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Change jobs!—That's what a club man-
ager may have to do if he doesn't have 
what it takes to influence his members. 

The only way a manager can moti-
vate the members of his club to use their 
facilities and to participate in club ac-
tivities is through the channels of com-
munications he has established over the 
years. The wise manager takes advantage 
of every opportunity to devise new means 
of communicating and improving on old 
useful techniques. 

The club executive who stays is the 
one who finds ways. Ways to get his 
membership to attend dances, luncheons, 
fashion shows or stags that should have 
succeeded last year—but proved otherwise. 

You can analyze, study, review and e-
valuate until you know just what went 
wrong with the last club function. But, 
unless you can convince the members 
that the next one will be the one they 
have to attend your work will have been 
completely wasted. 

Just what are the best channels of com-
munication? Exactly how do you make 
sure that the members get the message? 
These are questions that have challenged 
club managers since the first club hired 
the first professional club administrator, 
back in 1796. 

Here are several general rules that all 
successful managers follow: 

1) Get attention!—Nothing is read un-
til it's seen. The average club member is 
challenged by a daily deluge of mail and 
the club's flyer or news bulletin is only 
one of many competing for his attention. 

Color attracts the eye. Use it—in en-
velopes, ink and paper stock. Put it to 
work for you in table tents, posters and 
in any displays. 

2) Keep it simple!—Most of us look 

for the line of least resistance; we're in-
clined to do the easy things first. Club 
members are no exception. Make it easy 
for them to read your communication. 

Use short words, sentences, and para-
graphs. Leave plenty of white space; keep 
away from complicated type faces and 
distracting design. Avoid passive passages, 
confusing words and faltering phrases. 

3) Use your imagination!—Look for 
new ways to get your message across. I-
deas like Shaker Heights Country Club's 
"Holiday Booklet," listing seasonal e-
vents; the "Evaluation Cards" that Fort 
Collins Country Club uses to get feedback 
on club events from their members are 
two excellent examples of this. 

The oversize, permanent calendars that 
many clubs hang in their golf shops 
make ideal message boards, as do place-
mats, food checks and menus. 

Show your members their patronage is 
appreciated. When was the last time you 
included a thank you note with the mem-
ber's dues invoice, thanking him for us-
ing the club—and at the same time, 
reminding him about next month's stag? 

O n l y two kinds of people like flat-
tery, men and women, so don't forget 
<-he ladies. Make it a point to write a note 
thanking the hostess who had that party 
last night for using the club for her en-
tertaining—and suggest she might want 
to reserve a table at the next dinner dance 
for another group. 

4 ) Plan!—Don't wait until the last 
minute to announce a special event. Mem-
bers plan their calendars weeks, even 
months in advance...the last minute fly 
er won't get many of these. Then too, it 
always looks just like what it is, a rush 
job! 
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ladies' rental sets. Because of the in-
creased enthusiasm for golf by the women 
players, we found that we were too many 
times short of these rentals. This was 
quickly remedied by purchasing 15 addi-
tional complete sets, five each from three 
different manufacturers. 

7 ) Profit and Loss — Results, here, 
were good. Gross profits and net profits 
were up. However, in order that we not 
become complacent, we asked our audit-
ing and legal departments to work closer 
and give us some additional guidance in 
the areas of current depreciation and tax-
ation methods. This has been a real eye-
opener for us. 

We, therefore, cannot stress enough 
how important we feel that this year-end 
examination of the past season is in plan-
ning for the next. For us, it has paid off 
handsomely-in bigger profits, and better 
service to our members. • 
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In this day of packaged art and elec-
tronic stencils even the standard mimeo-
graph machine can produce attractive, 
eye-catching messages. But you must plan 
ahead. 

5) Inspire!—Use action verbs; good, 
colorful descriptive words and phrases. 
Avoid a static layout. Dull, uninspired 
headlines do not make people want to do 
things. Even the best writers seek new, 
unique ways to present their work. 

The next time you begin to wonder 
whether the time and effort you've been 
putting in, trying to get the message a-
cross to the members has been worth-
while and the next time you think about 
packing your bag and moving on — 
remember this—it may be the message, 
not the member, that is at fault. 

Take a look at your message. Are you 
really communicating with everyone the 
very best you can? • 

The Ransomes CERTES 
Finest mowing tool ever built! 

A child can operate 
the precision-built 
CERTES with ease 

Unexcelled for golf 
courses and home 

putting greens 

RANSOMES SIMS 
& JEFFERIES LTD 
IPSWICH ENGLAND 

• 100 cuts per yard give "satin" finish to green. 
10 blade reel. 

• Mowing height precisely adjusted .015" at a time-
down to Vs of an inch. No tools required. 

• Width of Certes (16") is narrow enough to avoid 
scalping and scuffing on undulating 
surfaces or turns. 

Experience gathered over 134 years of lawn mower 
design and manufacture has culminated 
in this fine mowing instrument. 

Distributorships now being established in key areas. Ade-
quate supplies of spare parts, as well as mowers, in 
stock at Warren's Chicago, New York and San Francisco 
area nurseries. 

For specific 
information on the 
Ransomes CERTES 
and other special 
purpose mowers, 
write or call: 
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8400 W. 111th St. 
PaIos Park 

(a Chicago suburb) 
(Code 312) 448-7200 

Illinois 60464 


