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tion. In view of the lagging eco-
nomic picture in the nation, Powell 
remains optimistic that the market 
will remain stable. "Even if there is a 
down period in the economy, I think 
golf and recreation won't be affected. 
Leisure time activities seem like the 
last thing that people will give up," 
Powell said. Although the game it-
self might not suffer, Powell would 
not offer any prediction on where his 
own business might end up with a 
money crunch upon us. 

Treating people well is the key to 
the Powell operation. Hoping to lure 
the right customers into his shop, the 
39-year-old businessman has es-
tablished a store that doesn't try to 
be all things to all people. 

Product availability is one of the 
industry's biggest headaches. But, 
Powell keeps well stocked to avoid 
catalog orders whenever possible. 

According to Powell, product 
knowledge is essential. He works 
hard to keep abreast of new mer-

chandise and its worth. "The worst 
thing that can happen to a pro is for 
someone to come into the shop and 
ask about a product and get a blank 
stare," the PGA pro commented. 

Knowing the trade and forget-
ting market ing t r icks are two 
bywords of Powell's shop. In three 
short years, Pro-Line has increased 
its profit from five to seven percent a 
year, proving that a little knowledge 
can pay off at the cash register. 

Getting away from "word of 
mouth" advertising, Powell uses ads 
in the area's largest newspapers and 
cultivates customers with sale mer-
chandise at various times of the year. 

Being a golf pro is a very impor-
tant thing in the life of Jim Powell, 
who is also head professional at Via 
Verde Country Club in nearby San 
Dimas. Although Powell's love of the 
game is great, he still sees his down-
town shop as a key to his tinancial 
future. 

"I t ' s really sad to see some pros 
work at one club for 30 or 40 years 
and when they retire, walk away with 
nothing. If you stay at a club that 
long your future is really limited. 
Investing in this business has 
answered a lot of the money 
questions for me," Powell said. 

Even before Powell sold his first 
set of clubs downtown, a plan was 
needed for the venture. There are 
several areas that Powell looked into 
before starting his charge into the 
downtown dollar fight: 

1. A large amount of capital is 
essential. A store of this type can't 
open up on a shoelace. A full stock of 
merchandise must be on the shelves 
the day the doors open. 

2. Experienced personnel is a 
must. An employer must hire people 
that know golf and are willing to find 
out more about the business side of 
it. 

3. Establishing an area mailing 
list of prospective customers is im-
portant. Even though the shop is 
downtown the same atmosphere of a 
club can be accomplished. Make the 
customer feel like he is a "member" 
of the store. 

4. Location is critical. Estab-
lishing a business on a main traffic 
artery is important, although a spot 
in a major shopping complex would 
also be preferable. 

5. Vow to give service before and 
after the sale. This point is essential 
in the downtown venture. 

Looking at the future, Powell 
sees the day soon when club pros 
may turn into mere clerks, no longer 
in charge of pro shops, carts and bag 
storage. Obviously, with the profits 
to be made by the wise pro, club 
management might be inclined to 
take over the pro shop and its related 
interests, turning the pro into a 
salaried employee. 

For th is r ea son , Powell is 
channeling a lot of his efforts into his 
downtown store, although he still is 
cost conscious in his responsibilities 
at Via Verde. 

Since Powell purchases for both 
operations, his added buying power 
cuts costs at both locations. In fact, 
he often buys needed merchandise 
for Via Verde from his downtown 
store. 

An additional advantage to the 
arrangement, is that Powell really 
has two market places to sell in. 
"There have been times when I've 
had items sell at the club and not the 
store and vice versa," Powell related. 

Watching his buying closely, 
Powell realizes that mistakes will be 
made, but knows that staying with 
the pro lines keep his business 
relatively stable. 

Although not discouraged, golf 
pros in general, have not accepted 
the Powell type of enterprise. Some 
of the thinking stems from the adage 
that a pro should keep his business 
where it is supposed to be, at the 
club. Many pros look down on com-
patriots moving to the business dis-
tricts. Powell insists that this wasn't 
true in his case and the proof lies in 
the fact that the Southern California 
section of the PGA voted him to its 
Board of Directors. 

There has been very little back-
lash from the pros in the surround-
ing Orange County area, although 
Powell did comment that the retail 
community was somewhat surprised 
to see his move to the city. 

A more competitive retail market 
might force the pro into the city 
more. The benefits are obvious. Not 
only will his appearance in the 
business district enhance his finan-
cial picture, but a store downtown 
might get more people interested in 
the game. 

Seeing the day soon when the pro 
might forfeit his shop, cart and bag 
storage concessions, Powell views the 
downtown shop as the savior for the 
merchandising pro. • 

, .Asa 
businessman, 
you'd make 

a terrific 
human being. 

Some of the things you do for a 
living can make you feel wonderful 
when you do them for free. To help peo-
ple living in your community. 

Can you set up a budget.7 

Motivate a staff? Program a computer? 
Type? Read? Tie a shoe? 

Yes? Then you can help people. 
In fact, there are probably dozens 

of voluntary organizations right in your 
town who would love to have you 
working with them. Join one. Or, if you 
see the need, start one. 

We'll be your contact. 
If you can spare even a few hours 

a week, call the Voluntary Action 
Center in your town. Or write: 
"Volunteer," Washington, D.C. 20013. 

You'll get to know some terrific 
human beings. And one of them 
will be you. ^ ^ ^ 

\folunteer. 
The National Center for\fc>luntary Action 

A Public Service ct This Magazine & The Advertising Council 




