Maklngspeeches that net new leads
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“It*s really about providing
education and inbormabon.”
says Marla Seiden, a public
speaking coach and president
of Seiden Communications
Inc. a publie relatdons and
marketing agency in New
Hyde Park.

It's not about the “hard
sell” adds Sebden, noting that
if you turn m Speakimg enggne-
ment into a sales pitch, you'll
tarm off your andience
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Follow-up
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