
Merchandising golf equipment and 
apparel in t emporary quar ters can 
sometimes be a challenge. When 
Bruce Wyat t , head professional at 
Friendly Hills G & C C , Whit t ier , 
Calif., found himself faced with op-
erating for six months in a house 
trailer and then 3 V2 years in a tem-
porary facility, he simply made the 
best of it and gained knowledge 
along with experience. When con-
struction of the permanent golf 
shop was completed, Wyat t knew 
exactly what kind of shop setup and 
decor he wanted. 

Collaborat ing with interior dec-
orator Dick Taylor , a member of 
the club, Wyat t proceeded to fur-
nish the s h o p in a m a n n e r t h a t 
would display fully the equipment 
and wearing apparel that the shop 

Wyatt (above) arranges merchan-
dise in his long-awaited pro shop. 

h a d a l w a y s c a r r i e d . S i t u a t e d in 
the center of the new golf facility, 
the shop is directly across f rom the 
main entrance to the clubhouse. To 
capitalize on this location, Wyat t 
h a d i n s t a l l e d s l id ing g l a s s d o o r s , 
which form the entire 20 foot front 
wall. Thus , when the shop is closed, 
area lighting displays the merchan-
dise to anyone going into the club-
house. Wyat t wanted to have the 
a tmosphere warm and pleasant. He 
selected a rich orange, brown, black 
t w e e d f o r t h e c a r p e t i n g . D i s p l a y 
cabinets of solid oak were designed 
and bu i l t for the s h o p . T h e b a c k 
panels behind these units were cov-
ered in wine velvet. Golf clubs are 
displayed on a Formica rack. 

T a k i n g i n t o c o n s i d e r a t i o n t h e 
interest of the club membership in 

PLANNED 
PROFIT AT 
FRIENDLY 

HILLS 
Professional Bruce Wyatt operated out of temporary facilities for 3 Vi 
years, but with a new pro shop and new design and display techniques he 
has increased his gross revenue 39 per cent by M A R I A N B O N D 

34 GOIFDOM MAGAZINE 6 73 



in new clothes and high style, Wyatt 
felt that, though the shop itself was 
not large, he could utilize the wall 
space to display the clothing he 
planned to stock. The selection of 
women's wear is not what he would 
like it to be at this time, and Wyatt 
does plan to expand this business 
as need demands . However , he 
finds that there are many more 
men, at least three times more than 
women, who shop with him. Nev-
ertheless, he does find that women 
will very often shop for their hus-
bands, and that men are inclined to 
buy wearing apparel on impulse. 

" O u r membership now is 350, 
but we probably have more busi-
ness than most clubs that have 500 
members," Wyatt says. " I t has to 
be because of the way we run our 
ope ra t i on . We want to c rea te a 
c o m f o r t a b l e a t m o s p h e r e . They 
buy on impulse," he states. "If the 
merchandise is displayed in a pro-
fessional manner and they see it as 
it's going to be worn, they want it." 
Wyatt doesn' t believe soft goods 
should be merely hung on racks or 
stacked on shelves. "First you have 
to stock good merchandise and then 
back it up with the correct display." 

Wyatt believes that golfwear 
apparel is an important aspect of 
pro shop business. "Our profession 
is becoming more educated in the 
field," he says. "A man wants to 
have good looking clothes as well 
as bag and clubs. The golfer is one 
of the best dressed men. He might 
wear $50 shoes, $40 slacks, a $40 
to $50 sweater and a $15 shirt." It 
is important for a club professional 
to have an awareness and a knowl-
edge of fashion and know what his 
club members want. Wyatt finds 
this especial ly so in a f i r s t -c lass 
country club where people do buy. 

More as a convenience to his 
c u s t o m e r s than any th ing else, 
Wyatt features ties in his shop. "We 
have men ' s ties. A bus inessman 
will come into the club and play a 
round of golf and find that he didn't 
bring a tie. Or that he's unhappy 
with the one he's wearing. So, he'll 
go to our tie rack. And at Christ-
mas we sold quite a number of 
ties." Wyatt also carries shirts that 
can be worn for golf or dress. 

The lighting in the Friendly Hills 
golf shop is probably the most out-
standing feature of the golf shop. 

"First stock good merchandise, then 
hack it up with the correct display," 
says Wyatt. 
especially the effect if gives. When 
they first began decorating the shop, 
the bare walls and overhead "cafe-
teria style" lighting left a great deal 
to be desired. More than half of 
the f lourescent l ighting was re-
moved and two tracks of moveable 
spotlights were installed in the ceil-
ing. These run the length of the 700-
square-foot display area. The ad-
vantage of this lighting is that a 
display can be subtly lit to catch 
the customer's eye. 

With the carpeting and the dark 
wall display units plus the l ight-
ing, Wyatt has achieved the effect 
he was looking for and the $5,000 
decorating cost began to pay off 
when his gross increase for the first 
three months of 1972 was $14,000 
over the gross for the same three 
months of 1971. "We grossed over 
$100,000 in 1971." Wyatt says, " In 
1972 we grossed a little over 
$139,000. An over-all increase of 39 
per cent. Although we've always 
had the merchand i se , our sales 
have improved tremendously be-
cause the goods are more at t rac-
tively displayed. 

" W e coordinate an entire out-
fit, clothes, clubs and bag. And we 
do change displays frequently," he 
says. "When we are selling items in a 
display we know it's working for us. 
When sales cease on a display, we 
feel it's not doing the job and we 
make a change." 

Al though c lub sales are the 
greater part of the business in the 
shop, Wyatt believes that a man 
does not buy his equipment on im-

pulse. In his opinion, golf clubs sell 
themselves, along with the adver-
tising the m a n u f a c t u r e r does to 
promote the clubs. " W e give the 
cus tomer a d v i c e , " Wyat t says , 
"but he likes to think about the 
clubs he's going to buy. Of course 
we display them." 

In addition to the display area 
there is an office, measuring 144 
square feet and a storage area of 
216 square feet. This back room is 
long and narrow. Wyatt wishes he 
had a larger storage area, but he 
makes the most of the room he has 
and even provides a gift wrapping 
counter. This is one of the services 
he gives to the club membership 
and he's quite proud of the profes-
sional wrap they give their custom-
ers. He finds the people who shop 
with him apprec ia t e this added 
convenience. 

The Friendly Hills golf shop is not 
large, but Wyatt has cleverly used all 
of the wall space. And he is always 
aware of the importance of color 
coord ina t ion in set t ing up dis-
plays. The new bright shades are 
highlighted by the spotlights and 
it's not at all unusual to find men 
and women stopping to admire and 
inquire about a garment. 

"We do not have a large inven-
tory," Wyatt, who does all of the 
buying himself, explains. " I feel 
most golf shops doing this amount of 
business are tying up to $40,000 to 
$60,000 in inventory. Ours prob-
ably averages $15,000 to $18,000. 
We turn it over and don't end up 
with too many items that don't sell." 
As an example Wyatt states that 
the inventory might include $6,000 
in clubs, bags and balls, and $9,000 
in shoes and apparel. 

Friendly Hills is located in the 
rolling foothills around Whittier. It 
was organized four years ago and 
boasts one of the most beautiful 
courses and clubhouse facilities in 
Southern Cal i fornia . Wyat t , who 
began his career in Honolulu, has 
been with the club since its incep-
tion. The inconveniences of working 
from a house trailer and then tem-
porary quarters have all but been 
forgotten by Wyatt and his assist-
ant Chuck Seals. They've been in 
the new facility since November, 
1971. Enough time to prove that 
better merchandising techniques 
mean increased sales. • 


