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Dear Club Executive,

SHEDDING THE PAST, EMBRACING THE FUTURE... Club executives were looking to a future filled
with both challenges and promise when they met at the World Conference on Club Management in San Diego
in February. There was little reflection on the shaky economy and many did their best to ignore the political
shenanigans of Washington and various state capitols, but the energy and enthusiasm absent in past years had
returned. Here are some of the issues drawing attention:

Finding new members. Seminars on membership marketing and strategic planning continued to draw large
crowds as in years past. Maintaining strong membership numbers is an endless challenge for most clubs; and
more than ever, clubs feel the need to have a better understanding of where they fit in their communities and
how to meet member needs in the future.

Keeping old members. Marketing experts and educators were emphatic that member retention should re-
ceive more focus, from personal nurture (phone calls and emails) to events planning that appeals to all ages
and interest groups in the club. Some clubs have added a staff position dedicated to expanding club services
and maintaining member interest.

Paying with plastic. A growing number of clubs now accept credit-card payments of member statements,
citing member demand (they love the convenience and promotion points) and the easing of restrictions on
fees businesses in most states may impose on credit-card transactions. Financial advisors still say clubs
should avoid credit cards on day-to-day sales where possible because of controls (such as tracking member
versus nonmember payments) and perception. One issue, can a club taking credit cards be truly private?

Water woes. Executives of clubs with golf courses who suffered through the 2012 drought seem resigned to
the possibility that further dry spells in 2013 may lead to forced cutbacks in water use. Despite sound argu-
ments the industry has presented that golf courses do not waste water, it is difficult to overcome the percep-
tions of this valued and diminishing resource being used for “elitist” private clubs.

Look for more details on these and other conference topics in upcoming editions of the PCA!

AMERICA’S GUN FIGHT: SHOULD CLUBS BE ON ALERT? Emotional fallout from the current
national debate on gun restrictions is no doubt affecting some club members and employees--to the extent
that a review of club policy on firearms is advisable.

Robyn Nordin Stowell, a partner with the lawfirm Stinson Morrison Hecker, recommends that clubs must
first consider federal, local and employment law, as well as insurance coverage issues, prior to developing or
revising their policies on firearms. Each of these laws is likely to evolve over time, so Stowell recommends
that clubs revisit this topic regularly.
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Beyond the legal and insurance issues, every club’s situation is different as factors vary. Each club should
take into account its physical plant (for example, is the club within a secure gated property?), as well as char-
acteristics of their membership: e.g. a completely private club versus semi-private; 300 members versus 1,500
members; political climate. Stowell comments that a large semi-private club in Texas may require different
policies than a large, private club in Los Angeles. Clubs need to gather the facts first, assess their circumstances
and not make impulsive decisions. It is also important that clubs clarify specific employee policies and specific
member policies regarding firearms.

“Clubs should be particularly sensitive to employee-related issues, which can expose the club to a significant
and potential liability, and to the fact that this is a highly charged topic of conversation. Legal counsel should
be sought.” Stowell continued, “I recommend that clubs also consult with their insurance agents regularly to
be sure they are up to speed on coverage issues.”

HOW TO HOLD EFFECTIVE, EFFICIENT BOARD AND COMMITTEE MEETINGS... Board and
committee meetings can often be dreadful for both members and staff in attendance. Typically they last longer
than the designated time, members vent or complain and off-subject topics devour precious time. These meet-
ings do not have to be painful. By establishing a few simple rules, your board and committee meetings can
become more effective and efficient.

* Stick to the Agenda. Be sure to include a specific amount of time allotted for each agenda item.
Non-agenda items should not be discussed and someone should be the designated timekeeper, holding
attendees to the announced time frame. If a member presents an issue that needs to be addressed, first
complete the agenda and discuss the issue at the end of the meeting.

* Clearly state the purpose of the meeting. If the meeting is a special board or a sub-committee meet-
ing, be sure attendees understand the purpose of the meeting and know the desired results.

* Be Prepared. Susan B. Wilson, author of “Gourmet Meetings on a Microwave Schedule,” states,
“Preparation positions our efforts for a high-quality outcome.” Ensure that agendas or supporting mate-
rial are distributed in advance to meeting attendees. Urge members to come prepared to contribute and
participate in decision making.

* Respect Attendees’ Time. Begin the meeting on time and don’t accommodate latecomers by waiting
for their arrival. Establish an end time and stick to it. If you go over by more than 10 minutes, Wilson
writes you may lose credibility with attendees and discourage some from attending the next meeting. If
the meeting is done—end it! Don’t keep the conversation going or bring up random issues just because
you have time remaining.

* One Person at a Time. In their seminar on board dynamics, Kopplin and Kuebler, a consulting firm,
recommends that only one person speak at a time, and attendees should be asked to keep comments
or suggestions to three minutes or less. Eliminating side conversations and minimizing comments or
stories ensures that attendees don’t get distracted, that people are engaged in the discussion, and time
isn’t wasted on off-topic items.

Kurt Kuebler, a partner in Kopplin and Kuebler, recommends that board and committee meetings last a maxi-
mum of 90 minutes to two hours. Wilson states the meeting leader should control the meeting and be respon-
sible for keeping the meeting moving. “The meeting leader calls the meeting to order, helps the group focus
on objectives, assigns responsibility for action items and follows up on them.” she said. Wilson also quotes
Harvey Mackay, author and motivational speaker, “Decide what your priorities are and how much time you’ll
spend on them. If you don’t, someone else will.”
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CONNECTIONS: THE KEY TO MEMBER RECRUITMENT AND RETENTION... Many clubs have
a designated professional on staff focused primarily on recruiting new club members. Although this position
is still evolving in many clubs, ensuring this person is focused on connections may be the key to member
recruitment and member retention: between prospects and the club, members and the staff, and members and
other members.

Hannah Petersen, the vice president of the Professional Club Marketing Association (PCMA) recommends
that membership professionals concentrate on making solid connections in these three categories. “When
establishing a relationship with a prospective member, it is essential to make the most of profiling to find
similarities between the prospect and the club.” states Petersen. “Instead of reciting facts about the club’s his-
tory, amenities or events—tell stories. Tailor your club’s story to each prospect individually by making clear
and accurate associations between the prospect’s lifestyle and the club lifestyle.” Stories prove to prospects
that being part of the club will have a positive impact on their life, therefore, establishing a solid connection.

Once members join, it is important to continue to strengthen their connection to the club by building relation-
ships. Petersen recommends using key staft members to help with this goal. “Profile club employees as well;
create strategic introductions and relationships based on common interests, fostering strong staff and member
connections.” Peterson continues, “The same is true with members. Connect members who have similar in-
terests and children of the same age.” The membership professional is only one person, but creating a culture
of connection can produce results. Making these connections can be invaluable to a club’s long-term success
in both the recruitment of new members and the retention of current members.

RANDOM NOTES... Clubs’ new electric golf cars can’t avoid the fiscal cliff. Although there has been a
federal tax credit of 10 percent for the purchase of electric vehicles, up to $2,500, Brad Steele of the National
Club Association noted recently that when Congress passed and the President signed the American Taxpayer
Relief Act of 2012, the law designed to avoid the so-called fiscal cliff, it specifically excluded golf cars from
that credit.

Following the money still required. A reminder/warning from a club tax and financial consultant: Just
because an event at the club is “member sponsored” doesn’t mean the club can automatically count revenue
from the event as member income. “The member must pay for the event for it to be member income,” said
Kevin Reilly of PBMares. Also, the club must have documentation of that payment. Reilly offered this cau-
tionary advice to emphasize that a club cannot allow a member to sign up as the sponsor for an event that is
subsequently paid for by a nonmember, and still say it is member income.

Younger members maybe, but not too young. One city club spent a lot of time and energy attracting
younger members, especially those in their 30s, to set a new tone for the club and assure a membership core
for decades to come. The strategy backfired. Older members were driven away and their young replacements
did not spend as much time or money at the club as leaders had hoped. The club is now trying to attract the
middle-aged, those in their 40s and 50s, who are more settled and may have more of an appreciation for club
life.

JORDAN’S SHORTS IN HINDSIGHT... Two readers who emailed us after our recent item on basketball
great Michael Jordan’s apparel faux pas at a private club noted that following generally accepted procedures
in dress-code enforcement might have prevented the incident from getting media attention.

Readers may recall our report (see “Jordan’s Shorts,” page 3, January 2013 PCA) that Jordan was approached
in the middle of a round of golf with a member and asked to change out of cargo shorts, which are in viola-
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tion of the club dress code. Jordan continued playing, however, and was subsequently banned from the club.
The problem is the timing, wrote Thomas J. Noyes, general manager of the Spring Island Club, Okatie, SC.
“Nobody should be embarrassed that way in the middle of the round,” he wrote. “The mistake is on the staff
for not catching it sooner. Once the golfer is on the course, we would have to own that mistake and deal with
it after the fact.”

This was not a guest problem but a member problem, Mike Blank, facilities and maintenance manager at Foun-
tain Head Country Club, Hagerstown, MD, wrote. ‘“The member knows the rules. I think it was somewhat
rude and disproportionate to tell a guest that he is in violation when the club should be telling the member that
he has a guest that is in violation.”

CMAA CEO ANNOUNCES RETIREMENT... The Club Managers Association of America (CMAA) an-
nounced recently that its Chief Executive Officer, James B. Singerling intends to resign in 2015, completing
25 years of service at the association’s helm. Singerling is recognized as a leader of the club industry who
advanced and expanded professional certification programs and created industry standard education for club
managers. The result is an elevated profession impacting the industry and clubs throughout the world. CMAA
plans to hire a new CEO in 2014, allowing Singerling to be instrumental in the transition.

CLUB CONFERENCE UPCOMING... Club officers, directors and managers will be able to hear about the
latest legal and political developments affecting clubs when the 2013 National Club Conference convenes in
Boca Raton, FL, April 28-30. More information about the conference at the Boca Raton Resort and Club may
be obtained from the conference sponsor, the National Club Association (see “Resources” box below).

Have a Great Day!
Jackie Carpenter, CCM Eldon Miller
Editor Editor-at-Large

RESOURCES

Robyn Nordin Stowell, Partner, Stinson Morrison Hecker LLP, Phoenix, AZ — 602- 212-8682 — rstowell@stinson.com
Kurt Kuebler, CCM, Kopplin and Kuebler, Jupiter, FL - 561-747-5213 - kurt_kuebler@yahoo.com

Susan B. Wilson, MBA, CSP author of Gourmet Meetings on a Microwave Schedule — deanne@execstrategies.com

Hannah Petersen, CMP, Vice President, Professional Club Marketing Association - 760-834-1182 - hannah@askpcma.org
Brad Steele, National Club Association, Washington, DC — 202-822-9822 — steele@nationalclub.org

Kevin F. Reilly, PBMares, Fairfax, VA — 703-537-7605 — kreilly@pbmares.com

National Club Association, Washington, DC — 800-625-6221 — www.nationalclub.org.
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