
MAKE IT A 
K PRO SHOP SALE: p p Q p i J JOOL 
The sale, properly inte-
grated into the profes-
s iona l ' s m e r c h a n d i s i n g 
plan, can be a useful tool 
for increasing business 

b y D I C K FARLEY 

-NOTA 
NECESSITY 

Not too many years ago, when a 
special sale was offered to the pub-
lic, it usually meant that the retail-
er was in trouble. He had either pur-
chased one type of item that did not 
sell (commonly known as a "dog" ) 
or he had misjudged his market and 
bought too many items. 

At the same time, the retailer 
needed the cash tied up in the dead 
stock to buy fresh, sellable mer-
chandise, to pay current bills or he 
may have wanted to clear out the 
old merchandise to make room on 
his shelves to display and sell the new 
items. 

A sale became the obvious solu-
tion: Reduce the price on the cur-
rent stock to tempt the price-con-
scious, bargain-hungry shopper. 

The practice of moving dead mer-
chandise via the sale has been so 
successful and has become so much 
a part of the American way of mer-
chandising life, that the modern re-
tailer has totally integrated it as a 
vital part of his over-all merchan-
dising program; in fact, without the 
sale, the volume of retail business 
today would be nowhere near its 
record level. 

Sales are planned and programed 

by modern retailers well in advance of the actual event. 
The retail history of a particular 

operat ion is scrutinized, successes 
and failures pinpointed. It is then 
broken down into definite selling 
periods, with special emphasis on 
important occasions, such as Christ-
mas, Mother ' s Day or Fa ther ' s Day, 
when gift-giving is tradit ional . 

All golf operations, year-around 
and seasonal, also have specific sel-
ling pat terns, although they are not 
necessarily determined by special 
occasions. Each golf operat ion is 
unique and must be evaluated by 
management on its own merits: A 
program that works for one opera-
tion does not automatical ly spell 
success for another. 

The modern professional-retailer 
not only plans his sales to handle the 
need to reduce his current inventory 
during times of the year, he buys al-
so special items solely to sell during 
the sale, mixed into his regular 
stock. A very aggressive merchant 
might go one step further . He might 

buy one special item to entice cus-
tomers into his shop. 

How does all of this work in prac-
tice? Let 's look step-by-step at a 
northern golf operation. Here's how 
the professional might handle his 
annual end-of-summer clearance 
sale. 

Af te r analyzing the past year 's 
business, the professional discovered 
that both men's and women's light-
weight apparel, not sold by the end 
of August , could not be given away 
at any price, and might have to be 
carried over to the next year. 

He 's aware of the risk he runs 
if he stores the merchandise over 
the winter: The goods may be dam-
aged by dampness or mildew, by 
rodents, moths or bugs; they won't 
look fresh next season after being 
stored for several months, and they 
will be out of date. 

The last reason is vital. That 
fresh appearance that is so essen-
tial in creating customer interest, 
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