you write, make sure you work in the name of the town in which your 

office is located. For instance, include a statement such “…now you may think differently about 

it in your hometown, but at the Medical Center in Glendora, California, we think…” Now you 

have left a trail for buyers to follow back to you. 

Your handouts and workbooks should have your name and phone number clearly on each 

page. If you were booked through a bureau, make sure to put their name on each page. 

Have some of your short essays, poems, posters, or articles printed and decoupaged on 

plaques. They can be excellent gifts for your clients, meeting planners, television or radio hosts. 

You may eventually develop these items into commercial products as well. Make sure you 

produce these on fine-quality paper stock so that people who receive them will want to hang 

them on their walls. Of course, any item you hand out should say, "A Special Gift from 

________  , in Albany, New York, 212-444-1212." These become constant positive affirmations 

for those you give them to, and continuing advertisements for you at the same time. 

For example, in an article on "The Speaker Expense Dilemma" which Lilly Walters wrote 

for a major meeting planner magazine, she included a closing box that said: "To obtain a free 

copy of the Walters International Speakers' Bureau form for speaker expenses, call Lilly Walters, 

(626) 335-8069." She received over 495 requests from prospective buyers. 

The giveaway was only a piece of paper, but an invaluable piece of information which 

helped solve a problem for meeting planners. The sheet of paper containing valuable information 

is the least expensive way to obtain instant response. Begin thinking of a survey you can take, or 

a series of articles or lists you can compile based on your subject, such as "Ten Rules," "Eight 

Tips," "Five Little Known Secrets." Make every word valuable to the audience you want to 

reach. 
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Scheherazade Promotion System 

In case you have forgotten the story, Scheherazade survived a death sentence for a 

thousand and one nights in Arabia. When the prince discovered his wife cheating, he went on a 

marrying frenzy, each morning beheading yesterday's bride du jour. This went on for some time 

until our heroine offered to be "next!" As the evening began, she started to tell the prince an 

interesting story, a story uniquely suited to the prince's background and needs. . . . But by 

morning she was not quite done. Ah, well, too late, "I suppose it is time to behead me now?" The 

prince, wanting to know the end of the tale, rescheduled the execution for the following morning. 

That night she finished the story, and quickly launched into another. Ah! Morning dawns and she 

is not quite done again! What a coincidence! Again the prince postpones the execution for 

another day. Again she finishes the story that night and starts another. This goes on for 1001 

nights, by which time the prince has gotten over his misogyny and he and Scheherazade live 

happily ever after. 

In all of your promotional articles and interviews, be sure to drop the Scheherazade hint 

that you are the speaker on the subject, with so much more to tell . . . if only there was time. Be 

warned, this works only if you give such tremendous information and insights that they are eager 

to hear more. If your information seems dull or worthless, no one will be interested in hearing 

more. 

Enriching Media Relations 

Obtaining free publicity in the media is an effective way to build your fame as an expert 

and attract paid bookings. However, keep in mind this all-important fact about newspapers, 

magazines, radio and television stations: they do not want to promote you. They are in the 

business of selling advertisements to people who want promotion. 

What they do want is to deliver fascinating, exciting, helpful material to their readers or 

audiences, so that their circulation and ratings will increase and enable them to profit by charging 

higher advertising rates. View the media business from their side and you will quickly see that if 

you help them get such information to their readers, listeners, or viewers, the publicity for you 
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and your topic will naturally follow. You will be identified as a top resource in your field, a 

celebrity expert. 

Let's take a close look at some proven methods for obtaining all sorts of free publicity. 

How to Benefit from a Media-Savvy Attitude 

As with most everything, working effectively with others in any field starts with your 

own attitude. 

Develop a "You" Attitude 

Attract the media's attention by getting the "you" attitude into your public relations, 

promotions, and advertising. "How You Can Overcome . . . says the "you" outright. But a title 

like "New Method to Obtain ..." clearly implies the "you." 

Study the titles of successful books. You will see that they do not say "I, the author 

(speaker), am wonderful." The title sets out the benefit: Seven Habits of Highly Effective People 

(the best seller by Stephen Covey) immediately tells us that the author/speaker knows the secrets. 

The title tantalizes us and implies that in reading the book we will find out what these secrets are 

and how we can apply them to our careers and businesses. When a media person sees this kind of 

title in your articles, he will call and ask you, "What are these secrets? We want to do a story 

about them and how they will help our audience. Can you appear on our show on . . . (date)?" 

Know the Media Before You Approach Them 

Look at, listen to, or read the media in which you want exposure. Know them before you 

approach them. Call the producer or editor of the programs or articles pertaining to your topic. If 

your topic is money, you should not call the beauty editor of a magazine or newspaper, or the 

host of a beauty show on television or radio, unless you can slant your topic effectively to their 

subject. For example, you could offer articles or interviews on "How to Look Better When You 

Ask for a Raise" or "How to Borrow More Money at a Lower Rate by Looking Successful." 
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The Four "Be s" of Beneficial Media Relations 

Be an expert! Keep your name in front of them as the expert in your topic area. Send 

press releases, notes, updates, via mail, E-mail, and fax, two or three times a year. Not enough to 

be a pest, but enough to let them know you are out there. 

Be current: Watch the stories that appear in the media. Ask yourself, "How can I tie my 

expertise in with that and help those people?" Benjamin Franklin's most frequent words in all of 

his letters to the movers and shakers of his day were, "I observed." 

Be available! If you are not there when they call, or are unable to return their calls within 

a few hours, they have moved on to the next expert on their list. 

Be nice! So many media people complain that people are hostile to them when they can't 

use their materials. For heaven's sake, if they close a door on you, don't padlock it on your side 

by pouting! Just say, "Love to help next time!" 

Take a Survey! 

Take a survey of people in the field for which your material is relevant. There is a 

promotion expert who took a survey of the business owners in her own downtown office 

building. She wanted to promote her business, but she had a limited amount of money. She 

decided to use her unlimited skills and ideas instead. 

Introducing herself as their business neighbor, she asked the managers, owners, and 

CEOs, "What bothers you? What hurts as you do business?" The business owners answered, 

"Being robbed  - in our offices, stores, and on the way to the bank." 

Once she had identified their greatest problem, the promotion expert thought of an 

inexpensive way to help them. Her solution was inexpensive, yet worth millions of dollars. She 
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called her printer and had a few thousand stickers made up to be used on buildings, doors and car 

and truck windows. The stickers said: "No Money on Premises" or "No Money on Board." Her 

design featured a large "$" sign inside a red circle with a diagonal line through it. 

Next she called the media and reported the results of her survey. She titled her 

information: "Survey Reveals Greatest Fear of Business Owners." In her articles and interviews 

she offered to give the "No Money" stickers away free to any business that had the problem or 

fear of being robbed. 

Of course, this meant she had to give out her address and the telephone number of her 

business so that businesses could obtain the free stickers. Her offer was well received because it 

was a solution to a problem, and offered something free. She was booked for radio, TV, 

newspaper, and magazine interviews. 

She made the free stickers available only if the business owners came to her office in 

person to pick them up. To sweeten the offer, she also offered them a free "idea session" of ideas 

to promote their business. These sessions led to so much new business she could hardly handle it 

all. She spent only $200 on her original order of stickers. If she had paid for air time and 

publication space with advertising dollars her cost would have been in the thousands. 

Often the material you develop in your survey can become a book, an audio or video 

album, or a CD. There is nothing like talking to the people who are out in the business world to 

find out what is really going on. 

A.K.A.: Dare to Be Unusual 

Being the only one of a kind, unusual, rare or notable is often an easy path to enticing the 

press to come to you. 

Image Building Monikers A moniker (or monicker) is an informal term for a nickname or 

a signature phrase. It will act as a free advertisement for you that will help people remember both 

your name and what you do. 
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Monikers have been used as long as people have had names. Even countries have 

monikers, "Scotland, the Brave," "America, the Free," and "Ireland, the Emerald Isle." You 

remember Russia's Queen Catherine the Great or England's King Richard the Lion-Hearted. 

Many celebrities have monikers attached to their names. We say, "the Duke," and you 

think of John Wayne; "the Boss" is Bruce Springsteen. "Old Blue Eyes," or "The Chairman of 

the Board" both refer to Frank Sinatra. 

If your name brings up a picture, perhaps you can use it as your moniker. Example, two 

speakers named Wolf use pictures of wolves, and quotes about wolves, with one of them using 

"Cry Wolf!" whenever he prints his phone number. 

Keep your eye out as you watch television, listen to radio, and read newspapers and 

magazines. When you hear or see a moniker, write it down. Add it to your moniker idea file. 

Then suddenly one morning, the perfect moniker for you will jump out of your own expertise 

and you will know instantly that it is right. Use an intriguing idea about your topic or tie your 

moniker into your name. Use words that add prestige to your persona. 

Print your moniker after your name on your business card, business stationery, everything 

you create for you career, and use it after you signature. 

Look Unusual Think of ways to look unusual and to help people to remember your name 

and your topic. Use a special color in your business stationery, business cards or presentation kit. 

Movie actress Kim Novak became famous for always wearing shades of lavender. Some 

speakers always wear a hat. There are both women and men who shaved their heads as part of 

their publicity plan. 

Associate with an Unusual Prop Work with an unusual prop. Gene Harrison told a very 

funny story about going hunting for raccoon with his college buddies, just like in his younger 

days! The only one in the story who ends up having a good time is the raccoon. Anyway, 

Harrison would wonderfully imitate the baying of the dogs in his stories. Before long he used a 

hunting dog on everything he printed. It became synonymous with Gene Harrison. Some 

speakers use puppets, monkeys, signs, or other props. Zig Ziglar became famous by using an old-
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fashioned kitchen hand pump on stage to demonstrate his point of putting some action into your 

life by priming your pump. Props help your audience enjoy your presentation and remember you. 

How to Get in Front of the Press 

Update your database of media representatives constantly with all contact information: 

mailing, faxing and E-mail. Use all three to keep current with the press. 

If you do not yet have a contact name, direct your communications to the programming 

director, the news director, or the senior editor. Grab those first few seconds on the phone (or via 

their eyes on your press releases) and ask, "Would your viewers like to learn how to...?" "Would 

your listeners like to know the answer to...?" 

Where to Find the Media 

There are many ways to help you locate the most appropriate media for you target 

market: 

 Use your phone book. Call the local newspaper, radio, and TV stations. 

 Watch the mail, the media, everything that comes to your hand, and ask yourself these two 

questions: Is there a possibility here for a story or interview? How can I be of service to these 

people? 

 Use a public relations firm. 

 Use the search engines on the Web or your on-line services. Look in the many directories 

and phone books there. 

 Call the reference librarian at your public library. 

 Whenever you are searching, check categories under: 

 Directory of newsletters 

 Trade journals 

 Major publications 
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 Newspapers 

 Newswire services 

 Television stations 

 Radio stations 

 Broadcast companies 

 Anything to do with your topic 

 Anything to do with your target industry 

How-to's for Publicity Releases 

Publicity releases are short news accounts that should be sent out to the news media when 

you receive an honor, are elected to an office, have a book published, take a survey, name or 

make a list of "Ten Best," or launch any other project you want to promote. Copies of the 

releases and any other mentions they have generated in the media then should be added to your 

presentation kit. 

If you follow the rules, the media will pay closer attention to your news release and work 

with you: 

 Put the source of the release in the upper left-hand corner of your paper. This is the name, 

address, and phone number of the person to contact for further information. The contact person 

may be you or someone at your PR service. 

 Put the release date, typed in capital letters, slightly below the source information and on 

the opposite (right-hand) side of the page. 

 Sum up the most important thrust of the release in the headline in capital letters. 

 If you are sending the release via mail or fax rather than E-mail, use standard 8-1/2 x 11 

sheets of paper. Even if you are using fax or E-mail, try to keep this approximate size. Smaller or 

larger sizes are hard for media people to store. Use only one side of the paper. Keep the length of 
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the release to one page, whenever possible. If you must use more, type "(MORE)" at the bottom. 

Staple all pages on the top left. On the last page, type "###" or "-30" or "END." 

 Your releases should be typed and double spaced. Leave a three-inch margin on the top of 

the first page and leave margins on each side that are wide enough for editing. 

 Make sure to get “what, where, when how, why and who” in the first paragraph of your 

news release. Put the most important and exciting one at the head of the story. 

 Put less important information further down in your release. That makes it easier to "cut," if 

necessary, for space purposes. 

 Use a fine grade of paper. A color other than white may help you stand out in the crowd, 

but stay in the warm spectrum. (Except for faxing.) 

 Don't send out news releases that have a "copy machine" look. 

 Avoid highly technical language unless the release is for a technical audience. 

 Find out how far in advance each contact wants your information. Send it out when they 

want it. 

 Don't pass off non-original material as exclusive. 

 Don't try to make an advertisement for yourself out of an article or release. Present 

fascinating news for readers instead. Make the trail that leads back to you subtle. 

 Give a source for additional information (name, address, phone number). Make sure your 

source knows all the details and does not have to check with someone else for answer if a 

reporter calls for additional information. This source could be an association or company 

mentioned in the article, or your office. 

 Find a way to make your news noteworthy! Give it a twist that is specific to the audience 

who will read it. A dog expert working with plumbers might come up with a topic such as 

"Plumbers Use Dogs to Sniff out Deadly Gas" to catch the attention of a plumbers' publication. 

Other news media outlets, however, might also find that topic worthy of attention. 
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 Releases should be the minimum length necessary to present the facts of interest to this 

audience. 

 Keep your news release mailing list up to date. Post changes as you receive them. Media 

people like to see releases addressed to them rather than to their predecessors. 

 

How to Get Writers to Write About You 

You will write many articles yourself, but it is also very desirable to be written about. 

Here is an easy way to accomplish this. 

Bylines are the credit lines given to the authors of articles. This is the person who found 

the subject, conducted the interview, and wrote the article accepted for publication. Watch for 

bylines on articles which have almost any connection to your area of expertise. Call the 

publications and ask for the writer of those specific stories. The author may be on staff or work 

on speculation. In either case, when you reach the writer, say how much you enjoyed the article. 

Never say, "oh, you know, I am the real expert, and I say you made a mistake ..." Just explain 

that you have a story you think she might like. The writers' business is looking for interesting 

people and topics for feature stories. Briefly tell the writer about the unique work you do. 

Write Your Own Articles 

One of the best ways to be seen and have your views heard by potential clients is to write 

and publish articles related to your topic. These articles not only will keep you in the public eye, 

but will keep you in front of buyers in the markets you want to reach as well. While it may be a 

while before you become an international household name, you can start quickly to be a celebrity 

expert within your defined market by writing articles for that industry's publications. 
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Once you begin writing articles, be patient for the payoff. Do not, at first, expect to be 

paid in money for your articles. You will be highly paid in other ways. The value of inquiries 

from your articles for speaking, training, consulting, and product sales is tremendous. 

Give only first-time publication rights for your articles. This means a magazine has 

permission to print your article once, but the article itself belongs to you. Then you can rework 

your articles for non-competing publications, gather them into books or booklets, and reuse and 

rearrange the text for audio cassettes and video programs. 

How to Get Published 

Take the most interesting, controversial aspect of your material and write an article 

highlighting it. Contact the magazines and newspapers who reach the clients for whom you 

would like to speak. 

Target their readership: Call editors and ask for sample issues of their publication and 

their author's guidelines. Some may charge you for the sample copy. Pay it gladly. You can often 

use almost the same article for different fields by rearranging and changing the material to fit 

each publication. Newsletters for dentists, for example, are not in competition with those for 

doctors, yet they have like needs and would welcome a very similar article. 

Target their style: Study the style and length of the articles and the angles from which 

they are written. That, in addition to their writers' guidelines, will enable you to send a story of 

the right length and style. 

Target their timetable: Address the material to the editor you spoke to, and get your story 

in promptly, ahead of schedule You will have a much better chance of having it accepted. 

Who Will Want to Publish Your Articles? 

In addition to the obvious large publications being published in major magazines and 

newspapers, you might find a great value in these: 
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Company publications: When you are asked to speak for any organization, also see if you 

can write an article on you, for their company publication or newsletter. (Often they pay you a 

fee for this! Make sure to include it on your menu!) 

Trade journals: As you are booked to speak, ask which trade journals they read. It is 

often much easier to get started writing for trade journals than for major publications. 

Small publications and newsletters: There are special publications for everything you can 

imagine, from people out of airplanes and parachutes to people who are parents. 

Become a columnist: Paul and Sara Edwards, Working from Home, keep their names and 

products in front of their audience by writing columns for appropriate publications. Your column 

can appear in anything from the newspaper to trade publications in your field. 

Promotion 

Promotion is getting your speaking into the fast lane. This means keeping your name 

current in the marketplace, using awards, promotional gifts, web directories, Yellow Pages, 

promotional newsletters, direct mail, and speaking engagements as promotion opportunities. 

Ways to Keep Your Name Current 

There are many creative ways to keep your name in front of buyers. Below are some of 

the easy ways. 

Awards 

Follow Suzy Mallery's example. She is president of the Manwatchers' Association. Each 

year she chooses the "Ten Most Watchable Men" (all of them celebrities) and prepares plaques 

for them. Then she calls and invites each one to attend a party for the presentation. Of course, 

she is the one who makes the presentation. Some of the gentlemen who have received her awards 

include astronomer Carl Sagan and actor Henry "The Fonz" Winkler. She sends out releases 

about the awards to all the media, which always result in articles in publications all over the 

world. 
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Speaking Calendars 

Mail your speaking calendar (possibly included as part of a newsletter) to your past and 

future buyers. Be sure to include your topics on your calendar. Send calendars that mention 

important information, such as "The Smith Group," with booked dates and an address, as well as 

unique and interesting topics and/or specialty, such as, "The Cold Call Specialty" or "Expertise 

on Internet Issues."  The calendar serves as a way to cement your name as a speaker with your 

expertise in mind. Remember: leave a trail they can follow back to you! 

Free Promotional Newsletters 

Newsletters are a brilliant way to keep your name in front of buyers. Newsletters can be 

sent via mail, fax, or E-mail. An excellent format is a one-sided, faxable document with quick, 

interesting tips that can be used in your business. This sort of newsletter is more apt to be copied 

and passed around, which is exactly what you hope will happen. 

Your newsletter must be interesting (quick and easy to read), but also include your name, 

topics, how to reach you. 

E-Newsletters 

Electronic newsletters (newsletters sent out via E-mail) are almost free to send, 

immediate, and so easy a child can send them. They are gaining momentum fast. 

Promotional Gifts 

Many speakers create unusual gifts to give to speakers' bureaus who book them, or to 

meeting planners. Your gift should never be embarrassing, crude, personal, or anything that 

could be construed as a bribe. 

If you use gifts, keep them fun, inexpensive and usable! Some examples include: 

Sticky note pads with the speaker's name and address. For instance, the DisneyLand 

Pacific Hotel gave a sticky pad shaped like Mickey Mouse! The first few notes had 

"opportunity" dates marked on a calendar upon which they offer group discounts. 
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 Pens with yellow highlighters on them. 

 One speaker uses a bag of peanuts that are grown in the state he comes from. 

 Another speaker gives a gift bottle of a delightful California wine. 

 Nido Qubien gives unusual gingersnap cookies baked in his hometown. 

Other Promotion Ideas 

Your promotional ideas will only be limited by the time and creativity you give to 

thinking of them. 

Whenever someone asks you to write a testimonial for their book, or a jacket blurb, or 

even the forward, do it. Not only will you encourage others, but you will "get your name out 

there" and be acknowledged as an expert in your field. 

Take a tip from the movie and sports stars. When you are offered the opportunity to 

publicize a charity event, accept and give the publicity chair lots of pictures and quotes for them 

to use in the promotion. 

Shep Hyken, a professional speaker, said, "Having a website has landed me three 

magazine interviews. Somehow three reporters/authors found me via my site. One of the 

magazines is a large human resource publication." 

Direct Mail 

Direct mail refers to sending out promotional material to mass-mailing lists you have 

gathered or rented. Since each speaker's subject and market are different, you will need to 

experiment with trial runs. At best, direct mail produces about a one percent return. So expect 

approximately 50 inquiries from a 5000-piece mailing. When you follow up on those fifty leads, 

you can expect to close about five bookings, provided you had good copy and mailed to the right 

prospects. We recommend a careful study of the prospect list. 
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Speaker Card Packs 

Several groups offer direct mail advertising card packs of speakers. They are mailed to 

association, corporation and Chamber of Commerce meeting planners. Each speaker has an ad 

on one side of the postcard and his or her return address on the back. The meeting planner fills in 

the card and mails it back to the speaker as an inquiry. When the card pack approach is taken, the 

important thing to watch for is that the card pack is mailed to appropriate target contacts in your 

field. 

 

Using Advertising and Directories Effectively 

Speakers disagree about the best way to market themselves. Some use only 

telemarketing; others put ads in newspapers and/or selective directories; some send out blanket 

direct mail pieces or do fax broadcasting; and now there is marketing on the Internet and bulk E-

mailing. You can use a combination of all these methods. You can advertise heavily, attend 

showcases and events to meet buyers, use selective mail to new and old clients. Be aggressive on 

the Internet. Do fax broadcasting to your prospective buyers several times a year and constantly 

call prospects by phone. 

In advertising, repetition is the key to success. Most people do not remember the name of 

any product or service until they have seen or heard it five times. This is why you will see 

successful speaker's ads repeated in every speakers' catalog and magazine. 

To gain valuable knowledge about advertising, ask speakers in noncompetitive areas 

about their experience in marketing. You might also arrange joint-venture mailing and marketing 

with a group of speakers. 
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Web Directories and Yellow Pages 

Regional as well as national directories of speakers are published and carried on the 

World Wide Web. Some require membership in their group before a speaker is listed, while 

others sell listings and display advertising space to any speaker who will pay. Many are free. 

Use the major search engines on the Web and look for "directories" or "yellow pages." 

Also search under your topic area to see if someone is developing a directory of experts in your 

field. 

Advertise in Speakers' Bureau Directories 

Often, bureaus publish speaker directories. The bureau pays for publishing and mailing 

the directory to thousands of meeting planner clients and prospects. Some allow the speaker's 

advertisement. The speaker's picture and topic are sent directly to the bureau's buyers as part of 

the directory. A typical directory ad costing $300 reaches 10,000 meeting planner prospects. A 

speaker could not pay for printing, postage, labor, and "rent" a mailing list to produce such a 

large mailing for that low price. Bureau directories are an excellent way to advertise, because 

prospective clients keep them and use them all year. 

The address and phone number of the sponsoring bureau alone appears on this type of 

directory. All bookings go through the bureau. 

Team Up to Buy a Joint Ad or Website 

Since advertising is often expensive, consider sharing a full-page ad with other speakers 

in your field. Team up to buy a joint ad or website. Some humorists buy full-page ads that show 

them all together. Since a full page usually costs less than four quarter-page ads, the "team-up" 

idea works well and saves advertising money. Each one only pays a fourth of the full-page rate. 

Another reason to team up is that meeting planners usually want a new humorist for each 

booking. If they like one of the partners, they are likely to be pleased with the others, as well. 

However, teaming with others who have non-competitive topics to yours is an excellent idea 

also. The planner might hire all of you for the same meeting. 
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An extra advantage to the teaming arrangement can be shared use of a toll-free, wide-area 

telephone number (800, 877, 866 numbers), and sometimes the joint hiring of a staff person to 

answer phones and send out promotional materials. 

List Yourself in Media Directories as an Expert 

Several radio and television talent directories are published that will list you and your 

area of expertise. These directories are often used by radio and television stations when they 

need someone to interview on a particular topic. Try to be listed in as many categories as is 

practical. Be sure your title for each is a "grabber." Most have an advertising fee. 

Directory of Experts 

Authorities and Spokespersons  

Broadcast Interview Source  

2233 Wisconsin Ave. NW #406 Washington, D.C. 20007 

*202 333-4904 

Fax: (202) 342-5411 

E-mail: Yearkbook@DELPHI.com 

Nobel Internet Directories Lin Doyle 

25 Kearny St. #303 

San Francisco, CA 94108 

(800) 640-5959 

E-mail: Lind@Nobelgroup.com 

Radio-TV Interview Report  

Bradley Communications  

312B W. Montgomery Ave.  

Box 229, Haverford, PA 19041  

(800) 553-8002 
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How to Trade Your Speaking for Publicity 

There are times when it will be beneficial to your career to exchange your speaking fee 

for advertising space or time. In return for performing, you are able to advertise your services as 

a speaker or promote your seminars and products in the client's publications or media. 

A good example of such an arrangement is the sales trainer who gave a series of sales 

seminars for radio time representatives. He took his payment out in radio time for himself. Then 

he made his own commercials and used the radio time he received in trade to promote his public 

seminars. He thus earned in seminar sales many times the fee he would have earned as a trainer 

for the radio station. He included a plug for his other speaking and training services in his 

seminar commercials and was called by businesses to do additional training sessions, as well as 

conference and convention speeches. 

His commercials were so good that the station asked him to do several commercials for 

other companies for good fees. He now often works in the TV and radio commercial field, and 

enjoys residual payments. 

Attend Trade Shows 

There are trade shows of all kinds and sizes aimed at every market. Many trade shows 

look for professional speakers who will give a presentation focused for their particular group in 

exchange for a free booth or display ad in the trade show program or directory. This is a good 

bargain. You have the opportunity to speak to an ideal audience of prospects and to sell your 

speaking services and products at a booth.  

Always Use Speaking Engagements as Promotion Opportunities 

Whenever you speak, invite people to come and hear you—editors, producers, bureau 

representatives, potential clients. Inviting people to preview you is excellent promotion. 
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Find Ways to Stay Connected to Your Clients 

Promotion is about finding ways to connect to your customers. This involves getting to 

know them as people, and just being nice. Remember that “public relations” literally means your 

relationships with other people. 

Actively showing appreciation raises value. Criticism and depreciation lower it. So be 

delighted with other people's success. Show it. Send appreciative comments. Mean it. 

Send inexpensive gifts that show you know contacts personally: 

 A travel brochure to a place they said they wished they could go to. 

 A box of their favorite candy. 

 A card with a picture of the same type of dog they said they have. 

You can't say "thank you" too many times. When you are on the road, you may think you 

don't have time for the thank you notes that you should send, but you do. There is that endless 

wait at the airport, or the time on board the flight. Use those times constructively by catching up 

on your thank-you notes via your laptop computer and faxes, or carry big postcards with your 

picture on them and send personal notes to those who have interviewed you or booked you or 

helped you. 

Find Ways to Say Thank You 

Give a promotional gift. Wally "Famous" Amos, the cookie man, uses a small but very 

effective gift. His business card has a plastic bag attached that contains two cookies. When we 

took Wally Amos to dinner, we watched him give one of these little gifts to the restaurant's 

maitre d', then to the busboy at our table. The people at the next table came over, then the 

bartender. Before we left, almost the whole restaurant had found us, including the chef! Wally 

Amos shook hands, greeted everybody, and said, "I want you to have some of my cookies!" Each 

time he gave out his cookie card. He always carries a box of these small gifts with him. After 

dinner, we asked him, "Wally, what does it cost to give away these cookie gifts? How many do 
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you hand out per week? Month? Year?" Wally smiled and told us, "You know, I never count 

them. I just keep planting seeds." 

What Goes Around .. . 

Develop a "promotion outlook" by looking at every business card with these questions in 

mind: "How can I help these people? How can these people help me?" or "How can I get these 

people together with someone who needs them?" You will find these methods are like casting 

bread upon the water. You will be rewarded. Do good deeds, show people appreciation, and be 

ready to go through the open doorway of opportunity. 

Effective promotion takes consistent time and effort. It is not something you do once and 

stop. Successful speakers continually work on new promotion and content ideas to improve and 

develop in their profession.  


