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BUSINESS METHODS 

Almost everyone in the housekeeping cottage 
business is in it to make money. The renting 
of cottages may be just a sideline with you, but 
nevertheless, it's a business and should be oper­
ated as a business. 

Some housekeeping cottage resorts are very 
profitable, producing a good income for the 
owner. Others make but little, or are actually 
losing money. Why? Better business lnethods 
and more attention to the customer's wants is 
probably the answer. 

This circular is designed to aid active and 
prospective cottage resort operators in increas­
ing their business. It is intended to give sug­
gestions on such important management prob­
lems as sources of credit, training employees, 
office systems, handling reservations and de­
posits , advertising and promotion, bookkeeping 
and accounting , guest hospitality and public re-

for COTTACiE RESORTS 
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lations. In addition, a list of pertinent laws 
and regulations and selected references are in­
cluded. 

No business stays the same. It either goes 
forward and grows or it goes downhill. New 
ideas are welcomed by the progressive resort 
operator. There's always a better way to do 
a thing if we search for it. 

These suggestions are the result of many 
years of experience in this business. They have 
worked for others and they will work for you. 

Study this circular carefully. See if you can 
find some useful ideas and methods which will 
make your business lTIOre profitable, and more 
satisfying. 

ROBERT W. McINTOSH 

Extension Specialist 
Tourist and Resort Program 



I. FINANCING AND ESTIMATING PROFITS 

Earning Power of a Cottage Resort 

So much depends upon the location and ap­
peal of the resort that it is difficult to give any 
meaningful figures which would indicate a re­
sort's earning power. Length of season is the 
primary factor in determining profits, and it 
will largely depend on the location. The most 
profitable resort will be near a popular winter 
sports development to assure winter business. 
It would also be near good trout and lake fish­
ing to attract spring fishermen and their fam­
ilies. Summer lures should include favorable 
swimn1ing conditions, interesting places for 
sightseeing, attractive scenery, places to view 
wildlife, and a quiet, peaceful atmosphere con­
ducive to rest and recreation. Small and big 
game hunting in the fall would help round out 
the year's business. Probably no resort is 
ideally located, but these factors should be 
studied carefully.1 

Financial facts concerning resort operations 
are scarce, but studies made to date indicate 
that earnings should approximate 5 to 10 per­
cent of the investment. That will depend on 
the length-of-season factor, as mentioned above, 
and efficiency of operation. It is generally 
agreed that the length of season must be greater 
than 10 weeks to operate profitably. Obvious­
ly, 5 to 10 percent is not a large profit consider­
ing the amount of work involved. Thus it 

J . See C. A. G unn , " Pl anning Better V aca tion Accommodations" Cir­
cul a r R -304, pp . 4-8. 

would appear that resorts of the housekeeping 
cottage type are not big money makers. In 
many instances they can be considered as part­
time en.terprises, with the family income being 
supplemented from other sources. 

Investments 

Lake frontage desirable for a resort likely 
will be expensive. However, it is wiser to 
choose the best possible location and pay a 
little more for the land than to accept an in­
ferior location and, consequently, a lower vol­
ume of business. As in the motel business, it's 
the location that counts. It costs no more to 
build on a first class parcel of land than on a 
poor one-in fact usually less. Cost of the land 
will likely approximate 20-25 percent of the 
total investment. Investments vary, but a 
financial study of resorts made in 1952 dis­
closed the distribution shown in Table 1. 

Source of Loans 

In the past, getting a loan for resort construc­
tion or remodeling was rather difficult. How­
ever, there now appears to be more considera­
tion of this type of loan by individuals, as well 
as by local banks. Insurance companies or 
building and loan associations have not done 
much financing of cottage resorts. 

Your local bank is probably the most likely 
source of a loan. Other possibilities include 

TABLE I-Distribution of investment in resorts 

Your Number of cottages in resort Arithmetic mean 
resort --------------- (weighted a verage) 

1-4 5-8 Over 8 
----- -----

Amoun t Percent 
Number of resorts studied ...... . .... . . 19 35 11 
In vestment in land .. . ... .. .. . .. . .. . .. . . .. .. $3 ,351 $5 ,452 $7,334 $5 ,156 22.2 
Land improvements . .. .... . .. . . . ... . . . . ... . 675 1 ,324 1 ,190 1 , 112 4. 8 
Buildings . . . .... . . .. . ... .. ...... . ... . . .. . . . 7 ,944 12,898 17,690 12,260 52.8 
Furnishings . . . • . . ... . .... . . .. . ....... . ... .. 1 ,597 3,290 5 ,237 3 , 125 13.4 
Equipment . .. . . . . . .. • . . . . . ... . . . .... . ... .. 546 2 ,193 1 ,365 1 ,571 6 . 8 

~---~ ------ - ---- - -----

Total investmen t. . ... ..... .. .. . .. . . . . .. $14 ,113 $25 ,1 57 $32,816 $23 ,224 100.0 
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Making The Financial Estimate 

FINANCIAL ESTIMATE FOR YEAR 19 

INVESTMENT 

Land 

Land Improvements . . 

Buildings .. 

Furnishings 

Equipment 

TOTAL INVESTMENT 

INCOME 

a) Rental units (rooms, cabins, cottages) 

$ 

$----------------

------ X X----------- . . . . . . . . . . . . . . . .. $---------
(units) ( days or weeks) (av. rate) 

b) Profit from bait, boats, souvenirs, etc. 

TOTAL INCOME 

EXPENSES 

a) General Expenses 

Depreciation 

Buildings . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. $-----------

b) 

Fu!"nishings 

Equipment 

Interest Paid 

Repairs and Maintenance 

Real Estate and Property Taxes 

Insurance . .. ... .. . .. . .. . ... .. . ..... . ...... .. .... .. . . 

TOTAL GENERAL EXPENSES 

Operating Expenses 

Wages ........... ....... . .. . .... . . . . . . . . . ... . . . ... . . $-' ------
Laundry 

Cleaning and other supplies . . . . . .. .. . .. .. .. . .. ... .. . ... . . 

Advertising, Printing, Stationery .. .. .... . . 

Fuel and Light .. . .. . ..... . . ... ..... . ... . . . . . .. ... . . . . 

Telephone, Telegraph, Postage 

Other Operating Expenses 

TOTAL OPERATING EXPENSES 

TOTAL EXPENSES .... . . .... . . . . .......... .. .. . ... . 

SUMMARY 

Total Income .. ... . . . . . . . . . . . . . . . . . . . . . . . . . . .. $ _ ____ _ __ _ 

Less Total Expenses . . ... .... . . .. . .. .... . ... . .. . 

NET INCOME . . . . . . . .. . . . .. . .. . .. . . .... ... .. $ --- --- -

* Repayments on principal of mortgage and federal income tax would have to be dedu cted from net income. 
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thf FHA, which has a "Title 1" improvement 
loan, arrangements for which can be made 
through your local bank. Another source is a 
government loan through the Small Business 
Administration, 630 Federal Building, Detroit 
26, Michigan. Business loans can also be ob­
tained through the help of the Veterans Adtnin­
istration. 

To get a loan, a carefully considered pros­
pectus showing all of the facts regarding the 
proposition will be very helpful. A financial 
estimate form is included for that purpose. 

Working Capital 

You must have some financial cushion in re­
serve to cover expenses until sufficient income 
is earned. This working capital is important 
and must surely be included in your plans. 
Some working capital can be obtained through 
advance deposits from your customers - but 
this is likely to be quite limited in the initial 
stages of the business. It is wise to have from 
S to 10 percent of your investment in reserve 
after opening the business. 

II. TRAINING EMPLOYEES 
Almost every resort will have some em­

ployees from time to time. It is good business 
to employ them at their maximunl efficiency. 
After you have found a suitable employee, re­
member that his first day on the job is the most 
important one! Be sure that his tasks are 
taught effectively at the outset. When you 
demonstrate how well you can teach, it builds 
confidence and respect. 

For example, if you are teaching how to clean 
a bathroom, s~y "I like to clean the bathroom 
this way," and then go ahead and clean it, 
stressing the important points. Then have the 
employee clean a bath while you watch. This 
is the best type of instruction. It also assures 
that the job is being done right. Impress on 
employees that all jobs are important to the 
success of the resort. Here are some more 
teach ing hints.::! 

_ . l im\' to Tra in An E mp loyee. ( Houston: The University of Hous­
t, I; , n .Li .) , ad ar ted f rom. 
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Prepare Yourself as a Teacher 

1. List the tasks which the employee is to 
perform. 

2. Plan your training schedule, know when 
and how you are going to teach. 

3. Have necessary teaching supplies and 
equipment on hand. 

4. Arrange a suitable place. 

S . . Check over the four basic steps in train­
ing. (see below.) 

Basic Steps in Training 

STEP 1. PREPARE THE LEARNER 

A. Put learner at ease. 

B. State specific job. 

C. Find out what he knows about the job. 

D. Develop his interest and desires to learn. 

STEP 2. PRESENT THE MATERIAL 

A. Tell, show, demonstrate , and question. 

B. Present one main point at a time , clearly, 
patiently, and in a correct learning se­
quence. 

C. Stress the special points . 

D. Present no more than the learner can 
master. 

STEP 3. TRY OUT UNDER SUPERVISION 

A. Have learner do the job and correct his 
errors. 

B. Have learner repeat and explain major 
points. 

C. Question him as to why-what-how. 

D. Continue until you know that he knows. 

STEP 4. CHECK BACK 

A. Check on his understanding and per-
formance. 

B. Correct errors and re-teach. 

C. Put him on his own. 

D. Tell him where to come for help. 

E. Reduce coaching to normal supervision. 



lit BUSINESS PROCEDURES 
Office Forms 

Three standard business forms are needed in 
all resorts: ( 1) Guest registration card or 
book; (2) Receipt form; and (3) Reserva­
tion book or "day book." In addition, many 
resorts use a "reservation chart" which is placed 
on the office wall, showing all rooms or cottages 
and the names of each party according to their 
reservation. Another handy form is an "ad­
vance reservation request card" (or book) to 
be used for next year's reservations. In addi­
tion, colorful and appealing letterheads and en­
velopes are extremely important. Nothing does 
more to gain a favorable impression than neat 
a.nd attractive letters with friendly and persua­
Sive messages. 

Office Procedures and Systems 

REGISTRATION OF GUESTS is required by 
Michigan Law (Act 75 , P.A. 1952). Thus, 
you must have registration cards or a book. 
It is a recommendation for cards that they are 
more convenient and private. They can be 
filed easily and quickly referred to for future 
promotional purposes. A receipt should be 
offered upon paying the rental charge. 

RECORDING TRANSACTIONS should be made 
at your earliest opportunity. Use an account­
ing system that is simple and easy for you to 
keep. 

SILVER SANDS RESORT 

ADVANCE RESERVATION REQUEST CARD 
7-.zK-54-

NAME lfu . ¥-~~--'~~---"""" ____ _ 

ADDRESS I 7.z 7 7n a.kK- ...It-:-
CITY AND STATE r~;J o--Iu:4 
HAD CABIN OR RooM~N 19~FRoM~To7- :<? 

WOULD LIKE t3L( ~ ~k IN 19'>-" 

FROM ~/ /,;2... To~ .:?, 
& 0 ~.&~ 

U SIGNATURE 

Fig. 1. A dvance reservation request card. Use of such 
card assures proper reservation for partv wishing a reser­
vation for the next season. (Si;,e of card is 4 by 6 inches.) 
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HANDLING CORRESPONDENCE deserves your 
prompt and careful attention. In a small re­
sort, probably all letters can be personally pre­
pared by the manager. In larger places, it will 
be handy to use a duplicated or printed letter 
which has type exactly like your typewriter. 
However, the personal individual letter is by far 
the best and should be used whenever possible. 

Reservations and Deposits 

Old customers have priority over new cus­
tomers for the type of accommodation wanted 
and time wanted. Thus , if Mr. and Mrs. John 
Doe rented "Blue Spruce" cottage for the last 
two weeks in July 1954, they are then given 
first choice for this cottage for the last two 
weeks in July 1955. 

Many resorts take year-in-advance reserva­
tions. Notices to this effect are placed in the 
cottages or in the office. A card is filled out 
by the person making the request giving the 
necessary information (Fig. 1). He usually 
makes this request before leaving the resort. 

In early spring , about March 15, letters are 
sent to those who have made advanced reserva­
tion requests. They are asked for a verifica­
tion of their reservation. A postcard is en­
closed for the customer to make his reply. If 
the confirmation is received within two or three 
weeks , a request for the deposit is then tnade 
by the resort. In this Jetter , a complete factual 
statement regarding all aspects of the reserva­
tion should be stated. 

For example: "We have reserved 'B lue 
Spruce' cottage for you, your wife, and three 
children. It is equipped with two bedrooms; 
one bedroom having twin beds and the other 
with double bed. There will be a crib provided 
for your baby. A private bath and shower are 
in the cottage. Reservation begins on Satur­
day, July 14, and ends on Saturday , July 28. A 
boat will be furnished with the cottage." 

When the customer sends his deposit (usually 
about 25 percent) the transaction is complete 
and the reservation final. Then , the reserva­
tion is entered on the Master Reservation Chart 
(Fig. 2). A record is also made in the "Res­
ervation Book" (Fig. 3) which lists each cus­
tomer, room or cottage assigned , dates of reser-



vat ion, amount deposited, and remarks. The 
Reservation Book is arranged by dates, a page 
being provided for each day that these reserva­
tions are effective. (In the example, there would 
be a page for Saturday, July 14.) 

When all advanced reservations have been 
received (which should be con1pleted by about 
May I), you know how many vacancies remain. 
You can then proceed to determine the kind of 
advertising needed to get these vacancies filled. 

~ 
) ~ 
) r; - /6 It -"z3 '<"3-30 

~~ ) ( 

J 

It is usually wise to hold back some of the 
cottages or roon1S for long reservations and 
emergencies and not fill in the weeks in every 
cottage with short reservat ions . 

In case of cancellation, refund the deposit if 
there is no loss. If there is a loss, some resort 
owners refund the difference between the loss 
and the deposit. Your policy on deposits should 
be included in letters confirming reservations. 

~ ~ 
30- 7 7 - l"f l.y - .2../ 21-"<9 ~ j 

/ 
~~ ~q.t~ 

'"" ) 

w-U.~ ~ ~ .. ·L~~ \ ~rlu. B.Jc I (} 
) ) 

B~ I~ ~8'{t ) 
~ R.~ ... .1- .1 i T 

fJ~ t 'tWl .... ~ . 8A.Lt. 
) 

~l3~ ~~~ ~ 

• 
~~. ( 

~ ~) 
~-- ~ -.-

----~ - -- ~- --- ~--
..... ___ J 

Fig. 2. 
a glallce. 

Master reserrarioll ('//(/rf. All resc/Tatiol1s are posted Oll the chort so that \'acallcies call he deterlllined at 
(Th e origillal cliart is ahollt 24 illches wide.) 

n III 

?t~ 
~cn 

&~ 
Jj~ ,e~ ~crtrm ~ 

WA~~b~~ ~~ ~/'f-~E H ;L 5. Do Y}~~ 

~ - - - --- - -- -.....- - -- --
J'if!, . . '3. Reservatio/l hook. There is a page for each day. Gilly confirmed reservatIOns 

with deposits recei\'(?d are elltered in this book. (Si:::.e of sheets is that of standard ledger book.) 
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Cash Control and Cashing Checks 

HANDLING CASH for best control means that 
alL income must be deposited in a bank and all 
bills paid by check. This is the best control. 
If a bank is very remote, it may not be practical. 
At the end of each month, reconcile bank state­
ment, check stubs, and your accounting records 
to be sure that all moneys are accounted for. 

. PETTY CASH is the handy way to pay for small 
Items. Create this fund by writing a check to 
"petty cash." Place money in a strong box or 
locked drawer. All disbursements from the 
fund shoul~ be covered by a slip of paper 
(voucher) sIgned by the party who received the 
money and stating the purpose of the payment. 
When the fund gets low, replenish it by cashing 
another check equal to the difference between 
the original amount and the amount left in the 
fund. At the end of each month remove vouch­
e~s and distribute expenditures in proper cash 
dIsbursement columns in your account book. 

CASHING CHECKS should be done with cau­
tion. To protect yourself, post a notice in the 
office to the effect that anyone wishing to cash 
a personal check n1ust make arrangements 24 
hours in advance. Phone or wire his bank to 
verify the check or have the guest wire the bank 
for the funds. This is safest. Resorts are 
expected, of course, to cash traveler's checks. 
But examine the two signatures carefully to be 
sure they are the same and are signed in the 
right place on the check. 

Consult your banker for additional advice 
on this matter. 

IV. ADVERTISING AND 
PROMOTION 

The resort business is a very human business. 
Personalities are of great importance. Many 
~eople patronize a certain resort because they 
lIk~ ~~e manager and his family. The physical 
facI.htIes of many of the places may be just 
~rdmary, but folks vacation there because they 
lIke the people who run it. Cold business logic 
doesn't always payout. Personalities are more 
heavily taken into account in this business than 
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in almost any other. In fact, there is no other 
business like the tourist and resort business. 
Your advertising has to be governed accord­
ingly. 

Selling your resort to the prospective guest 
thus becomes a m,atter of selling yourself as 
manager; selling your fan'lily and staff; and sell­
ing your facilities and services. 

Advertising 

Advertising your business is a study in itself. 
It will take experience to find out which com­
bination of advertising methods is the most 
profitable. You must advertise to attract cus­
tomers. Set up an advertising budget and stick 
to it. The type of advertising will depend upon 
the kind of operation being conducted. Per­
haps your advertising will be all word of mouth 
from one satisfied guest to another. That is 
the best kind of advertising, but seldom is it 
sufficient to keep the business at capacity. Other 
kinds of advertising will be necessary. 

Newspaper advertising should be carefully 
placed. It should appear in papers which 
people read for travel and resort information. 
An advertIsing agency may be helpful in writ­
ing and placing ads. Key all ads so that you 
know which produce results. 

Essentially, advertising consists of these seven 
steps: 

1. Get names of prospects. 
2. Have attractive and effective printed ma­

terial to send them. 
3. Answer all inquiries immediately. 
4. Follow-up previous guests with new in­

vitations for them to again patronize the busi­
ness. 

5. Use signs for roadside advertising and 
for giving directions. 

6. Provide publicity material. 
7. Be an active member in the chamber of 

commerce and tourist association. 

Getting Names of Prospects 

N ames of prospects can be obtained as fol­
lows: 

1. From lists of previous guests. 
2. From employees' recommendations. 



3. From inquiry bulletin of the tourist asso­
ciation. 

4. By advertising in a tourist association 
guide book. 

5. In response to national advertising of the 
Michigan Tourist Council and their Tourist In­
formation offices. 

6. In response to newspaper advertising. 
7. By roadside advertising (signs). 

8. By operating booths at the outdoor and 
travel shows. 

9. From chambers of comlnerce, automo­
bile clubs, and travel agencies. 

10. By listing your business in various 
travel directories and in the telephone book. 

Printed Material 

Good mediums for printed matter include: 

1. Post cards (full color recommended). 
2. Folders. 

3. Greeting cards. 
4. Stationery. 

5. Printed letters. 
6. Matches. 

7. Bath mats (paper). 
8. Place mats. 

Post cards and folders are the principal types 
of sales literature used by resort operators, but 
the author believes that very few of them are as 
effective as they might be. Study the follow­
ing suggestions to see if you can't improve your 
material. Most need more color, better quality 
photographs and printing, and sounder page 
layouts. 

Preparation of Folders 

A resort folder not only is an introduction 
card, but it is the most important sales tool of a 
resort. A good folder is read in detail by every 
prospective guest, and it is often shown to 
friends and passed from person to person. It 
must arouse interest and it must have "eye-ap­
peal." There must be a particular appeal to 
wOlnen readers. It has to be good to get busi­
ness. It should include everything the pros­
pective guest may wish to know about the re­
sort. 
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A good resort folder is, briefly, an eye-catch­
ing, colorful piece of literature on good paper 
stock; with up-to-date pictures; good printing; 
and honest, friendly, inforn1ative, but concise 
text. Good color printing on good paper stock 
makes any booklet compelling and makes a 
favorable first impression. 

It is suggested that you consult an experi­
enced layout man on the preparation of your 
folder. Sound layout is not necessarily a matter 
of expensive art, additional colors or "circus" 
typography; it depends more on good taste in 
design, and a readable balance between type, 
color, and illustrations. 

PrCTURES-GOOD PICTURES are Inost impor­
tant in "selling" a resort. Poorly selected pic­
tures are worse than none. Photographs should 
show human interest; yet the vast majority of 
folders contain picture after picture of empty 
porches, cottages , and grounds. Be sure to in­
clude several interior pictures , as well as ex­
terior. Another common fault is to crowd too 
many pictures on one page, usually by overlap­
ping. Leave plenty of white space around each 
photograph, as in a frame. It attracts attention. 

Some folders use pictures so sn1alI that a 
magnifying glass is needed, accomplishing no 
useful purpose. Amateur snapshots should 
never be used. Because printing is expensive, 
it pays to start right by getting the services of 
a professional photographer. Plans for new 
folders should be made a year in advance. 

A good technique is to show a picture of each 
cottage. Under it, list all the features of the 
cottage. Providing each cottage with a name 
is more appealing to the prospective customer 
than just giving it a number. 

THINGS TO INCLUDE WHEN MAKING UP A 
FOLDER 

Location 

Map 
Nearness to town 

Capacity or size of resort 
Special features 
Transportation information 
Resort telephone number 
Recreational activities 



Whether cater to family groups or any age 
limits 

Suggestions on what equipment and clothing 
to bring 

Manager's name and address 
Manager's off-season address 

Rules regarding pets 
Information on freezing fish or game 

THINGS TO INCLUDE IN A SEPARATE LEAFLET 
(F or insertion in the folder)-

Name of resort and the date 
Rates, and what is included 
Charges for children or extra adults 

Charges for golf, boats, transportation 
Information about deposits 
Opening and closing dates 
Special facilities being offered 
Manager's nan1e , address and off-season ad­

dress 
Resort telephone number 

BE HONEsT-The text should be easy to 
read, concise, and not flowery. It must be 
honest information. To speak of a golf course 
as being "right at your front door", when ac­
tually it is 5 miles away is deceiving, and gains 
only a disgruntled guest. Better understate 
your resort rather than over-write it and disap­
point your guests. 

SIzE-The best size for most resort folders 
is 4 by 9 inches. The name of the resort should 
always be near the top of the cover page, mak­
ing the name stand out when the folder is placed 
in travel literature racks. 

Distribution of folders 

As folders must reach prospective customers, 
their distribution should be as effective as pos­
sible. Distribution can be made by chambers 
of commerce, tourist associations, tourist in­
formation offices and booths, and offices of the 
Michigan Tourist Council. Other possibilities 
are gas stations, motels, automobile associa­
tions, travel editors of the larger newspapers, 
Highway Department tourist lodge information 
stations, industrial recreation departments, and 
travel agencies (if you take travel agency busi­
ness) . A modest number of the folders should 
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be sent or taken to these places because storage 
space is often quite limited. 

Folders may be sent to each prospective guest 
in letters. Often guests at the resort will send 
folders to their friends. 

If you have a booth at an outdoor show, a 
less expensive "handout" piece is entirely ap­
propriate. The regular folders could be given 
only to those who are sincerely interested in 
your resort. 

Preparation of Post Cards 

Attractive post cards are always in demand. 
Your guests will send them to their friends and 
thus spread the name of your establishment.· 
Much good advertising is obtained in this man­
ner. 

Full color is infinitely more appealing than 
black and white. Numerous firms now print 
natural color cards from color transparency 
film. Such a card, if well composed, is a most 
compelling sales tool. High quality photo­
graphs, taken by professional photographers, 
are required. The best size film is 2]/4 by 3]/4 
inches or 4 x 5 inches. The advertising n1es­
sage on correspondence side of card should not 
exceed 50 words. It may be advisable to have 
several views taken , including interior ones , and 
to offer the guests three or four different choices. 
If only one card is to be made, the most attrac­
tive view of the establishment should be used. 

High quality black - and - white photographs 
can be used if color is not feasible. A card 
with an inset showing an interior view of one 
of the rooms is desirable. Thus, a prospective 
guest can see what the place looks like on the 
outside and what the rooms are like on the in­
side. Sometimes a picture of a room show­
ing part of the bathroom is used. Prin1arily, 
be certain that the photographs do justice to 
the place. Do not accept inferior pictures. 

Be sure you have saIne happy people and 
signs of life in the pictures. Don't show de­
serted rooms or exteriors without a car or per­
son in sight. Photographs should be of the 
candid or action type. 

Cards can be sold at the counter or furnished 
free to the guests. They are also handy for use 
by the manager for some types of correspond­
ence. 



Answering Inquiries 

Answer requests immediately. All mail 
should be answered the same day it is received, 
even if this means working until midnight. 
Send these prospective guests: 

1. Folder and rate sheet. 
2. A personal letter, either individual~y 

written or printed. Letters can be duplicated 
to appear like typewritten ones. The person's 
name and address are typed on the letter; and 
it is difficult to tell it from an individually pre­
pared letter. If you have had guests from the 
same city as the person making inquiries, in­
clude their names as references. 

3. A part of the resort such as a cedar twig, 
spruce twig, piece of birch bark, or similar small 
natural object. Cedar is favored for its good 
smell. 

4. Area folder if postage is not excessive. 

follow-up of Previous Guests 

Keep an up-to-date card file of all previous 
guests. This file will constitute your most im­
portant source of business. On the back of 
the card can be placed personal information 
about guests, their families, names and ages of 
the children, anniversaries, nicknames, favorite 
sports, food preferences, birthdays, special likes 
and dislikes, make of car, and so forth. Hav­
ing this information handy makes it easy to 
write to the guest, urging his return. Names 
of these guests can be put on addressing plates, 
or duplicating forms for convenient filing. Small­
er sized addressing machines are now on the 
market, which greatly lessens cost of such solici­
tation. 

METHODS OF GUEST FOLLOW-UP-

1. All previous guests should be sent an in­
vitation in the spring of each year to again visit 
you. This usually takes the form of the cur­
rent folder, rate sheet, and a personal letter. 
The best time to do this is in March or April. 

2. "Thank You" cards after the guests have 
returned home. These are much appreciated. 

3. Christmas, birthday, and anniversary 
cards. 

4. Personal greeting or reminder cards 
sent during the year whenever appropriate. 
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5. Current attractions which might induce 
off-season patronage can be solicited by postal 
card. I-Iere are some suggestions: 

A. Opening dates for hunting and fishing. 
B. Especially good fishing conditions; e.g., 

smelt runs, perch runs, ice fishing. 
C. Wildflowers in abundance , or mush-

rooms. 
D. Color tours. 
E. Winter sports conditions. 

It pays to make a continuous study of the 
guests-where they come from, where first con­
tact was made, where inquiries originated, and 
other vital information needed to in1prove solic­
itation. Make a list of the various types of ad­
vertising media which have been used and find 
out from the guests how they heard about your 
place. Then check to see which type of adver­
tising is producing results. 

Using Signs 

Your sign represents you at the roadside. 
Thus, it should be very attractive , eye-catching, 
and well kept. First impressions mean sales in 
the tourist and resort business. The entrance 
to your property is usually the first thing to meet 
the eye of a prospective customer. If he is 
pleased, he will drive in and make inquiries. If 
he is unimpressed, someone else who does a 
better job of presenting his wares gets the sale. 

Use of signs will depend upon your location 
and size of business. Almost every resort would 
profit by having several effective signs to attract 
business. Some resorts may need only a group 
of directional signs to assist guests in reaching 
the resort. Larger resorts may need several 
prominent signs. If the resort is only operated 
in the summer, the signs should be taken down 
in the fall, refurbished, and put back up in the 
spring. 

Publicity 

Excellent advertising can be obtained at no 
cost by the use of publicity. People in the fol­
lowing fields can be of help: chamber of com­
merce secretaries, tourist association officials, 
Michigan Tourist Council, travel agents, auto­
mobile club managers, personnel managers of 
companies, travel editors, and public service 



Tourist Associations and 
Chambers 01 Commerce 

A bundle of sticks is infinitely stronger than any 
individual stick. Unified and aggressive trade as­
sociations need the support of the rapidly growing 
resort and motel industry. Join your local and 
regional tourist and trade associations. Attend their 
meetings. Do your part to vigorously assist and 
protect your industry and profession. 

Tourist associations do a great deal to increase 
business by their advertising and publicity programs. 
They supply names and addresses of prospective cus­
tomers. Members are kept advised of new prod­
ucts, developments or systems that might benefit 
their business . Reports are made on legislation 
which af-Tects their welfare. Resorts benefit a great 
deal from the work of these associations and have a 
III oral obligation for their support. 

The local chamber of commerce and civic clubs 
deserve your backing. Such contacts are fruitful and 
help build recognition and appreciation for the pro­
fession of resort management. 

editors of newspapers. Such individuals are 
constantly con1ing in contact with those seeking 
vacation advice. Your establishment might get 
favorable comment fron1 them if you can sup­
ply interesting pictures, stories, and printed ma­
terial for their use. 

Another suggestion is to send pictures of 
vacationing guests to their hon1etown newspa­
per. Travel and sports editors are frequently 
glad to get such material. A good camera is 
necessary but results are worth much more 
than the effort and cost involved. Of course, 
the guest's permission should be obtained be­
fore such publicity is sent to his hon1etown 
newspaper. Your local newspaper might also 
like interesting bits of information about the 
activities of the guests at your resort. 

v. KEEPING YOUR 
ACCOUNTS 

Good accounting is vital to your business. 
It is the best means of taking the guesswork out 
of resort operation. It tells you exactly what 
sort of shape your business is in, and which way 
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you are headed. Accounting for most resorts 
is not complicated, and you should have a 
thorough understanding of its basic principles. 

The actual clerical work of recording the 
financial facts of your resort is called bookkeep­
ing. This procedure is important because good 
accounting can only be based upon complete 
and accurate records. 

Accounting is the interpretation and analysis 
of these recorded transactions. Such analysis is 
usually made of all or part of the acounts-such 
as a study of occupancy percentage. Another 
example is a study of all operating expenses in 
relation to cottage rental income. Such in­
quiries are made for one or more periods of 
time. After comparing these accounts, weak 
points in your business might appear. Proper 
action can then be taken to improve or correct 
the situation, resulting in more efficient and 
profitable n1anagement. 

Accounting thus becomes a valuable tool for 
controlling the business operation. It can be 
compared to the instruments used in navigating 
a ship . It helps to head your business in the 
right direction. For example, accounting in­
formation is vital in considering upgrading, ex-

(EXAMPLE) 

~~ 
CASH INCOME 

Month 

113~ 2W~ 373iAcJv 4 JO-ck 
Date 1~~ 7~ 

~ 
p~ 

~~ ~~ ~~ 
1 $ 55 - $ $ $ 

2 10 - /0 -
3 ( .0 D i'J • .A ;;'J (~ A t't) .. -I[ ~ 

~ 

4 

5 /0 -
6 V~D- ' • .,« D 

{j ~ 

7 35 -
8 55 - 4/0 -
9 

~ -'-
.......... ____ L.--'~ ~-= 

Fig. 4. Daily cash income record. Cottage rental 
receipts alld deposits are recorded \\'/zell receil'ed. 



Month ~~ CASH EXPENSE 

Adver- ~ Supplies 
Date tising 'i~ Explanation Cost 

1 $ $ 3'o1l~VL.$ ~ 75 
2 :l~ I;)... 30 -
3 F~ 5'7 It 
4 

5 ~5" 
~t(}.fi""J 

f 35 - ~--'~II> 

6 I~Ccr -L 
j I J./ 

7 6 
f 

-
t;,i60 ~ 8 /5 7;5 ~v- ....... "" 

9 
, 
, 

10 ~~ -" ~ 71 
11 -/0 V~ -~ L-.-........;;;;;,---

----' 

Fig. 5. Daily cash expense record. D etailed state­
ments from vendors should be kept for reference. 

pansion, length of season , increasing efficiency, 
establishing rates , and many other important 
decisions. 

Well-kept books tell you where your income 
is coming from , where the money goes, net in­
come, Federal income tax liability , trends in 
profits or losses, and your net worth at the end 
of the year. 

In addition , good accounts are of value in 
case your loan ing agency should want a finan­
cial report. Furthern10re, should you ever wish 
to sell , the buyer would want to know how 
much the resort has earned. 

Records Needed 

Basic records needed for good acounting are: 

Daily cash income sheet. (See Fig. 4 ) 
Daily cash expense sheet. (See Fig. 5) 
Monthly (or weekly) summary sheets of 

expenses, income, cost of goods sold 
(if you operate bait sales , souvenir shop, 
or similar side line) . 

Monthly profit and loss summary. (See 
Fig. 6) 

Wages records. 
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Inventory records for keeping track of 
your capital investments, and for figur­
ing depreciation expense. (See Fig. 7) 

Profit and loss statement for the year. 
Balance sheet. 
Mortgage and Debt Repayment Records. 

The system you use should suit your own in­
dividual needs. No one bookkeeping system 
will fit all resort records. It is very important 
that the system used be best for you. Often it is 
advisable to consult a certified public account­
ant and have him set up the necessary record 
forms. 

Studying Trends in the Business 

Keeping records is of little value (other than 
for tax purposes) unless these records are 
studied and used as a guide in n1anagement. If 
you study and interpret your books , you will be 
accurately informed as to the financial status of 
the business. This knowledge will then help 
you make the most profitable business decisions. 
You can compare results under one policy with 
the results you are obtaining under a new 
policy. This measures progress. For example, 
you could try new advertising methods , such as 
a better stgn program, a booth at a travel show, 
or gifts for your guests (such as a nice souvenir 
or something special for the children). Con1-
pare your results under this new policy, and see 
whether it proved to be profitable. 

How To Analyze Your Business 

1. Have an excellent set of books which 
contain the basic information needed for the 
analysis. 

2. Make a monthly profit and loss state­
ment. (See Fig. 6) 

3. Compare all important accounts with the 
same accounts for the previous month. This 
should be done for the past 3 months , 6 months, 
1 year, or whenever such comparisons are 
meaningful. 

4. Discover trends in: 
A. Amount of rental income (combi­

nation of number of cottages, aver­
age rate, and percentage of occu­
pancy) . 



B. Percentage of each important item 
of operating expense to rental in­
com e. (See example in T able 2) 

5. Compare your operating results with any 
available yardsticks to see how you a re succeed­
ing in relation to other resorts of similar size. 
This will measure your effici ency. 

6 . Study: genera l business conditions, fu­
ture o utlook for the resort and travel business, 
trave l trends, newsletters, and the touri st travel 
studies of the magazines . See how your busi­
ness is affec ted by these trends. T ake action 
to put your reso rt in the most fa vorable pos ition. 

MONTHL Y CASH PROFIT 

Month _ _ - - .. June 

Results of Studying Trends 

Y ou know where you stand at any g iven 

time, and you k now how this compares to a 

previous period. Yo u know the rela tionship 

of one phase of your opera tion to another. Y ou 

know how you compa re with other resorts. You 

can detern1ine the advisability of expansion , 

contrac tion , economizing, more advertis ing, im­

provements, lengthening of season, and other 

vita l m anagement dec isions. You know where 

you are going! 

AND LOSS SUMMARY 

July August September October November 

Total Cash Income for Month $IS-~S If) $--<:,/SO "II $.t.:z 72 ('S $/'}.!I 60 $ SID '(s $J60 17 
7 , 

Less: Cost of Goods Sold .z, - 10 / 0 15" 10 37 50 - --I--

Gross Profit or Loss ~ 5 :<1 /0 :l.t //0 3' .21. ~~, 7S- I ;J..~f - 5/0 ~s t tD 17 
Less: Cash Expenses for Month L/I¥ t5" 71'1 !;'-3 7t~ 3, 2/ 0 S-o /:z. r '17- 3L/o 05 

Net Profit or Loss $~/OS ~S-$f,39S 7! sltf(,Jf 'I., s~ c3'f !>-o $.3 if P3 $ S".z l) Iz 

- - - -~ - - ---
Fig. 6. M onthly cash profit and loss summary clearly shows trend in gross incom e, expenses, and profits. 

I EXAMPLE) INVENTORY OF CAPITAL GOODS ASSETS 

List all land, buildings, heating equipment, furnishings, kitchen equipment, laundry equipment wel ls , pumps, tanks, motors, boats, carll, trucks, and other 
almllar equipment. 

I 2 3 4 5 6 7 8 9 
Estimated Original Depreela- Depreela-

Quantity Kind Date Useful Cost or tlon Remaining tlon End of 
Description of Property Acquired Lite allowed In Cost Expense year 

(YAars) Basis prior years this year Value 
- - 1--1-- ----$--1-

r,::J \V7 ----m n n $ 
r~ _ 

$ 1 

$ 1"= -- 1 

12 ) a A 1 -- Lri I --- -- I~ 
L-J UJ L...rU u\ ru UI -=:J - - L- -

-_ ._---_._ -- - - - -- - --- - --- - _.- -

"B~~"~ _ _ L q-~ 194f~ 30 i. ~ ao - 5'"6 0 1- 1 ''fo - It/O 3 5'0 rJ -
a..J.J.- cI.. -b "'8~ i " I ::f~ 19~::;. ;:.l G i S-;;. () - - !- 5;)...0 - .2.0 - 5"()O -eo ~ --1-

~~ 16 ~ /91 Cf I "2- 71.0 I 10 - ,'1 0 1- ~o "18'0 

~~obl.- ___ L?-: ____ ~ /95"0 I () 1.2)130 - - 12(;, - I 7 0 'f - :L13 - I 'f r; I -- -

-r~ (a-tL) I ~~ ,q'lC; s "2. '1. ~o - /.J..~5",-? __ 'fa 0 1 (:f"-' _ II .. p~J 
- - -'------ .--. - - - - -- __ iJ 

/' ~ 19?"2- ~ ~ .,00 .,;... ,;:;.-....--.--- .., 1 _ 
.:l5!o - ---

Fig. 7. In ventory records are very important, particularly for computing depreciation expense. 
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Federal Income Tax Considerations 

Advice of professional accountants and law­
yers is frequently sought on income tax matters. 
However, an understanding of business methods 
must include fundamentals of the tax and its 
application to your resort. Taxation of profits 

TABLE 2-Each important item of expense and its 
percentage of total cottage rental income (example) 

Items of expense 

General expense: 
Depreciation- buildings ... . 
D eprecia tion- furnishings .. . 
Depreciation- equipment .. . 
Interest paid ............. . 
Repairs and maintenance .. . 
Property taxes ..........•.. 
Insurance ................ . 

Amount 

$620 
320 
200 
170 
350 
150 
140 

Total general expenses $1,950 

Operating expenses: 
Wages ................... . 
Laundry ................. . 
Cleaning supplies ......... . 
Ad vertising and printing ... . 
Fuel and light ............ . 
Telegraph and postage ..... . 
Other expenses ........... . 

$ 320 
60 
70 

110 
310 

70 
130 

Total operating expenses $1,070 

Total expenses... . . . . . . . . . . . . $3,020 

Percentage of 
total cottage 

rental income* 

14.5% 
7.5 
4.6 
3.9 
8.2 
3.5 
3.3 

45.5% 

7.5% 
1.4 
1.6 
2.6 
7.2 
1.6 
3.0 

24.9% 

70.4% 

*The best measure of a resort's expenses lies in their percentage of total 
rental income. Comparison of these percentages with other similar resorts 
will give some indication of your proficiency. 

is based upon results of operations, as reflected 
by financial statements. Thus, you must under­
stand what these statements are, and how they 
are drawn up, in order to put yourself in the best 
tax position. 

The income tax is a graduated tax based upon 
the net earnings (tax base) of the resort, after 
deducting ordinary business expenses. 

A business expense must be an ordinary and 
necessary expense of doing business. It need 
not be essential, but it must be appropriate and 
helpful to the business. 

Kinds of Expenses 
A. Charges against income (business ex­

penses) . For example: wages, fuel, supplies, re­
pairs. 
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B. Charges against capital. For example: 
Building costs, major furnishings, equipment, 
a new roof. 

A charge against incolne is an expediture in­
curred in connection with operating the busi­
ness, and is a proper deduction for the taxable 
year. This is called a business expense. 

EXAMPLES OF BUSINESS EXPENSES 

Cleaning and cottage supplies 
Laundry 
Linen supplies 
Painting and decorating 
Repairs 
Utilities 
Automobile expense 
Wages 
Contributions 
Dues and subscriptions 
Legal and accounting 
Office supplies 
Grounds supplies 
Advertising 
Insurance 
Interest 
Taxes-real estate and property 
Telephone and telegraph 
Traveling expense 

A charge against capital is an outlay of funds 
for obtaining property which will extend be­
yond the taxable year. It is not currently de­
ductible as an expense. There are two criteria 
for determining whether a purchase is a capital 
expense or not: 

A. The property will last more than a year. 
For example, the building of a new cottage. 

B. It is a permanent improvement or better­
ment which either prolongs the life of the prop­
erty, increases its value, or makes it adaptable 
to a different use. Example, adding porches to 
cottages. This then becomes an addition to 
capital. Such an expenditure is deductible 
through a depreciation allowance spread over 
the useful life of the capital improvement, or 
the remaining useful life of the building being 
improved. The Internal Revenue Code of 1954 
liberalizes depreciation allowances during the 



early life of property . You should become 
familiar with these provisions. 

EXAMPLES OF CAPITAL EXPENSES 

Depreciation- buildings 
Depreciation-furniture and equipment 
Depreciation- signs 
Depreciation-land and yard improvements 
Depreciation-yard equipment 

These expenses are deductible only through 
proper accounting for depreciation. 

Saving Money on Your Income Tax 

For the most equitable tax position, have ac­
curate and well-kept books. Careless book­
keeping invites trouble. 

Expenses needing special attention are: De­
preciation, repairs and maintenance, small mis­
cellaneous items (often missed), travel and auto 
expense, and advertising. Be sure you get all 
of these items into the records. 

Purchase a good tax guide (it's deductible!) 
and study deductions you are entitled to. Your 
increased understanding of this problem will 
be of material benefit to you. 

VI. GUEST HOSPITALITY 
Greeting the Guest 

Put yourself in the place of your guest. Vis­
ualize his men tal and physical reaction at the 
moment he sets foot on your ground. What 
has he been doing all year long? Maybe he is 
a businessman, harried by selling problems, 
supervising employees, and working late hours. 
Perhaps he is a factory worker, tired of being 
under constant tension and pressed for produc­
tion. His wife is worn out from housework, 
cooking, and caring for the children. While 
at your place, they want to forget their cares 
and have a good rest and vacation. 

It is your job to satisfy these wants. If you 
can lnake these guests feel important and happy, 
you won't have to worry about repeat business. 
They'll come again and bring their friends 
along. 

You as manager should personally greet all 
of your guests upon their arrival. Be sure you 
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can call them by name. Genuine expression 
of appreciation to them for coming should be 
made. "We're glad you're here," is one way 
of saying it. The wrinkles you will get giving 
out friendly smiles will never n1ake you look 
older. Tone of voice and manner of speaking 
are important. A poor impression can be 
made on just this one thing. Saying "good-by" 
is just as important as a first greeting. 

Personal Considerations 

Go out of your way to make friends with all 
your guests. The n10st important single thing 
in the resort business is to relnelnber people's 
names. Get to know their likes and dislikes, 
favorite recreation, birthdays of their children, 
and anything else personal about them. The 
more you know about your people, the better 
able you will be to serve them. It's the personal 
aspect of this business that makes one resort an 
outstanding success and another just mediocre. 
The successful resort is usually one where the 
manager has given an all-out effort to personally 
greet his guests and treat them as though they 
were in his own home. Make a special effort 
to show them all of the attractions in your 
vicinity such as wildlife, scenery, and interest­
ing trips. 

Catering to Children 

"We live for our children" has often been 
said. Much of Michigan's tourist and resort 
business caters to the middle class fatDily trade. 
Excellent guest hospitality can be built upon 
your special consideration for the children. 
Birthday cakes, organized games, play equip­
ment, and programs all help to make the chil­
dren happy at the resort. To entertain the 
children, some leadership, ingenuity, and home­
made equipment are all that are needed. 

Honeymoon Business 
The quiet rustic setting of many resorts is 

ideal for honeymoons. This patronage could 
be encouraged by making a special effort to 
cater to these couples. This holiday is long re­
membered and the honeymooners will often re­
peat their stay many times in the years to come. 
Also, much of the honeymoon business is in 
the spring and fall when additior.al business is 
needed. 



VII. LAWS AND REGULATIONS 

The following laws and regulations affect the 
operation of resorts. Consult your attorney 
and local governmental officials. 

1. REGISTRATION OF GUESTS (Act 75, P.A. 
1952) 

All guests must be registered, including name, 
legal residence , make of car, car license, num­
ber or name of room or cottage occupied, and 
the date of arrival and departure. Registration 
records must be available for inspection at all 
times by law enforcement officers for a period 
of not less than 3 years. 

2. MICHIGAN RETAIL SALES TAX (Act 167, 
P.A. 1933) 

The 3 per cent Michigan retail sales tax will 
apply to businesses which sell tangible personal 
property at retail. This tax must be collected 
on groceries or any other things sold. No 
sales tax is levied on lodging. Obtain the license 
from the Michigan Department of Revenue , 200 
Tussing Building, Lansing, Michigan. The fee 
is $1. 

3. BUSINESS ACTIVITI ES TAX (Act 150, P.A. 
1953) 

Any business having a gross income of more 
than $20,000 per year is subject to the tax. 
Seasonal businesses can file annually with per­
mission of the Michigan Department of Reve­
nue. For complete information write to Mich­
igan Department of Revenue, 200 Tussing 
Building, Lansing, Michigan. 

4. SANITATION REGULATIONS (Act 98, P.A. 
1913, Act 344, P.A. 1917, Act 306, P.A. 1927, 
Act 273, P.A. 1939) 

Contact your city or county health depart­
ment, or the Michigan Department of Health, 
Lansing 4, Michigan, on the following regula­
tions: Public water supplies, food , beverages, 
alcoholic drinks , food handling , ice , sewage dis­
posal , garbage and refuse disposal , and swim­
ming beaches. 

5. FIRE SAFETY REGULATIONS (Act 207, P.A. 
1941) 

For standards pertaining to fire safety and 
state regulations governing fire hazards, write 
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to the State Fire Marshal, State Police Head­
quarters, East Lansing , Michigan. 

6. MOTOR VEHICLE LAW (Act 302, P.A. 
1915) 

If the operator uses a private motor vehicle 
to transport guests (regardless of whether such 
transportation is included in the general fee 
charged or charged separately) he is designated 
as carrying persons for hire. Vehicles so used 
are classified as private comlnercial vehicles 
and must be so licensed. Plates are obtainable 
at your nearest Department of State license 
bureau. 

7. ZONING AND B UILDING REGULATIONS (Act 
207 , P.A. 1921, as amended; Act 62, P.A. 
1943, Act 183, P .A. 1943, Act 184, P.A. 1943, 
as amended, Act 185 , P.A. 1943) 

Consult your local city , village, township or 
county clerk regarding these regulations and 
how they can affect your business. 

8. HOT ELS AND LODGING HO USES (Michigan 
Department of Labor, Lansing) Ways of egress , 
fire escapes, elevators, space requirements , Act 
285 , P.A. 1909 , Act 82, P.A. 1937. 

Juvenile employment (minors under] 8 years 
of age) Act 157 ,P.A .1 947. 

Enlployment of Women , Act 285, P.A. 1909. 

9. CONDUCTING BUSINESS UNDER AN As­
SUMED NAME (Act 101, P.A. 1907) 

When a business is operated under a name 
which is other than the real name of the operat­
or, a certificate setting forth the name under 
which the business will be conducted must be 
filed with the county clerk. 

10. MICHIGAN WORKMEN'S COMPENSATION 
ACT (Act 10, P.A. 1912 as amended) 

The purpose of this law is to protect both em­
ployees and employers when an employee is in­
jured while working. Any employer of four 
(4) or more employees must operate under the 
Act. Those employing fewer than four can 
operate under the act if they wish and this is 
recommended. "Conling under the Act" means 
that an employer takes out a workmen's com­
pensation insurance policy from his local in-



surance agency. After taking out this policy, 
the operator receives notice from the State of 
Michigan that he is protected and will be given 
a display card stating such. Write Workmen's 
Compensation Commission, Lewis Cass Build­
ing, Lansing 13, for more information. 

11. MICHIGAN UNEMPLOYMENT COMPENSA­
TION (Act 1, P.A. extra session, 1936 as 
amended) 

If an employer has eight (8):;: or more em­
ployees who work 20 weeks out of anyone year 
or longer, he must make contributions to the un­
employment compensation fund. Write to Con­
tributions Section, Michigan Employment Se­
curity Commission, 7310 Woodward Avenue, 
Detroit, Michigan, for information. 

12. FEDERAL INCOME TAX (Withholding) 
Employers of any number of employees must 

deduct the withholding tax on income from 
those eligible to pay the tax. For instructions, 
write to the Collector of Internal Revenue, De­
troit , Michigan, or any branch office. 

13. FEDERAL SOCIAL SECURITY LAW (Old 
Age and Survivor Insurance) 

Employers of any number of employees and 
self-employed persons must pay the Social Se­
curity payments. Write to the Collector of In­
teral Revenue, Detroit, Michigan. 

14. MINNOW LICENSE (Act 326, P.A. 1931) 
When live or fresh minnows or wigglers are 

*After Jan. 1, 1956, four (4) or more employees. 
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sold at retail or wholesale, a license is required 
by the Director, Michigan Department of Con­
servation, Lansing, Michigan. 

15. BOAT LIVERY ACT (Act 257, P.A. 1952) 
The purpose of this law is to protect both 

those having boats to rent and the persons who 
rent such boats. The act consists of four parts: 
registration of certain boat liveries, compliance 
with safety standards, inspection, and issue of 
passenger capacity tags by sheriffs. Write to 
Michigan State Waterways Commission, 1302 
Cadillac Square Building, Detroit 26 , Michigan 
for details. Regardless of inspection require­
ments, the important thing is to have boats built 
from designs of competent naval architects, and 
which are sound and seaworthy. This is the 
best protection against lawsuits which might 
arise from accidents. 

16. WATERCRAFT TAX ACT (Act 179, P.A. 
1952) 

An act regulating the taxing of inboard pow­
er boats 16 feet in length or over. Write to 
Michigan State Waterways Commission (ad­
dress above) for details. 

17. IN SURANCE 
Although not precisely required by law, cer­

tain types of insurance are considered essential: 
fire and extended coverage, automobile, com­
prehensive general liability, business interrup­
tion, and workmen's compensation if there are 
employees. Consult your local insurance agent. 
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