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As a golf instructor, you’re out 
there selling yourself and your 
skills—particularly so if you 
are self-employed. As it turns 
out, people who have to pro-
mote their own brand hold a 
positive attitude toward busi-
ness cards. High-level deal-
makers in some industries 
take a different view, arguing 
that digital communications 
reduces our need for those 
classic, two-by-three-inch 
identifiers. Recently a venture 
capitalist told a reporter: “I 
despise business cards—
using them feels so horse-
and-buggy.” Instead of hand-
ing over his card this mover-and-shaker relies on network-
ing platforms found online.
     LinkedIn or no LinkedIn, business cards are holding 
their spot in the marketing toolkit. It’s true that you can ex-
tend your personal brand through a wide array of cyber-
networking websites and apps. Does that mean there’s no 
room in your briefcase or wallet for a stack of small cards 
that weighs next to nothing? 
     “I had 1,000 very professional business cards made last 
year on high quality paper,” reports Paul Weyland via the 
exclusive Proponent forum on Facebook. “I leave them at 
any coffee shop I go to as well as other public places.” 
Weyland’s payoff for this simple, second-nature biz-dev 
effort is significant. “It's been great,” he says. “Several 
people have called [to ask about lessons] from a card they 
found in a coffee shop or restaurant.”
     Marvol Barnard, a Proponent member in Green Valley, 
Ariz., retains a fondness for business cards because they 
can end up a lot of places without major effort. “I have my 
cards in the pro shop near the register, and although a lot 
of them get used to write down tee times, I don’t mind,” 
she says. “They end up in many hands around the commu-
nity that way.” Barnard goes through at least 50 a month, if 
not more, plus the cards she distributes to each student. 
      One Proponent member, Mitchell Spearman, takes an 
opposite view. “I have a complete dislike for business 
cards and consider them a warped representation of who a 

person is and what they’re 
value might be,” says Spear-
man. His reasoning has to do 
with time management and 
controlling his contact-
making.  
     “If I give you one of my 
cards, and you use it to con-
tact me, I will always call you 
back,” Spearman says. “So 
really what I’m trying to do is 
control that—to limit how 
many people are able to con-
nect with me and make a de-
mand on my time.” Business 
people who rightly should be 
in contact with each other will 
make that happen, he’s con-
vinced. Strangely enough, he 
broke down in the weeks be-

fore this past PGA Merchandise Show and printed up a 
box of cards to bring to the convention center. “I only gave 
out five or six of them, to people I already knew well,” 
Spearman shrugs.  
     Paul Weyland pursues a branding and personal-
marketing method in which his business card is a focal 
point. Staying in circulation throughout the Boise, Idaho 
market where he works, Proponent member Weyland fa-
vors public places where locals gather. “I take my Swing 
Setter into coffee shops dressed like I dress on the lesson 
tee and just talk to people,” he says, referring to a favorite 
training aid. “I have booked several golf schools just hang-
ing around the right places working on my business. Golf-
ers always ask, ‘What is that thing?’ As I answer, I offer a 
little lesson and give them my card.”
     Down at The Landings Club, on Skidaway Island, Ga., 
Nicole Weller is another Proponent professional who likes 
to say "Here's my card" as she networks her way along. 
Her employer provides one business card but Weller prints 
her own to promote "Stick to Sports: Let's Play Golf," her 
popular book for young girls getting involved in the game. 
Weller wisely designs the book-promoting cards to repre-
sent the fun-first approach of the book. 
     Along with carrying and exchanging your cleanly de-
signed business card, you might think about acquiring an 
app like CardMunch. It’s a scan-and-store product now 
owned and marketed by LinkedIn. (Continued on page 15)
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To Succeed in Business, Do You Still Need 
a Business Card?

Many professionals have a love-hate relationship with business cards, 
but they still serve a lot of useful purposes for instructors.


