
From the porches of Midlothian's clubhouse, one looks down on a double green, serving 
the ninth and eighteenth holes of the course. 

Competition Tough, But Club's 
Smart Drive Fills Roster 

By J A C K FULTON, JR. 

ORGANIZ ING a membership campaign 
and actually putting one over have 
a lways been two d i f f e rent things. 

Th is was especial ly true in ear ly 1933 
when hardly a golf club in the U . S. found 
itself in posit ion to coast through the sea-
son on its exist ing roster. A t least nine 
out of ten clubs put on membersh ip drives 
of va ry ing success. 

A l l of this act iv i ty resulted in much 
competit ion and much price and throat 
cutting by the clubs, part icularly in the 
metropol i tan districts, w i th the natural 
result that f e w clubs ach ieved the goal 
they set out f o r—a ful l membership. Per-
haps compet i t ion is not ent i re ly to blame 
for these fa i lures—there is something 
more than a hint that many a campaign 
flopped because the r ing leaders fai led to 
keep the rank and file of the membership 
keyed to sufficient pitch during final 
stages of the dr ive which started out 
wi th a wor ld of enthusiasm, but within 
ten days petered out until on ly the mem-
bership chairman and one o r two of his 
committee-men were act ive. 

Here's Drive That W o n 
But not al l 1933 membership campaigns 

fai led. For example, an outstandingly suc-
cessful dr ive was inaugurated and carried 
through to its goal by Midlothian Country 
Club of the Chicago district. 

Midlothian is one of Chicago 's oldest 
golf clubs. It was established in 1898 and 
has a lways numbered among its members 

many of the W indy City 's more substantial 
c i t izens. 

L i k e many other mature clubs, Mid-
lothian's roster f e l t the results of the 
depression severe ly . During prosperous 
t imes it had continued to number among 
its members many men who had jo ined 
the club years be fore and who, no longer 
physical ly capable of playing go l f , con-
tinued to pay dues f o r sentiment 's sake. 
T h e s e men re luctant ly resigned f r o m the 
club when the financial clouds descended. 
Had they been younger , act ive go l fers , the 
chances are they would have found some 
w a y to continue the i r memberships. 

Many Vacancies. What to Do? 
In addition to this class of res igning 

member . Midlothian of course had its 
share of resignations exper ienced by all 
clubs, f rom younger members whose ac t i ve 
interest in gol f was keen, but who had 
no reserves to t ide ove r the t ight money 
period. A l l in all, Midlothian found itself 
last December needing approximate ly 100 
n e w members out of the 275 max imum 
permit ted by its by-laws. Something had 
to be done, or Midlothian's years of 
leadership would suf fer . 

T h e problem was prompt ly tackled by 
the club's president, David B. Johnson. 
H i s initial move was to call a mee t ing of 
the finance commit tee , which aided by the 
chairman of the club's other commit tees 
set up a budget f o r the new year , based 
on the exper ience of pr ior years, but wi th 



every economy consistent with Midlo-
thian's standing and traditions effected. 
Estimates showed that income would not 
balance expenses without one of two al-
ternatives — either an assessment would 
have to be levied during the year, or the 
club would have to reduce its member-
ship vacancies, thus obtaining the neces-
sary added income to finish the year in 
the black. 

Assessments are always objectionable 
and generally cause numerous resigna-
tions. Midlothian was not in position to 
stand many of those. The proposal to 
acquire additional members was obviously 
the better solution to the club's problem, 
and accordingly the finance committee set 
to work to see what it could devise in the 
way of an attractive offer to prospective 
members. 

The first step was to reduce the dues. 
Midlothian had been collecting $200 an-
nually from its members. That was too 
much money, under current conditions, to 
attract new blood. A f ter much figuring 
and weighing of one proposal against an-
other it was finally decided that the club 
could reduce its dues to $125 per year and 
still get by under its economy budget, 
provided not less than 100 new members 
were taken into the club. Any fewer new 
members and the club would end the year 
with a deficit. 

Vital to Make Offer Attractive. 
The next problem was to decide on 

the price at which these new memberships 
were to be sold. It was pointed out that 
fully 200 clubs in the Chicago district were 
even then making strenuous efforts to fill 
their rosters. If Midlothian was to get 
anywhere in its membership drive it was 
commonsense to make its proposition so 
attractive that the average eligible golfer 
would have difficulty turning down an in-
vitation to join the club. 

Johnson finally recommended giving the 
memberships away to anyone who would 
agree to pay half a year's dues in advance 
and another half-year's dues at the end of 
the first period. Thereafter those mem-
bers would pay quarterly, as the other 
members pay. A full equity membership 
certificate was to be issued immediately. 

Here is the rest of the story, as told the 
writer by President Johnson in a recent 
interview: 

" I don't need to tell you that the pro-
posal came as a distinct shock to several 
of the men attending the meeting. Upper-
most in their minds, I suppose, was the 

$1,000 price at which memberships in Mid-
lothian had sold as recently as 1930. It 
seemed unbelievable values could have 
descended so markedly in so short a 
period. 

"Compromises were suggested. 'Sell 
memberships at $150, even $100, but don't 
g ive them away' was the usual reaction, 
but it was soon pointed out that such 
prices would simply put us in active and 
equal competition with other Chicago 
clubs. W e needed a proposition that 
would meet with minimum sales resist-
ance. Nothing less than giving member-
ships away would fit that definition. 

"A f t e r prolonged discussion, the give-
away membership play, including the six-
month-in-advance dues payment proviso, 
was decided upon. The next step was to 
organize the membership for a sales cam-
paign." 

To accomplish this, Johnson invited 20 
active members of the club, none of whom 
were members of the Board, to meet with 
him at a luncheon. A t that time, the adopt-
ed plan of the Board was explained to 
them and these twenty men were asked 
to become "Captains" in the campaign for 
100 new members. The entire member-
ship of the club was then allotted to the 
various captains on the basis of acquaint-
anceship between captain and members. 

Arrange for Frequent Meetings 
" I t has always been my observation, , f 

Johnson continued, "that appointing teams 
to do the selling is about as far as most 
membership campaigns go. This is a mis-
take—no matter how enthusiastic and 
will ing a team member may be to sign up 
prospects, his interest is sure to lag after 
a few days unless some means is at hand 
to keep him pepped up. We assure con-
tinued effort in our drive by establishing 
a headquarters at the South Shore Coun-
try Club, which is conveniently located on 
Chicago's South Side, the area wherein 
most of the prospects we would sign up 
lived. 

"The headquarters, consisting of a spaci-
ous private suite in the clubhouse, were 
to be open four evenings each week dur-
ing the drive from 7:30 or thereabouts in 
the evening until everybody went home. 
No dinner was served, but there were re-
freshments of various sorts. Any ex-
penses incurred were charged to the mem-
bership committee. 

"Every member of Midlothian was not 
only invited but urged to drop around to 
headquarters at least twice a week, bring-



N E W 7 5 ° 
exclusively PRO 

Worthington Ball 
the 

SWEET SHOT 
(thin cover) 

Worthington—leading manufacturer of golf 
balls exclusively—has a new ball that has 
introduced itself with sensational perform-
ance in its field tests. It's the SWEET SHOT 
and will be sold exclusively through pro 
shops. 

Plan to feature the Sweet Shot because it 
gives you a protected market and unique, 
advanced construction restricted to this one 
ball. 

... and again the 
TOMMY ARMOUR 

50c ball' • • 
The Tommy Armour was the amaxing new 

50c bal l of the 1933 season. In its first year 
it brought new business to pro shops. 

New improvements in Tommy Armour balls 
for 1934 will make it outstanding in the 50c 
class. Wi th the general top price of balls 
going to 75c for 1934, the 50c ball market 
is increased. 

Take command of this 50c ball business by 
pushing the Tommy Armour. 

THE 

Worthington 
B A L L CO. EV„^A 

ing wi th him any prospect for membership 
he might have in mind. There would be 
no planned program, just a chance to show 
the prospect the cal iber of men who be-
longed to Midlothian and to sell him by in-
direct means on the good-fe l lowship to be 
found in our club. 

" T h e s e meet ings four evenings a w e e k 
worked out even better than we had hoped. 
It takes a lot of interest on the part of 
a man to make him leave the f ami l y fire-
side on a cold w in te r night, ye t the team 
members invar iably turned up in good 
numbers. A t least half of them had a 
prospect in tow and I would say we w e r e 
able to sign up at least one prospect in 
three who at tended—i f not on his first 
v isit , then subsequently a f ter he had been 
wi th us for severa l of these evenings. 
Considering that the golf season at Mid-
lothian was still some three or four 
months away , I think our sales ave rage 
was remarkable and indicative of the in-
terest in the campaign on the part of our 
members . 

Phones Keep Pep Alive 
" T h e one wo r r y I had af ter the d r i ve 

had started was whether or not w e would 
be able to maintain interest in filling our 
roster. I was a f ra id the pep would grad-
ually die down unless the members and 
part icularly the team captains were con-
stant ly reminded of the dr ive and what 
its success meant t o Midlothian. I took 
it upon mysel f to see that this part of the 
j ob was done r ight . 

" E v e r y morning I would sit down at the 
te lephone and call up each team captain. 
I had in f ront of me a card index l ist ing 
e v e r y prospect for membership that had 
been introduced to date, and these cards 
w e r e grouped under the captain whose 
t eam had brought the man around. One 
by one I went over the prospect cards, ask-
ing about the status of the particular man, 
l earn ing what sales resistance he had put 
up, and advis ing the best way to ove rcome 
the argument that had developed. I made 
i t plain that I was devot ing much of my 
t ime to the dr ive and was a lways avai lable 
to help close a prospect. 

" M y work over the telephones did not 
end with my dai ly calls to the team cap-
tains. Other members of the teams had 
to be kept interested in the dr ive, espe-
c ia l ly those members who had brought 
around one or more prospects, so I phoned 
them too, o f f e r ing e v e r y assistance at my 
command. Th is was absolutely essential, 
because a member mignt have all the de-



sire in the world to sign up one of his 
friends for a membership and at the same 
time have no ability as a salesman to get 
the prospect's name on the dotted line. 
Such men welcome the assistance of some 
one well posted on the club's condition. 

" W e held the evening meetings at South 
Shore for two weeks. Then, in order to 
g ive the members a chance to catch their 
breath and the prospects a chance to 
thinks things over, we declared a two-
week layoff, after which the meetings 
were once again scheduled for a fortnight 
more. A t the end of this period almost 
every prospect on our list had attended 
several meetings and there was nothing to 
be gained by continuing to invite him 
around—either he was going to join 
Midlothian, or he wasn't. So we called 
the drive off. 

"Besides, we had signed up approxi-
mately 100 new members which we need-
ed under our budget plan. That was a very 
satisfactory place to end the drive, be-
cause with spring approaching and the 
golf season about to begin, we knew from 
past experience we would have little dif-
ficulty filling our roster once the urge to 
get out on the links hit the remainder of 
our prospects and such new ones as came 
to light in the meantime. 

More Pros Ally With S. Calif. 
Professional Association 

Los Angeles, Cal i f .—The Southern Cali-
fornia Golf All iance is getting under way 
in the Los Angeles district, with a direc-
torate of 7 members composed of PGA 
members and a sec'y-treas. pro tem in the 
person of J. A. Patterson, who holds the 
same office in the PGA of Southern Cali-
fornia. 

The new organization will accept as 
members pros and concessionaires at golf 
courses, driving ranges and golf schools 
where golf goods is sold. 

In forming the new organization the 
pros have reached out to give all the fel-
lows a better chance to eliminate the 
trick discount buying of golf goods. The 
agreement between the Northern Califor-
nia P G A and dealers and the manufac-
turers to curb the f ree d i s t r i b u t i o n 
of balls to a m a t e u r s and the "buy 
it wholesale" racket was endorsed by the 
southern California pros and dealers, who 
worked out a similar proposition. By 
grouping together all of the merchants at 
point-of-use outlets the pro sponsors of 
the new alliance are confident they wil l 
be able to control marketing practices. 

Patented and Patents Pending 

G € T Y O U R HAnDS I I I T O 
" N e w PRO PROFITS" WITH 

** GOLF GLOV6S 
TRADE-MARK C j i i f c r c : « 1 

For CHILLY WEATHER, you can feature the True-Grip Glove 
ined w i th light, warm and flexible fleecy material that keeps 

the wrists and backs of hands warm and comfortable. True-Grips 
w i l l go a long way to extend the golf season which is so strongly 
advocated at this time. 

Many thousands of True-Grip CHILLY WEATHER G L O V E S 
and GLOVETTES were sold last season by alert Pros. You, too, 
can realize greater glove profits by ORDERING YOUR STOCK 
N O W . 

The GLOVETTE, see inset, this year has been the 
biggest new seller in Pro shops. The GLOVETTE 
was worn by a large percentage of the field at the 
N A T I O N A L OPEN, the N A T I O N A L A M A T E U R 
and by both finalists at the W O M E N ' S N A -
T I O N A L . 

The Harley O . Potter Co., Peoria, Illinois. 
Please ship: 

. . . .Pairs, TRUE-GRIPS for Chilly Weather at 
$16.50 per doz. pairs. Made in two sizes— 
one for men and one for women. 
GLOVETTES, in practical sizes, at $7 .00 per 
dozen, single gloves. 
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